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ABSTRACT 
The objective of the thesis is to examine market segmentation in tourism with 
particular reference to National Tourism Organisations in general and the Turkish 
Tourism Office in London in particular. For this purpose, the study aims to offer a 
detailed analysis of the appropriateness of the segmentation approach in terms of both 
practical and academic considerations. 
Reviewing the market segmentation concept and its position in tourism is first 
aimed at narrowing down the segmentation study, and then at analysing segmentation 
approaches. This facilitates an evaluation of the those appropriate for the National 
Tourist Organisations and their offices abroad. More specifically, the research attempts 
to explore the development of a practical segmentation exercise for Turkish tourism 
with respect to the Turkish Tourism Office in London. 
The assessment of academic tourism segmentation studies and the 
consideration of new analytical designs demonstrates their potential implementation in 
matching the desired information with the requirements of tourism marketers. 
However, the advancement of market segmentation research in tourism for National 
Tourism Organisations requires narrowing the gap between academically oriented 
research on tourism and practical (e. g. the Turkish Tourism Offices) application of 
segmentation techniques. Hence, the study aims at balancing this to provide guidance 
not only to particular tourism bodies but also to those with broader interests in tourism 
marketing as well as offering recommendations for research opportunities and 
developments. 
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GENERAL INTRODUCTION 
GENERAL INTRODUCTION 
Market segmentation is born out of modern marketing based on a customer- 
oriented marketing philosophy in generating desirable customer satisfaction in 
competitive market conditions. As a consequence, this customer-driven thinking has 
led the mass marketing and production era to evolve into a target marketing and 
market orientation era. An understanding of the segmenting of markets has also 
become important for marketers to achieve their organisational goals by targeting the 
best market segments: distinct groups of consumers who might merit separate 
products. 
Market segmentation, as a major pillar of target marketing, is the first step in 
dividing markets into optional segment profiles that evidently become divisions of 
distinct consumer groups by which separate products are perceived and valued 
differently. Marketers can, then, seize market opportunities by developing affective 
products and marketing mixes to match the demands of different market segments. 
Market segmentation in tourism is given an accelerated interest in theoretical 
and practical writings in terms of methods, analysis and models for segmenting 
tourists. Each participant or researcher of tourism regarding the purpose of market 
segmentation develops their own strategies to serve the beneficial segments. 
Additionally, a single segmentation strategy cannot be used by every tourism sub- 
sector or employed over time against changing tourist characteristics and marketing 
efforts, 
National tourism organisations (NTOs) are usually acknowledged as the 
authorised body of countries at national level and in charge of such tourism issues as 
promotion, development, research, marketing, etc. The marketing activities of the 
NTOs are involved in drawing attention of both potential tourists and the travel and 
tourism trade to tourism products in their countries. In other words NTOs', act as a 
distribution channel between those parties by having the closest contact and providing 
co rnmunicat ions among tourists, tourist generating companies and destination based 
tourism organisations. 
National Tourism Organisations are generally located and active in the 
destination countries. Being in a strategic position for destination countries, NTOs 
must effectively focus on strategic destination marketing by applying market 
segmentation throughout their representative bodies of National Tourist Offices 
Abroad (NTOsA) in certain primary tourist generating markets. 
Tourism has become one of the major industries in Turkey, which is one of the 
fastest growing tourism destinations in Europe. Despite Turkey's high potential for 
tourism, it has not yet been able to develop its overall marketing policies as much as 
tourism planning and development in Turkey. There is an urgent need to balance the 
development of tourism with tourism demand. Hence, a well planned and co-ordinated 
marketing strategy is vital in the view of Turkish tourism's growth potential and its 
widely recognised economic implications. There is no doubt that sensible development 
of tourism and its marketing strategies must be market led and one opportunity of 
doing that is market segmentation. 
On the international tourism platform, Turkey can be promoted more efficiently 
by Turkish Tourism Offices which are close to international demand. Those offices 
may need to consider market segmentation because it is more focused on the demand 
side in order to stimulate targeted tourists towards Turkey. 
Britain has recently been one of the prominent tourist generating countries for 
Turkey. In fact, British tourists are the only visitors to Turkey showing a steady 
increase. Hence, the Turkish Tourism Office in London (TTO) is in a particularly 
pivotal position to discover the segmentation concept not only for improving the 
quality of the tourism supply service towards British tourists but also for playing a 
leadership role for other Turkish Tourist Offices. 
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In the light of the above background, this thesis aims at evaluating the extent to 
which the application of the concept of market segmentation is appropriate for use in 
niaximising tourism for NTOs and their offices abroad and for the TTO in particular. 
Chapter I attempts to introduce market segmentation from a purely marketing 
perspective. Having reviewed market segmentation literature, it develops into how 
market segmentation emerged by examining the modern marketing concept, in term of 
the history of marketing from the production era to the market-driven era. The future 
of marketing is discussed in the sense that mass customising, as an amalgamation of 
mass and customised marketing, will be paid more attention. In the last section, there is 
an attempt to address the strategic use of market segmentation by assessing product 
differentiation versus market segmentation and the role of segmentation in modern 
strategic marketing. 
Chapter 2 provides an overview of the tourism system. It develops the notion 
of tourism marketing and its evolution towards modern tourism marketing. 
Considering international tourism as the dominant tourism phenomenon, the 
importance of market segmentation in international tourism and its possible strategies 
are demonstrated. Methods for tourist segmentation are also discussed and tourist 
typologies and characteristics. found in the literature are reviewed. 
Chapter 3 eximines National Tourism Organisations (NTOs) to show their 
influence for destination countries and their role in the tourism industry. The marketing 
involvement of NTOs clearly reveals why it is necessary to empower their offices 
abroad (NTOsA) in ordet to determine the optimal tourism demand for their tourism 
products. This may lead NTOs to choose tourist segmentation practices and strategies 
in order to address some critical issues, Alternative tourist segmentation strategies are 
then examined in terms of the tourism objectives of NTOs. Lastly, a segmentation 
process of the tourist market for NTOs is evaluated to aim at specific tourist segments 
and determine the optimal tourist targets overall. 
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In the light of the need to assess market segmentation techniques, Chapter 4 
undertakes a review of commonly practiced multivariate techniques and discusses their 
possible tourism applications. This leads to analytical segmentation design options in 
guiding NTOs in their choice of optimal market segmentation study. 
Chapter 5 discusses Turkish tourism and considers the Turkish Tourism Office 
in London (TTO) as playing a major role in applying segmentation study. In the 
context of the general characteristics of Turkish tourism and the role of the TTO, the 
enquiries database of the TTO is sampled to demonstrate potential for a practical 
application of segmentation despite all given limitations. The results of this analysis are 
used to offer recommendations to the TTO for adapting a more detailed study in 
accordance with the objectives of Turkish tourism. 
In Chapter 6, further considerations of the NTO's point of view are discussed 
which lead into some recommendations for Turkish tourism and particularly for the 
TTO. Finally Chapter 7, provides a general review of the thesis, offers some 
conclusions and suggests further research possibilities, and makes some practical 
recommendations. 
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CHAPTERI 
1. MODERN MARKETING AND MARKET SEGMENTATION 
1.1 INTRODUCTION 
There are no longer mass markets. Consumers now are better informed, more 
self-deterrnined, more critical and fussier, and less naive than before. Since it is 
recognised that people are different, the developments of specific product s/services are 
led by the division of the population into smaller more clustered groups. Thus the 
rising needs of distinctive customers must be satisfied by suppliers -regardless of 
whether they have an excellent product/service- because consumers can choose from 
several alternatives in the marketplace. 
Consumers have, indeed, new dimensions of changing needs and require 'need- 
addressed' innovations with increasing rapidity. That is to say that mass consumption 
is dead and the mass production of more personalised products has becoming challenge 
for companies to reach success. 
If the cost and production (or service) time were not important for companies, 
there would be products/services to match the needs and wants of each individual 
consumer. As McDonald (1989 pp. 67-8) points out "... it is clearly uneconomical to 
make unique products for the needs of individuals, except in the most unusual 
circumstances. Consequently, products are made to appeal to groups of customers 
who share approximately the same needs. " 
Making it practical to reach each individual consumer is out of the question - 
other than for future developments and certain other exceptions- and grouping of the 
consumer specifications cannot be served successfully. 
Marketers try to discover newly emerging consumer needs to which their 
marketing capabilities can respond. They examine consumer typologies and behaviour 
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patterns, which are based on close knowledge of what motivates every consumer, in 
order to fit their product/service offers into those consumer motives. 
In fact, heterogeneous demand groups exist in most markets and this dilemma 
can be solved by identifying, dividing and separating a total market into market 
segments of customers with similar characteristics so that appropriate marketing 
strategies can be employed for targeted sets of customers. Not all segments in a market 
may be easily and effectively fulfilled and as modem marketing requires, marketers 
must, therefore, aim their marketing efforts at the most desirable one(s). 
I Definition 
There is no agreed definition of marketing or market segmentation in literature. 
The tasks of marketing in general and segmentation in particular, and their challenges, 
have become increasingly varied where different countries and industries are 
concerned. However, market segmentation is very well known as a marketing concept 
by all business academics and is called 'common sense' by business entrepreneurs and 
practitioners (Dibb and Simkin 1991). 
The existing segments give marketers the idea of market segmentation in that 
they perceive those consumers who are similar to each other within one segment, as 
different from those in other groups. Engel el aL (1972) and Kotler (1991) clearly 
underline that the utilisation of market segmentation is typically evaluated on the basis 
of maximising marketing strategy; within segment homogeneity and among-segment 
heterogeneity. The concept of segmentation is justifiably based on the proposition(s) as 
Engel el aL (1972 pp. 1-2) state; "... consumers are different,... differences in 
consumers related to differences in marketing demand,... segments of consumers can 
be isolated within the overall market". 
The term of market segmentation basically was first explained as a marketing 
concept by Smith (1956 p. 5): 
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"Segmentation is based upon developments or the demand side of 
the market and represents a rational and more precise adjustment of 
product and marketing effort to consumer or user requirements. In 
the language of the economists, segmentation is disaggregative in 
its effects and tends to bring about recognition of several demand 
schedules where only one was recognised before. " 
Market segmentation disaggregates the total market for a product/service into 
segments of customers with similar demand preferences and patterns (Lancaster and 
Massingharn 1993), deals with selecting carefully evaluated 'segments' in which to 
excel and designing products/services to fulfil the requirements of that particular group 
of consumers in order to gain a competitive advantage in the segments selected 
(Wilmshurst 1984, McKay 1972). 
All people cannot be pleased all of the time. It will rarely be possible that one 
product/service completely satisfies everyone owing to the different preferences of 
people. It is obvious that successful marketing begins redefining the whole market in 
terms of the needs of targeted segments which are met through the benefits of tailor- 
made product(s)/service(s) by developing a unique marketing mix(es). In other words 
market segmentation techniques can help marketers to ensure that their 
products/services have a specific appeal to selected groups of consumers in order to 
please some of the people some of the time. 
Market segmentation should be an acquired and enhanced marketing discipline 
and be recognised as a science and an art by using experience, observation and 
strategic thinking (Weinstein 1987). 
To sum up, market segmentation can shortly and broadly be defined as: "... the 
act of dividing a market into distinct groups of buyers who require separate products 
and/or marketing mixes" (Kotler 1991, p. 263) 
1.1.2 Literature on Market Segmentation 
So much has been written on market segmentation, but some of these writings 
have a conceptual acceptance; in which the classical leadership is given to market 
segmentation literature. 
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After Smith's pioneering article (1956), market segmentation has been broadly 
accepted as a prominent concept in marketing literature and practice, although there 
had been some prior ideas related to early segmentation thinking, with roots going 
back to their leader Wroe Andersen. Smith's initial contribution provided a research 
area to develop techniques for identifying segments and determining their feasibility to 
select appropriate and successful marketing strategies. Early studies concentrated on 
preparing a framework for analysis of existing data, while studies by the late 1970s 
expanded to produce a basis for identifying the required data for strategy option and 
performance. In the 1960s, there were two commonly known classic articles, which 
draw attention to explanatory segmentation modes as sound marketing strategies. 
Yankelovich (1964) showed new criteria for market segmentation analysis exploring 
the importance of different modes of non-demographic segmentation and Haley (1968) 
added a new casual dimension of 'benefit segmentation' for assessing the true market 
rather than descriptive factors. 
In 1972 two books were published which were considered to be respected 
contributions for market segmentation. According to Frank et al. (1972), in theory, 
they aimed at developing a skeleton for evaluating the requirements of alternative 
segmentation strategies by their existing state of knowledge and the nature of customer 
segments profile at that time. They also tried to show the ways and their importance 
for providing useful informafion to design segmentation studies and the normative 
segmentation theory. However, the difficulty of implementing the strategy had been 
found as a main barrier to market segmentation rather than lack of recognition of its 
desirability. Although not attempting to provide case histories, Engel el aL (1972) 
included a wide range of articles to provide a single and supplementary source for 
business people and students of marketing to understand concepts, methods and 
applications of market segmentation. These certainly helped both theoretically and 
practically in developing the application of market segmentation in business policy and 
decision-making. 
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Wind (1978a and 1978b, pp. 315-412) assembled a stimulating set of ten 
articles in 'Journal of Marketing Research' to answer several unclear points in market 
segmentation. He claimed that directly concerned market segmentation research had 
been hardly found as an issue in any leading marketing journals and that is why he 
contributed a reassessment of the former state of the segmentation research with future 
research suggestions. In his market segmentation research section, assessment was 
attempted at four main points, previously inadequately evaluated; 
e the major issues and advances in market segmentation, since the last review of 
Frank et aL (1972) - which was addressed by Wind (pp-317-37) 
* the evaluation of the current normative theory of segmentation whether it is 
correct and operational; Tollefson and Leissig (pp. 346-55), Mahajan and Jain 
(pp. 338-45) 
* the new methodological developments of direct relevance to market 
segmentation research; Green et al. (pp. 356-60), Rao and Winter (pp. 361-68) 
* the new substantive findings relating to segmentation and actual use of its 
results; Blattberg el at (pp. 369-77), Starr and Rubinson (pp. 378-83), Gensch 
(pp. 384-94), Calantone and Sawyer (pp. 395-404). 
The section finally ended by Young el aL (pp. 405-12) with an examination of 
some practical considerations in which conventional segmentation could not be 
applicable. They emphasised the need for more relevant approaches generated by wider 
spread of the practical experiences gathered from segmentation studies. 
Green (1977) gave a positive impact on market segmentation approaches and 
he and his colleagues have been contributing in various segmentation analysis areas. 
More recently, there are some considerations to help marketers to become 
more familiar with the following: the segmentation bases, models and analysis (Beane 
and Ennis 1987), bas. c segmentation approaches (Tynan and Drayton 1987), strategic 
segmentation approaches (Johnson 1995), tactical segmentation approaches (Winter 
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1984), the practical tool for policy formulation and its integration with strategic 
management as in corporate control (Morden 1985 and 1987). 
Market segmentation has been an advanced area of academic research in 
marketing, particularly since Wind's commencement in 1978; many firms, however, 
have failed to utilise its value due to the fact that there are relatively few publications 
about its practical use for managers. On the other hand, Weinstein (1987) provides an 
informative guide book to business practitioners and marketing managers as well as 
assisting advanced marketing students. More recently, McDonald and Dunbar (1995) 
aim to provide a logical process of market segmentation for managers to explore any 
potential for new business opportunities, to identify suitable objectives and strategies in 
order to fit into the marketing plan. Croft (1994) and Dibb and Simkin (1995) also 
provide a step-by-step market segmentation guide to profitable new businesses and a 
market segmentation workbook to target markets for marketing managers respectively. 
1.2 MODERN MARKETING CONCEPTAND SEGMENTATION 
Business people perceive the term 'marketing' in different ways. Some may 
think that marketing is all about promoting, distributing and selling the products which 
are already designed and produced. Others describe marketing as a company 
department that copes with both strategic and tactical activities such as marketing mix, 
marketing research and marketing strategy. Marketing appeals to some business people 
as a company-wide philosophy which gives priority to the customers' interests above 
the companies' interests. Therefore, they try to create customers, instead of just 
products, and aim at customer satisfaction. Taking all the above into consideration, the 
marketing term has recently been described by Kotler (1994) as a specific process: 
"... involves researching a market, identifying the segments, making 
tip the market, targeting the segments that the company can serve in 
a superior way, positioning the firm so -that customers have a 
reason to prefer the firm's offers, developing the right marketing 
mix of product, price, place, and promotion, implementing the 
marketing plan, and then evaluating and revising marketing as 
experience is gained. " (p. 354) 
II 
In today's modem business, marketers are much more aware of customer- 
driven thinking and they no longer confuse marketing with its subfunctions such as 
selling and pricing. Since this is a true marketing orientation - no matter what the size 
of the business-, which involves the idea of "... putting ourselves very much in the 
shoes of the users of our products or services and trying to look at our product or 
service from their perspective" (Nelton 1984, p. 18). This is where the first given 
priority opposes product or selling orientation and looks at the needs and wants of 
consumers. to find out the solution to untouched problems. As a classic example, an 
excellent mousetrap can be developed but people may not buy it unless the mouse is a 
problem. Besides people, especially women, may want a kind of trap which destroys 
the mouse without any trace. Otherwise they are happy to let their cats solve their 
problems. 
Today, the driving force for customers is to design the products in a way that 
persuades companies to become market-oriented. This leads companies to think 
outside-in in order to find indications of unmet needs and translate those opportunities 
so as to define target segments. Companies are trying to innovate or develop new 
products/services to enter the market in the hope that some will be succeeded and each 
time overwhelmingly the majority of them are failing with high spending to employ 
various tests to determine which one to carry on with. Some products can, 
indisputably, be successful without a heavy promotion or an eye-catching display, but 
most cannot achieve this' and they need to be aggressively marketed. 
There is no easy answer to why few products succeed and most fail. However, 
one thing is certain, that the creation process of products/services must be fully 
customer-oriented and run as an integrated multi-functional process in order to have 
the competitive edge against rivals; marketers must discover what consumers really 
require and then develop products to match those expectations. Moreover, a better 
systematic way is needed to understand, identify and exploit the desired customers, no 
matter how close companies apparently are to them, to survive in today's rapidly 
changing and competitive environments. 
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1.2.1 ReirospectiveatidEniergeiiceofMarkelitigCoticept 
The modern marketing concept as emerged in the mid 1950s to challenge 
previously devised concepts; i. e. the production era and the selling era (Figure 1.1). 
Marketing practice can diverse in various perspectives, for instance, marketing cars 
and bread (demand determinants) have little in common as their production (supply) 
also varies. 
However, marketing concept implications can be changed much less than 
production principles. Economists have for a particularly long time given more 
consideration to the production-supply side, neglecting the need and understanding of 
marketing. Levitt (1974 p. ix) took a stand against this early idea that if there is no 
marketing activity, there will certainly be no business; "A product is something people 
buy, if they don't buy it, it is not a product... It is a museum piece. " 
According to Tedlow (1993), the history of consumer product marketing (in 
the US) is grouped into three phases; fragmentation, unification and segmentation. 
Fragmentation occurred until the 1880s; markets were divided into numerous 
geographic fragments, which were directed by the facts of logistic rather than 
marketing strategies. Secondly, unification evolved in this first phase between the 
1880s and the early 1950s. Branded products began to be marketed not only locally or 
regionally but, importantly, across the whole country. This was mainly due to the 
extraordinary changes in the transportation (railroads) and communication (telegraph) 
infrastructure, and improved manufacturing technology (standardised products in large 
magnitude and essentially in small packages). 
In the early production era, high production efficiency was achieved for 
availability to the consumer, particularly at low prices. Consequently, the concern was 
given to improving product quality with the belief that consumers would buy those 
products on offer. 
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This short-sighted product orientation lasted in the early twentieth century due 
to decreased demand by comparison for the mass low-cost produced products. 
Manufacturers instantly started to seek for buyer's markets with the aim of selling 
what they could make rather than make what they could sell. Thus, mass selling was 
indispensable to support the inadequate mass production in reaching the buyers. 
In the 1950s, the majority of producers considered all the buyers of their 
products as one great mass whereas some creative producers discovered a more 
effective way of being close to the customers. This was the new marketing era to 
produce what consumers really wanted and needed rather than selling what the 
producers made. 
It was the same creative thinking which started the segmentation phase with the 
help of external developments in advertising (radio and TV), and cultural changes 
according to consumer interests. These quantitative and especially qualitative changes 
with an absolute decline in consumer demand led to the emergence of market 
segmentation instead of the growth in mass markets. 
There is, however, the danger that marketers can influence their own view of 
the markets on consumers. Beyond doubt there are distinguished groups of consumers 
in some markets and concealed opportunities to be divulged for capitalising upon. In 
this case of existing segments, marketers broaden their thoughts to define, structure 
and understand their markets from the customer's standpoint so that they can decide 
the best strategy for their products/services. 
Kotler (1991 p. 65) defines modem marketing practices as "... calls for dividin,, R 
the market into major market segments, evaluating them, and selecting and targeting 
those market segments that the company best serve". 
Today there is a complex challenging environment mostly outside the control 
of the individua! marketer. In the last two decades, many industries were, regulated but 
15 
now they are becoming subject to market forces owing to the increase in deregulation. 
According to Quelch (1989), marketing managers in the 1990s must stay alert to the 
most important of the closely inter-linked environmental trend changes, i. e. consumer 
segmentation. Bleeke (1990) also put an emphasis on distinct types of companies 
which have been able to survive and build considerable market positions in a 
deregulated environment, including focused-segment companies with the others; 
broad-based distribution, low-cost entrants and shared utilities. 
1.2.2 Yhe Future Holds a New Marketing Era 
Nowadays, consumers are demanding more and more satisfaction than ever. 
Some marketers see the vision of every customer can constitute one individual segment 
by concentrating on this micro demand. To put it more clearly, more customised 
people want in advance from their desired products and more marketers seek to 
custornise them so that consumers have greater perceptions that they can get exactly 
what is wanted. This is becoming more simple because of the new developments on the 
information technology and the market oriented supply side. That is a newly born 
micro-marketing era -also called concentrated (customised) marketing or 
hyper 
segmentation (Tedlow 1993). 
1.2.3 From Mass to CustomisedMarketing and Future 
It is a common view that mass marketing evolved into market segmentation 
which now evolves towards niche and customised marketing (Robinson and Mosscrop 
1991; Tedlow 1993) (Figure 1.2). Market segmentation is regarded as having four 
levels (Figure 1.3 and Figure 1.4) dealing with; the mass market, segmented markets, 
micro (niche) markets and individual markets down to the individual customer as a 
segment (Kotler 1989). Kotler also emphasises according to his research, if companies 
today chase the mass markets, they are losers, and suggests moving into segmentation 
which has also been progressing into the customised (individual) markets. 
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In the mass marketing era, manufacturers did not even consider segmenting the 
markets because some of the new products appealed particularly to markets which 
were only distinguished according to income levels. When their demand decreased for 
many products, companies realised the term 'segmentation' had revealed the 
impossible task of pleasing everyone with one product. 
Kotler (1994) also emphasises that: "Today's marketers have moved 
considerably beyond segmentation. Segments are gross cuts of the market... Today's 
marketers are moving from segments to subsegments to niches to micromarkets to 
segment-of-one"(p. 356) 
1.2.3.1 Niche Marketing 
Niche marketing is a much more specific form of broad market segmentation, it 
optinýiises target market segments (evolving from a segmentation study) into the 
strategy development of positioning the segments with more particular groups to fit 
their requirements by special products (Weinstein 1987). In other words, a niche 
market consists of a group of customers whose needs are very specific. If there are 
potentially enough consumers within the niches, companies could capture these 
markets. 
It is much in evidence that niche marketing makes companies become more 
customer-driven on account of a faster response to demand charges. A market niche 
can be defined as: "a speciality that fills a relatively narrow but lucrative segment of 
consumer demand" Stodghill (1991 p. 60). 
Niche marketing can result in substantial growth for a market in which it 
promotes a situation, activity or opportunity to accord consumers' abilities or 
characters (Byers 1991). Marketers should bear in mind that there might be some 
consumers who desire a specific product before it is promoted. Niche marketing also 
depends on: 
20 
44... word-of-mouth references and infrastructure development, a 
broadening of people in related industries whose opinions are 
crucial to the product's success" McKenna (1988, p. 91). 
1.2.3.2 Cuslomised (Micro) Marketing 
Customised marketing has a completely changed impact on traditional 
marketing thinking in the sense of adopting and varying marketing elements and 
product performance to satisfy the needs of each customer segment. Customised 
marketing is in fact a market segmentation version: "Taken to its extreme, each 
individual consumer is a unique market segment, for all people are different in their 
requirements" McDonald (1989, p. 67). 
The idea of 'segment of one' is derived from the capabilities of the new 
technology and old fashion (as in business to business) customised service so that 
customers are given personal attention by serving individually tailored 
products/services. Marketers aim plainly at a posture of long term relationship to make 
all that customisation worthwhile and profitable. 
Many marketers have had, and some still have sales strategies directed at 
changing and narrowing consumer tastes and market specialities. Consequently, 
marketers should realise to deal with smaller and smaller units by the support of high 
computerised technology which gives ability to target, information to use and tools to 
understand the individuality of consumers. 
in order to practice micro-marketing some new commitments are needed to 
deliver more added value to the consumers (Hapoienu 1990). There must be a total 
commitment with new attitudes and philosophies in the organisation. Marketing and 
sales than need new tools in connection with a centralised information system 
structure, which allows access to whoever is responsible in the organisation. This then 
should be supported with a decentralised decision-niaking structure. In doing so three 
major investments are needed (Winger and Edelman I S990): 
21 
ea comprehensive customer database, which is already cost-effective on a large 
scale with lower storage costs and expansion of data capture opportunities; 
making it easy to monitor individual customer behaviour for targeting 
customers with high accuracy, 
* an extensive interaction program of the systems and training programs for 
people so that employees can easily be adapted to the personalised service 
approach, 
*a personal communications system with each customer, which can be achieved 
by very personalised direct mail and other media options. 
1.2.3.3 Counter Segmentation 
Although the majority of marketers have moved from mass marketing to 
segmentation, there is a reverse trend -from segmentation to aggregation- observe in 
the 1980s, as Asseal (1985) points out: 
"consumers are willing to accept lower-priced products that are less 
tailored to their individual needs. As a result, some marketers have 
reduced the number of market segments they are willing to target" 
(p. 23 1) 
The greater price sensitivity of consumers owing to recessions has mainly 
resulted from this counter segmentation move. 
1.2.3.4 Consumer Complications and Marketing Approaches 
Markets arc dynamic and consumers' requirements can change over time, and 
they mostly want different things. That is why consumers appear in different 
complications. According to Deschamps (1989), four complications of consumers arc 
usually projected to find out what consumers really want, and which situations can be .I. 
utilised by marketing approaches: 
22 
a) Consumers do not always buy what they think they want; under this 
condition it is tempting to avoid market research for analysing deep insights of 
consumers so that mass marketing may probably be the better approach to cater for the 
whole market. 
b) Consumers all tend to want different things; this enables the use of creative 
market segmentation strategies to challenge maximising consumer-perceived diversity. 
c) Consumers do not always buy what they think they want; in this 
circumstance, a careful understanding of exploiting the customers more particular 
features (e. g. benefits, values, etc. ) might be capitalised upon by practising niche 
marketing, especially in high-priced markets. 
d) Consumers continuously upgrade their expectations; if this is clearly 
realised then certainly customised marketing can be utilised. 
1.2.3.5 Mass Customising; the Future Reality 
Customised (micro) marketing has become more important in the 1990s where 
the individual customer is the central focus. Besides, mass production was unwillingly 
discharged because of the reality that supply exceeded demand. Davis (1989) argues 
that-companies can employ either mass production (low unit-cost, high volumes) or 
custornised production (high unit-cost, small volumes) at one time, but both cannot be 
employed together at the same time. However, mass customising can be chosen as a 
more desirable method, and is an amalgamation of the above strategies; part 
(customised) and whole (mass). It means that "... the same large number of customers 
can be reached as in the mass markets of the industrial economy, and simultaneously 
they can be treated individually as in the customised markets of pre-industrial 
economies". Davis (1989, p. 20). 
A growing number of companies are already contemplating how to meet the 
needs of mass customised segments by providing a flexible market offering availability. 
In reality, computer use is certainly essential and a radical transformation of the 
production is needed for such a strategy implementation. 
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1.3 STRATEGIC USE OF MARKET SEGMENTATION 
Information processing and communication have instantly improved and 
accessing information from any part of the world has been absolutely revolutionised. 
Thus, strategic plans for segmenting markets need to be re-evaluated very quickly as 
they are even moving further from strategic planning to strategic improvising. 
Many practitioners are today confused about how to harmonise strategic 
planning and market segmentation. It actually needs a strategic marketing plan 
involved with identifying current and potential customers, defining target markets and 
formulating strategies accordingly. Classic marketing mixes (Product, Price, Place and 
Promotion) are shown as tactical Ps, but importantly Kotler (1989) terms the strategic 
marketing 4Ps, Probing (market research), Partitioning (existing segment clusters), 
Prioritising (targeting best segments) and Positioning (pinpointing the competitive 
options in targeted segments). This self-evidently shows the profound importance of 
segmentation in the strategic planning scheme. 
Market segmentation must be strategically used in marketing planning but 
should not be perceived as a strategy alone. Many authors indeed phrased market 
segmentationýas a strategy but it is not a strategy, it is an analytical act to provide 
insights for the development of a marketing strategy. 
1.3.1 Product DifferenlialiOtl versus Market Segmentation 
Smith (1956) pointed out that product differentiation and market segmentation 
were almost inseparable concepts by that time. However, they can be very productive 
in both theory and the marketing planning activities, if they are distinguished separately 
and utilised correspondingly. Product differentiation was termed basically as the 
bending of demand to the will of supply and it gives a horizontal share of a total 
market. Whereas, market segmentation application was based upon the bending of 
supply neatly to the will of demand and it can produce an awareness of the market 
position. Smith also argued that product differentiation might be effective in &. ', )me 
segments but still a high probability for being ineffective in o1hers. Thus, market 
24 
segmentation was born out with more recognition of existing market segments and 
redefined product differentiation directed to achieve a broader acceptance for 
particular segments (Figure 1.5). 
Product 
Differentl Product 
Differenth 
FIGURE 1-5: Hypothetical Market Segmentation and Product Differentiation 
&urce : Adopted from Beldo L. A. " Market Segmentation and Food Consumption" 
in Engel J. F. et al. (1972, pp. 186-8) 
Product differentiation can also be seen as product segmentation that 
consumers themselves differentiate between brands and products. Market segmentation 
can be based on this criterion,, but it should more effectively be directed by consumer 
characteristics or both of the two forms (Morden 1987). 
As a result, in today's marketing world, there is a clear indication that effective 
product/service differentiation is left to chance unless such segmentation studies are 
utilised. 
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1.3.2 Segmentation and Modern Strategic Marketing 
Marketers' thinking has passed through three stages, as Kotler (1991) states: 
mass marketing, product-variety (differentiation) marketing and target marketing. He 
also emphasises that modem market-oriented strategic planing exercises target 
marketing which is increasingly embraced by many companies. Target marketing is 
described as STP marketing, i. e. segmenting, targeting and positioning (Figure 1.6). 
Market 
Segmentation 
Market 
Targeting 
Product 
Positioning 
1. Identify segmentati( 
Variables and 
segiment the market 
3. Evaluate the 
attractiveness of each 
segment 
5. Identify possible 
positioning concepts 
for each target 
segments 
2. Develop profiles of 4. Select the target 6. Select, develop, and 
resulting segments segment(s) conununicate the 
chosen positioning 
concept 
FIGURE 1.6: Steps in Market Segmentation, Targeting, and Positioning 
Source : Kotler P., (1991, p. 263) 
Segmentation is simply an academic exercise unless it leads to target marketing. 
Market segmentation is the first step to dividing markets into segment profiles. Market 
targeting then acts to develop and determine the attractiveness of each segment and 
select the appropriate market segments. Product positioning proceeds to design the 
company's image and to establish a certain competitive position of the firm and its 
offer in each target segment. In other words, it gives marketers a sharp end to show 
product's image relative to the competition in the consumer's mind (Figure 1.7). 
Setting the objectives of strategic planning by using a segmentation approach 
gives the advantage of positioning ranges of brands and product/service varieties 
(differentiating) as well as giving opportunities to identify particular gaps for 
expansion. If companies accurately follow the target marketing steps to figure out 
what the target market really wants, then the product/service can sell itself 
26 
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1.4 CONCLUSION 
Market segmentation has been long established in marketing literature and 
practice. As one of the main pillars of the essence of modern marketing, market 
segmentation is the optimal link between corporate strategy, market structure and 
consumer behaviour in order to provide a competitive advantage. 
Market segments have always existed, but they have usually not been noticed 
because demand exceeded supply and/or marketers simply neglected what their 
customers really wanted. When these factors were changed, the marketing practice 
naturally led to the discovery of market segmentation, which was also caused by the 
increase in human and technological sophistication. 
Market segmentation, as a first step in target marketing, should also be 
reinforced by other marketing exercises such as market targeting for determining and 
selecting attractive and appropriate segments to serve differentiated products 
accordingly, positioning the products or images in each target segment. Market 
development has also brought the realisation of the ultimate target marketing, i. e. fully 
customising products or services for each individual consumer separately. 
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CHAPTER 2 
2. TOURISM AND MARKET SEGMENTATION 
2.1 INTRODUCTION 
Tourism has grown considerably to become one of the world's important and 
significant industries, yet it is a relatively newly realised activity. In spite of the fact 
that there are many changes occurring in the world from every perspective, tourism is 
usually the world's third most important industry in terms of export earnings and the 
first or second largest business of more than half of the United Nations Countries 
(Kotler el aL 1993). In many cases it plays an immense role for various countries and it 
is expected to be the world's largest industry in the 2000s. 
"Perhaps the single greatest contributing factor making tourism the 
world's largest industry is a globally experienced shift in attitude 
toward travel and tourism. Where once travel was considered a 
privilege of the moneyed elite, now it is considered a basic human 
right ... Most important, rising living standards, new 
transportation 
technology, and our innate curiosity will ensure a viable tourism 
industry in the 21st century and beyond. " (Naisbitt, 1994, pp. 121, 
123) 
Tourism is a phenomenon of great importance and also a highly competitive 
industry. As a recent development of the tourism and marketing activity, matching the 
characteristics of tourists and the characteristics of destination or tourism products in 
terms of needs and wants of the tourists and their satisfactions have become important 
factors in the marketers' mind for analysing tourism demand, i. e. market segmentation. 
The powerful segmentation tool, indeed, can be increasingly capitalised on by targeting 
tourism marketing strategies of those segments where there is likely to be optimum 
correlation between tourist characteristics and tourism products benefit. Therefore, a 
better understanding of market segmentation can lead to an effective marketing 
strategy in the competitive tourism industry. 
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2.2 TOURISM AND MARKETING 
2.2.1 Tourism Concept 
In essence, tourism as a very complex phenomenon has been approached by 
different disciplines world-wide. Every individual discipline applies its concepts and 
knowledge to view tourism and rarely finds a single acceptance of what exactly 
tourism is, nor even formulate a definition. In other words, tourism is explained by 
several discipline experts who reflect their points of view; for instance, a psychologist 
will interpret the tourism motivations whilst an anthropologist would be concerned 
about the relationship of hosts and quests communities. Gilbert (1990) suggests the 
definitions of tourism could be based on three statements; social (deals with tourism 
from humanistic and subject based activity point of view and concentrate on the 
activities and impacts of the tourists), epistemological (copes with tourism as an 
academic discipline relating to a field or domain of study) and economic (evaluates the 
value and output of tourism as measuring tourism activities and sector). 
The central role of tourism should be to integrate the disciplines (Figure 2.1). 
However, organising such a framework, in general, is not straightforward, whereas to 
some extent particular categories of tourism could accept a more direct approach 
technically, for example for statistical purposes (Appendix 1). As a result, it is still 
short of consideration to become a common discipline. 
Cooper el al. (1993) point out the problems of tourism which are caused by its 
youthfulness. There is: 
1) no real agreement to define tourism or its industry conceptually, 
2) no disciplined approach to the existence of a number of diverse industrial 
sectors and academic subjects, 
3) no comparison nor efficient quality control because of the disunity or lack of 
data sources. 
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A conceptual definition of tourism is not completely standardised and 
classifying tourism is utterly complex. According to Burkart and Medlik (1981) the 
concept of tourism provides a broad national structure, which differentiates tourism 
with essential characteristics from similar, often related, but different phenomena. They 
suggest Hunziker and Krapf's definition for the concept of tourism: 
"Tourism is the sum of the phenomena and relationships arising 
from the travel and stay of non-residents, in so far as they do not 
lead to permanent residence and are not connected with any earning 
activity. " (p. 41) 
Tourism is commonly considered as an industry, but Mill (1990) claims that it 
is not such an industry: "... tourism gives to a variety of industries. Tourism is an 
activity engaged in by people who travel" (p. 17). Tourism definitions are criticised 
(Holloway 1994, Middleton 1988) by suggesting to clarify the tourism activities. First 
of all, they must be clearly specified; otherwise, at one extreme, a burglary or a 
terrorism activity could easily be classified as a tourism activity. Furthermore, second 
home owners spend considerable time away from their main homes, although they are 
involved in such tourism activities. Moreover, the disconnection with employment 
criteria is misleading (e. g. young working people get summer jobs and participate in 
some tourism activities) and business travel is also considered to be a tourism 
movement. Retired people would live in a foreign country and meanwhile enjoy the 
facilities of the area which also attracts tourists. Further puzzling examples such as 
visiting diplomats, airline crew, routine shopping trips, transit passengers, etc. could 
also be accepted as a tourism activity. Finally more recently day visits or excursions are 
included as tourism activities. 
Tourism also involves the phenomenon of other attributes as Przeclawski 
(1993) emphasises. A psychological phenomenon leads to generating motivations to 
travel and creates a purpose of the trip regarding the specific needs of tourists. A social 
phenomenon expects tourists to participate in a social role during the tourism activity 
33 
and the social images may well dominate the other factors such as motivation or choice 
of destination. 
Tourism can also be affected by a cultural phenomenon as an appearance of 
influential cultural change while a behavioural phenomenon distinguishes the 
behavioural aspects of tourists, e. g. cognitive tourism, recreational tourism or 
educational tourism, etc. Above all, positive or negative impacts of tourism on physical 
environment and features, economic and social structures (Mathieson and Wall 1982) 
and the characteristics of tourists (Smith 1977, Plog 1974, Cohen 1979) has led to 
tourism recognised as a popular subject which is vastly studied by governments, 
academicians and professional societies. 
There are also some underestimated facts in considering tourism, i. e. 
domestically dominant to international tourism, surface transportation is more used 
than air, and purpose of leisure is not merely tourism activity, in fact it includes other 
purposes (e. g. business, religious, health, study, etc. ) (Cooper et aL 1993). 
Nevertheless, these facts are neglected or paid less attention to because of the difficulty 
in making them relatively measurable and applicable to tourism. 
2.2.2 The System of Tourism 
In reality, tourism combines tourists (demand), tourist industry (suppliers) and 
attractions (products) (Murphy 1985). Leiper (1990) suggests a tourism model which 
considers the tourist activities as human experiences, organisations involved in tourism 
as a supply industry, and geographical elements, i. e. tourist generating, receiving and 
tourist route regions (Figure 2.2). These elements interact with each other in order to 
allow the system to work in terms of distributing tourism services, transactions and 
impacts of tourism. 
A general business system approach (Figure 2.3) can be applied for viewing 
organisations involved in tourism as an arrangement of interrelated parts which interact 
in specified ways. The system consists of four phases. inputs are the first element for 
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tourism organisation(s) to complete the transformation process within the tourism 
industry. In doing so, tourism input participants can obtain the end results as outputs, 
Many interacting external environmental changes could also affect the efficiency of 
tourism operating performance within the tourism system boundary. 
2.2.2.1 Tourism Dematid-side 
Tourism demand-side applications are mostly used approaches to tourism by 
the basic elements. Burkart and Medlik (1981 p. 41), for instance, classify tourism into 
main categories based on the demand for any country as three different sectors of the 
total tourism market. 
1) Inward tourism: incoming international tourists to one country from other 
countries. 
Outward tourism: outgoing tourists from one country to other international 
destinations. 
3) Domestic tourism: residents of one country visiting destinations in their 
countries. 
Tourism is not only inter-linked with its elements but it is also entailed with 
other related activities, i. e. leisure and recreation (Figure 2.4). Leisure is the 
discriminatory time for individuals who measure it in their minds and spend it as freely 
as they like, unless they have other obligations. Recreation is the engagement of 
pursuits and activities for an individual to refresh his or her mind and body strength 
during the leisure time (e. g. sporting activities or taking pleasure holidays). Tourism is 
a part of the much wider field of leisure and it cannot take place unless one has 
available leisure time. Thus, tourism is one or other of these recreational activities 
undertaken during leisure time, whereas the rest of tourism activities are during work 
time (business travel) and other activities (study, health, religious travel). 
Time free of other commitments, affluence (in terms of spending money to 
travel and taking the tourism activity), and freedom of movement (e. g. political 
circumstances) are the three basic necessary factors as Burton (1991 p. 2) lists as the 
determinants of tourism demand. 
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Last but not least, tourism also associates different purposes of travel (Table 
2.1). This classification brings about two major contributions: business and 
pleasure/holiday. A combination of both is also considered as incentive tourism: the 
buyer is a business customer and the user is a holiday maker. 
Figure (2.5) also shows the types of tourists in a form of perceptional diagram 
with four criteria -obligation, adventure, individual and social- which influence their 
motivation and purpose of travel to a certain degree. 
v 2.2.2.2 Tourism Supply-side 
From the supplier's point of view, tourism should firstly be examined within 
hospitality and travel industries as figure (2.6) shows the link between these industries. 
Modem tourism has become a hospitality industry to make tourists' experiences as 
desirable as possible. Although tourism is a complex and highly fragmented industry, 
all tourism-related industries must perform to satisfy visitors, who enjoy their trip, as a 
common purpose. 
Travel has existed from the very earliest historical period to discover and 
explore new places and seek for changes of environment and new experiences 
(Robinson 1976). Tourism is distinguished as a modem origin from the travel taken in 
the past. Tourism inevitably covers all appropriate aspects of travel and relates both 
tourism and travel terms to exactly the same market. To put into more simple words, 
without travelling there will not be a tourism activity. Whenever the tourism term is 
used, it means travelling for tourism purposes, which definitely distinguish those 
routine travel activities such as local transportation or goods-carrying purposes. 
In conclusion, the tourism industry consists of all those organisations and 
facilities which serve the specific needs and wants of tourists. Some suppliers also 
serve other markets (e. g. local residents), however classification of the supply side may 
be done by dividing the businesses that could not survive with or without tourism 
(Cooper el aL 1993). These industries are, for instance, airlines, hotels, resorts or 
restaurants, local transportation and local attractions respectively. 
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2.2.3 Economic Importance of Tourism 
Economists regard tourism as an industry from a materialistic point of view. In 
this respect, tourism creates direct employment -jobs in hotels, transportation, retail 
organisations- and has a multiplier effect which recycles direct and indirect 
expenditures through the economies of tourism places. Tourists also provide tax 
revenues which limit the strain on the local residents and they purchase locally made 
products such as souvenirs, gifts, etc. (Kotler el aL 1993). However, some economists 
argue that it is not an industry since tourism does not reveal a distinct product as in 
goods production (Murphy 1985). It is also believed that some certain industries (e. g. 
transport, accommodation, entertainment) are not exclusively tourism industries 
because they also serve local residents. 
According to Kotler el aL (1993), for some regions, there is no other industrial 
choice than engaging tourism to improve the economic conditions on account of 
location, climate, limited resources, size and cultural heritage, etc. Other places may 
not absolutely desire tourists and might be better-off neglecting tourism, since the 
resulting costs and losses of cultural and social values, environmental convenience and 
quality of their lives may not be worthwhile benefits for the region. 
2.2.4 Tourism Markefing 
In general, tourism is commonly agreed to be a service industry which depends 
on the continued availability of resources and it is based upon those resources which 
cater for the local and non-local markets. 
From a marketing point of view, tourism is a service and marketers should be 
more involved in the humanistic side of tourism as well as considering its economic 
perspective. 
"An investigator inclined to the materialistic way of thinking should 
take into account that leaving aside the human spirit makes a true 
analysis of the market impossible. " (Przeclawski 1993, p. 17). 
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Both economic and marketing disciplines are correct explanations of tourism, 
but their approaches from their own perspectives are limited, and they partially try to 
cover every aspect of tourism as an individual discipline. Tourism is indeed more than 
a service industry. 
Tourism marketing must consider the principles of the tourism discipline and 
apply the correctly adjusted elements of marketing concepts into tourism. Tourism 
marketing can then be practised as a system which has a role to link the components of 
tourism demand and supply and identify the main categories of both sides to serve 
efficiently. 
2.2.4.1 Tourism Product 
What makes tourism marketing distinct from other goods marketing is that its 
unique service/product differs in the way that since tourism markets and tourism 
suppliers compose the tourism transaction, tourists travel not the products. Tourism 
services are in nature intangible, highly heterogeneous, perishable and inseparable. 
Moreover, tourism products have particularly specific features, which make them 
distinctive from other services, such as seasonality, interdependence and combination 
of several tourism products, the high fixed costs of operations (Middleton 1988), 
composite demand with heterogeneous tourism motivations versus fragmented 
suppliers, dominated by tourism intermediaries (because of the great distance of the 
suppliers from their potential markets), superior role of the non-profit official 
organisations in tourism (Schmoll 1977). 
The tourism product, in a broad sense, is what tourists buy and an 
amalgamation of what a tourist does at a destination and which services make it 
possible (Burkart and Medlik 198 1). Therefore each different tourism organisation has 
particular products to offer. The tourism products are, indeed, very complex as 
Holloway and Plant (1988) state that they could be 
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... a place (the holiday destination) a service (a tour operator's 
package incorporating the temporary use of an airline seat, hotel 
room and sometimes other facilities) and on occasion, certain 
tangible products such as free flight bags or a free bottle of duty 
free spirits to encourage booking. "(p. 110) 
Tourism products are not only perceived as undertaking the actual tourism 
activity, they are also considered on five levels, as given by Kotler (1991); 
a) the fundamental benefits of the service that tourists are really buying (core 
product); 
b) the basic version of the service (generic product); 
c) the set of attributes and features that tourists normally anticipate when they buy 
(expected product); 
d) the additional services and benefits which differentiate the tourism company's 
offer from competitors' offers (augmented product); 
e) the transformations that the current product might ultimately undergo in the 
future (potential product) (Figure 2.7). 
According to Lewis and Chambers (1989), customers are a very important 
constitution for the products because they share space, noise, atmosphere and other 
factors with each other to consume the same product or service. "In effect, the 
customers become part of the product. They are a tangible manifestation of the 
product/service being offered. " (p. 348). 
2.2.4.2 The Evohition of Tourism Allarkefing 
Tourism has been in different forms for centuries, and today modern tourism 
has been practised since the early post-war era (Holloway and Plant 1988). Its modern 
business methods have been implemented owing to the different business and social 
changes, reformation of the product/service elements, and changes of the market place 
conditions or tourism demand. 
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The modern marketing era has evolved from the production and selling era 
after the 1950s, as previously noted (Figure 1.1). Modern business marketing and 
modem tourism practices, therefore, started almost at the same time but modern 
tourism marketing has passed throughout both the production and selling eras. Early 
entrepreneurs saw the advantages of creating holidays by utilising the spare capacity of 
airlines, which resulted from the new technology in aircrafts. Additionally they spotted 
the new emerging destinations with low cost offerings. This early international tourism 
boom brought about the vast increase at demand level (selling orientation) and the 
developed pressure on destinations to accommodate this high volume (production 
orientation). The outcome, often, was failure and brought the realisation of the 
importance of modern marketing. Moreover, improvements in living standards and 
increases in population and discretionary time have forced the dynamics of tourist 
behaviour for the desire of high satisfaction. These influential basics of expectations 
from tourism activities have persuaded tourism organisations to act so as to demolish 
the gap between the tourism consumers and tourism businesses, i. e. modem marketing 
has been adopted. Nevertheless, this true sense of modem, dynamic and forward 
thinking marketing is relatively less applied in the tourism industry because companies, 
in reality, are still product- and sales-oriented (trying to find methods to utilise surplus 
capacity) and especially small tourism organisations believe that marketing as a costly 
activity could only be undertaken by larger organisations. 
2.2.4.3 The Use of Modeni Tourism Markefilig 
The use of modem tourism marketing has increasingly become popular in 
matching both concepts of modem tourism and modern marketing and a tourism 
management philosophy has been adopted to support finding appropriate approaches 
of different tourism organisations to match the tourists' needs and the satisfaction of 
the tourism activity offerings. This management philosophy must be consumer-oriented 
and the undertakings of the marketing department must essentially be conceived 
throughout every department. 
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An appropriate marketing philosophy is needed to minimise the risk level for 
the tourism industry, which occurs with developing new tourism products and 
investing in new technology. However, consumers, who impose the tourism market 
place, must be increasingly considered as a starting step for tourism marketing. 
Cooper el al. (1993) suggest that five main factors need to be realised and 
adopted before implementing market orientation-. 
1) an outward-looking management orientation or philosophy 
2) encouraging exchange transactions 
3) concerning the strategic and tactical (long and short-term) planning 
4) requirement of efficiency and cost-effectiveness 
5) development of an integrated company environment. 
Implementation of the tourism marketing concept should be consistent with a 
refined marketing philosophy directed towards developing an integrated marketing 
program (Somers el aL 1989). This will 'generate long-term profitable sales volumes by 
fulfilling the-long term needs of consumers with appropriate tourism services. The 
other parts of society should also be paid great attention to in order not to be affected 
by the negative impacts of the tourism activities. 
Tourism marketers, of course, should naturally try to achieve a considerable 
growth. Today, the concern of satisfying visitors and the physical and social 
environment, however, makes achieving quality more consistent than achieving growth 
which indeed results in more carefully marketed tourism activities, i. e. matching the 
right type of tourists and their needs to the tourist attractions. 
As a result, a modern tourism marketing concept should be based on delivering 
a tourism product to tourists, who experience sets of satisfaction in accordance with 
competitive advantage, cost effectiveness and social concern; enhancing the value of 
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the tourism experience by high service quality as well as monitoring the identified 
needs of tourists dynamically. 
2.3 INTERNATIONAL TOURISM 
International tourism demand has been rapidly growing throughout previous 
decades and the figures of the World Tourism Organisation (Appendix II) well indicate 
that international travel is likely to double by the early next century. It is also likely to 
account for ten per cent of international trade (Javalgi et aL 1992). 
International tourists can basically be described as people who travel and stay 
for tourism purposes (including day board crossings) in countries other than their 
country of residence. 
International tourists spend more money and time at the destination; use more 
expensive transport and accommodation; are more measurable for statistical purposes; 
and contribute to the destination countries' international balance of payments. Whilst a 
country faces invisible import expenses as a generating country, it can also receive 
invisible export earnings as a destination country. thus, the balance between those 
economic accounts effects the international balance of payments. However, spending 
for a tourism activity cannot completely be taken into account because of such 
transportation and pre-arrangement expenses which are excluded in the above 
calculations. 
Measuring the movement of international tourism is of particular interest to the 
governments, especially for incoming tourism, owing to its economic benefits. 
International tourism becomes more important for those developing destination 
countries, and measuring of domestic tourism within those countries is relatively 
harder than those developed countries. Hence, studying the implications of 
international tourism, from every perspective, is much easier than that of domestic 
tourism, although the latter has larger volume proportion. International tourism is 
perceived as the most important category for governments and also tourism 
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organisations not only, because of its size and economic significance, but also due to 
its non-economic benefits; e. g. social, political and educational exchanges, etc. 
2.3.1 BriefHistory ofInternalional Tourism 
Although early travel before and after the renaissance, existed specifically for 
travelling abroad, international tourism (going abroad for a holiday and business 
activities) is a remarkably recent phenomenon. 
Modem tourism began to be practiced after a change of mental attitude 
towards pleasure and enjoyment, with the secularisation of social life, and 
divertissement that provided accommodation and entertainment. Only a few travelled 
for the same reasons as the modem tourist; because they loved travelling to seek new 
places or new recreational experiences (Robinson 1976). 
The grand tour of the 17th and 18th centuries, for instance, produced a 
considerable increase in continental travel. Three types of people (mainly upper class) 
travelled, stimulated by different circumstances; as mercenaries, professional statesman 
and diplomats, and scholars. The Revolution in France and the Napoleonic wars 
brought the grand tour to a sudden end. In the Victorian age, the building of new 
roads, the advent of the railway, and technical developments on steamships improved 
the means of transportation in terms of cheaper and more rapid travel. Thus, a 
formation of a new class of existing working-class excursions and longer middle class 
tours home and abroad transformed a static society into a mobile one. This led to the 
phenomenon of organised travel, created by Thomas Cook in 1841, as the rise of 
popular tourism as a new dimension of the grand tour (Brandon 199 1). 
In the 20th century, foreign travel has gained more interest after the 
introduction of motorised public road transport and especially the arrival of the airline 
industry. It has also aroused government involvement through the recognition of the 
potential contribution of international tourism. After the World Wars, international 
travel became desirable as a means of generating new friendships and interests in 
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various cultures (Holloway 1994). All the above improvements have led to the 
development of the package tour and mass tourism, and to the growing importance of 
international business travel. 
The evolution of international tourism and mass tourism in developed countries 
are shown in figure (2.8) in connection with domestic tourism and the process of 
economic development (Burton 1991, Shaw and Williams 1994). 
2.3. LI Old (mass) Tourism versus New (segmented) Tourism 
International tourism has been experiencing a radical transformation towards a 
common sense new industry, as Poon (1989) points out. This transformation from old 
tou rism to new tourism holds important implications for tourism companies and 
consequences for developing countries. 
Old tourism was exercised in the early post-war era by mass and standardised 
packaged holidays, hotels and tourists. International mass tourism was generated by 
post-war developments. As noted earlier (Figure 2.8), tourism has become mass and 
increasingly international within the recent decades. Mass tourism is borne out as one 
form of mass leisure. While the overall leisure time has been considerably increasing 
since the early 20th century, the content of leisure has also been changing from passive 
leisure -especially at home- to active outside home leisure. Mass tourism, therefore, 
has emerged not only by the growth of leisure time but also by the changes of the 
social and behavioural trends, and advances in the tourism industry (Figure 2.9). 
The characteristics of international mass tourism can be seen as the 
conglomeration of tourists, destinations and origin-based tourism industries (Figure 
2.10). The abrupt numbers of tourists involved in bulk consuming of the little 
differentiated tourism products, which is dominated by a few large origin-based 
tourism organisations. 
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FIGURE 2.9: International Mass Tourism Developments After the Second World War 
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Mass tourism destinations are highly spatially-polarised because of the great 
numbers of tourists who concentrate upon particular areas to which the mass market is 
heavily encouraged to travel. However, mass tourism faces price-sensitive demand and 
little surplus income, because of its economies of scale; it forces the destinations to 
improve and add more attractions while minimal levels of service and facilities are 
supplied. Additionally, mass tourism is also highly seasonal; e. g. snow-winter and sun- 
summer holidays. Majority destinations relying on their limited natural features cannot 
easily cope with year-round tourism and confront temporal polarisation, which 
reinforces the spatial polarisation. This gives rise to saturating tourism and stands up to 
the potential social and environmental pressure and the concern of the carrying 
capacity of a destination. Hence, the decline of the particular tourist area is inevitable 
and tourism organisations start to search for new areas with the same generic type of 
tourism attractions, whilst destinations are desperate to attract more new similar 
generic type of tourists. 
Mass tourism is likely to increase owing to the search for new tourist 
attractions, whereas destinations will grow and decline more rapidly and their cultural 
form will also change (Shaw and Williams 1994). It is obvious that the negative socio- 
economic impact of tourism in host countries will continue to put a restraint on mass 
tourism's further growth. However, this apparently shows that those mass tourist 
destinations will realise the importance of segmented markets not only based on the 
specific scale, but most importantly concerning the generic need of tourists matching 
with the right quality tourism products. 
In essence, the 'new tourism' aspect is being recognised and practised as a 
futuristic tourism which becomes responsible to social, cultural, technological, 
economical, ecological and institutional environments. This new tourism development 
is also caused by a number of factors (Poon 1989): 
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0 the efficient spreading of new information technologies in the tourism industry 
and its competition, 
the deregulation of the airline industry and financial services, 
the negative impact of mass tourism on destination countries, 
the movement away from sun-lust to other form of anti-sun tourism activities, 
environmental pressure, 
the changing in tourists' tastes, recreational time, work patterns and affluence 
distribution. 
Mass tourism factors also affect the transformation while themselves being 
changed; for example, economies of scale are evolving from the economies of scope; 
segmented markets and custornised holidays, traditional (vertical and horizontal) 
organisational and managerial integration have developed into diagonal integration; 
tourists are becoming more real, natural and authentic rather than being mass; high 
information technology is replacing the impersonalised tourist services; and more care 
is being paid to the natural environments. According to Poon (1989), therefore, new 
tourism is characterised by flexibility (in the organisation, production and distribution 
of travel; in the choice, booking, purchase and payment of the holidays; and in the 
consumption and enjoyment of the holiday experience), diagonal integration (service 
companies move into new and different activities in order to gain synergy and scope 
economies from such integration), and segmentation. 
2.4 IMPORTANCE OF MARKET SEGMENTATION IN INTERNATIONAL 
TOURISM 
Having shown that tourism has been accepted is implicitly equal to both 
international tourism and mass tourism, international tourism however needs to be 
analysed deeply; particularly concerning certain tourists whose demand is very diverse 
indeed. To achieve this, a more disaggregated type of analysis should be applied, i. e. 
segmentation of international tourism market. 
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International flows of tourists have oflen been anticipated, depending on 
analysis of the context of economic tourism in which various types of tourists also 
exist. Nevertheless, econometric models usually aggregate types of tourism activities 
regardless of attempts to emphasise the different tourism types. These analyses can 
have lesser strength owing to slowness of gathering information and changing of 
tourist habits. Segmentation in tourism, of course, should be examined by the different 
economic restrictions of tourist segments which make particular economic 
contributions according to their tourism activity. Such analysis in fact should be 
reinforced by a rational disaggregated approach which formulates the policy based on 
behavioural or psychological economics (Bull 1991), and the attributes of tourism 
destinations; e. g. attractiveness, natural landscape, entertainment, etc. with the 
destination (Prentice 1993). Hence, destinations or tourism suppliers surely become 
interested in attracting some appropriate types of tourist in order to gain more precise 
satisfaction response and economic benefits. Heath and Wall(1992, p. 91) state the key 
feature of segmentation approach as: 
"... tourists in a particular segment will be more responsive to a 
marketing program that meets their particular needs when 
compared to the response of tourists in another segment to the 
same program. " 
There are debates about the importance of segmentation of how marketers will 
cope with the existent weaknesses and rely on market segmentation strategy (Kirdar 
1991, pp. 34-7). Considering the weaknesses of the strategy, tourism organisations 
should rethink their support for tourist segmentation to obtain a deeper understanding 
of what they are supposed to do. After having assessed the market segmentation 
strategy and its use in tourism with analysis of its benefits and weaknesses, particular 
needs and requirements of tourists can be more clearly identified to provide the optimal 
marketing mix to enhance the satisfactions of those tourists to which they are aimed. 
In tourism, there are rare destinations that are accepted and desired universally. 
Thus, the strategy of tourism segmentation should pinpoint those segments of total 
tourists which are likely to respond and those selected groups should be aimed at by 
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directed promotional efforts rather than trying to please all tourists by wasting all 
marketing efforts. Targeted tourists should first be divided as present and potential 
markets on the basis of meaningful characteristics and then concentrate upon those 
marketing mix(es) to serve those most appropriate chosen segment(s). 
2.5 TOURISM MARKET SEGMENTATION STRATEGY 
Tourism segmentation plays an immense role as a major element of strategic 
tourism marketing planning and as a most difficult component, but also most important 
creative contributor, if well accomplished. Despite the fact that market segmentation is 
an inevitable phenomenon for strategic marketing planning, tourism segmentation is 
still a developing research area, which is apparently being performed by different 
tourism organisations world-wide to contribute to refining of the tourism segmentation 
process individually. 
Market segmentation itself cannot be sufficient in the development of a total 
tourism marketing strategy and it must be accepted as a major component of strategic 
marketing planning. It should provide the link between corporate strategy, tourism 
market structure and tourists' behaviour in order to achieve a unique competitive 
advantage. Tourism market segmentation must be taken as a first step to locate and 
identify potential tourists regarding their buying behaviour for a destination, which is 
affected by a variety of socio-economic and psychological factors, and then more 
careful steps should be conducted to ensure converting as many potential tourists as 
possible to become actual tourists. 
"Segmentation is at the heart of marketing strategy and is 
concerned with the development of a market position that 
minimizes competitors strength whilst maximizing those of your 
own company. Segmentation and the associated steps of 
positioning provide the opportunity to tailor your service offer to 
better meet the needs of specific segments" (Payne 1993, p. 93) 
Market segmentation with the support of positioning must rank as tourism 
marketers' most important contribution to strategic management. Nevertheless, it 
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should not be considered to practise as the only applicable one out of several 
marketing strategy options. In essence, it influences the marketing strategies of a 
tourism organisation as guiding the behaviour of the tourism marketer in relation to a 
market rather than influencing the tourists directly. 
Strategic and tactical marketing planning are clearly distinguished in modern 
marketing theory. A strategic planning as leading decisions to tactical planning 
involves two crucial concepts of target marketing as seen in Figure (1.5). The objective 
of tactical planning is that an appropriate marketing mix - which also involves 
consumers in the hospitality industry (Lewis and Chambers 1989, p. 223) - should be 
designed to transfer the strategy into action. Therefore, since tourists have become the 
driving force of the tourism industry and their high involvement within the marketing 
mix(es), tourism market segmentation should strongly be considered and controlled 
strategically and tactically by monitoring the tourists closely for changing, merging or 
dividing segments. To sum up, tourism market segmentation must be planned 
strategically as defining the right optimal segments before directing overall marketing 
strategies to them and then the operation of the segmentation strategy by the tourism 
marketers should be tactically correct. 
The strategy for segmenting needs a total marketing program for each segment 
to implement unique strategies in those areas and avoids the challenge from different 
segments by co-ordinating the separate strategies. 
2.6 METHODS FOR SEGMENTING TOURISTS 
In tourism, there are many market segmentation combinations, but there cannot 
be an agreed classification system in general due to the complex nature of the tourism 
industry. However the method chosen can only make the segmenting meaningful if it 
provides worthwhile conclusions and the characteristics of tourists are significant to a 
particular tourism organisation. Tourist segments, therefore, must be relatively 
homogeneous and feasible internally and must have disaggregative features among 
them. 
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In short, four main assumptions should be considered for segmenting tourists 
(Mill and Morrison 1985, p. 361): 
" there are particular segments for a tourism product which are related to 
distinctive needs and preferences, 
" these grouped tourist segments have similar and identifiable characteristics, 
"a single tourism product offering appeals to some segments of the tourist 
market more than others, 
" to develop specific tourist product offering improves the firm's marketing 
effort in order to reach specific segments. 
Tourism marketers should be aware of three types of segmentation approaches 
to deal with the variables as Morrison (1989, p. 145) lists: 
a) single-stage segmentation, by which only one category of segmentation variable 
is used; 
b) two-stage segmentation, which uses a second category to subdivide the market 
after choosing the most important (primary) segmentation variable; 
C) multi-stage segmentation; two or more categories are used after a primary 
segmentation variable. 
2.61 Tourist TypologiesandCharaclerislics 
Tourism market segmentation mainly depends on the characteristics of tourists 
who seek particular benefits from their tourism purchase(s). Tourists, in general, have 
different personalities, expectations and motivational reasons for taking tourism 
activities. Murphy (1985) groups the tourist typologies into two general categories: a) 
inter-actional types; stress the manner between tourist characteristics and destination 
areas, b) cognitive-normative models; accent the motivations and cause for travel 
(Figure 2.11). It can be observed that there are two extremes of tourist typologies. 
Some tourists like non-organised travel to unfamiliar environments and desire to 
explore new places, whereas unadventurous tourists like their travel and holiday to be 
organised with or without a group. 
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Determining the ways of those tourist typologies are important to adopt the 
tourism products in accordance with the tourist patterns and newly emerging 
situations. Thus, tourism marketers should deal with the products with a slight change 
while they could focus deeply on the greater changes in marketing strategy. 
Tourist tYpologies give a broad sense to categorise the tourist characteristics 
which should be combined to develop the optimal segmentation strategy. In tourism 
literature, there are several ways of classifying segmentation variables, each signifies 
the essence to a particular organisation or business in the tourist industry (Kirdar, 
1991). 
2.6 2 Segmenting by Descriptive Variables 
Descriptive variables; geographic, demographic and their combination of geo- 
demographics (Table 2.2), are relatively straightforward and accurate to indicate the 
segment size due to easy collection of applicable data. However, the rapidly changing 
nature of society and tourist participants could cause descriptive variables to be 
unreliable. The potential high costs of collecting such information can be easier if 
different members of the tourist industry use the same groupings on their own market 
research questionnaires (Gee el at 1989, p. 63). 
Geographics (objective) Demographics (objective) Soclo-econondcs (subjective) 
Market Scope Factors 
4 Continents 
4 National borders 
4 Regions 
* Globally 
Geographical Market Measures 
4 Population density 
* Climate 
0 Market density areas 
Cultural Factors (ýnaginary 
borders) 
* Sub-cultures 
Age 
Sex (gender) 
Maritial status 
.............. Occupation 
A. 
income 
Size and Type of Family 
Education Level 
Race / Ethnic Groupings 
Nationality 
Place of Residents 
Stages in Family (Family Life 
Cycle) 
Economic Welfare (Income) and 
Discretionary Spending Power 
Social Class or Status 
Religion 
Culture 
Race and Ethnic Groupings 
0 Expenditure pattems 
Geo-demograpldcs .4---------------------------- 
TABLE 2.2: Descriptive Variables 
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2.6 2.1 Geographic Segniewatioti 
Geographic segmentation is based on geographical units paying particular 
attention to the regional disparities in needs, tastes or usage, etc. It is often considered 
to divide the tourists according to their living places, usually by country of origin. 
There are some typical dimensions of geographical segmentation: market scope 
factors, geographical market measures (Payne 1993) and cultural segmentation 
(Leadley 1992). Market scope factors might be continental, national, regional or global 
whereas geographical market measures involve examining population density, climate- 
related facts and standardised market density areas. Cultural segmentation enables the 
tourism marketer to distinguish between various cultural characteristics and possible 
subcultures if they have direct effect on the tourism activity. 
Geographic segmentation is widely accepted in tourism because it is relatively 
easy to use, and measure, and the availability of bulk travel statistics and eased 
promotion vehicles can show how to succeed in determining specific geographical 
trading areas. Some destination areas also use geographic criteria to identify their 
primary, secondary and sometimes tertiary targeted markets. Although geographic 
segmentation could be useful in concentrating resources, it only helps to reach the 
geographic markets which might still be very large, too heterogeneous and lack the 
provision of in-depth information in terms of tourist patterns and needs. That is why 
most tourism marketers are interested in correlating the basic advantages of 
geographic segmentation to other related segmentation variables for more effective 
marketing strategy. 
2.6 2.2 Demographic and Socio-economic Segmenlation 
Demographics are basic biographic data which are widely used in almost all 
industries. Demographic segmentation is a direct and efficient way to divide tourists 
based on general population statistics. Hence, they are readily available, usually from 
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public sources, less expensive and often related to the manner consumers choose 
tourism activities. On the other hand, although demographics can be combined to 
reinforce their effectiveness, they cannot deal with individual differences such as 
attributes and values, and therefore, do not provide enough information to determine 
how to get more a deeper picture of the individual tourist. 
The relationship between demographic characteristics and the type of holiday 
tourists would take has been found to correspond closely (Leadley 1992, pp. 18-9). 
Lewis and Chambers (1989) argue that demographics alone might not distinguish and 
inform the different needs and benefits of tourists and they suggest that the meaning of 
demographics and their relation to other segmentation variables must be clearly 
understood: "demographics serve as gross parameters within which are found more 
specific subsegments" (p. 213). 
In tourism, demographic segmentation is vastly used and has a practical 
significance. Authors have shown that some variables are more superior than other 
demographics, such as economic welfare and discretionary spending power (Laws 
1992, Greene 1987), family life cycle (Collier 1989, Lewis and Chambers 1989). 
However, according to Laws (1992), some variables could draw attention to certain 
holiday behaviour while other tourist typologies could not be stimulated by the same 
variables. For instance, whilst a family's life cycle is a significant determinant for 
leisure activity, it is not as critical for business travel decisions. 
As Webster (1974, p. 54) emphasised, there is a strong association between 
demographic (objective characteristics) and socio-economic (subjective characteristics) 
variables, the balance between those variables; therefore, should be incorporated. 
Socio-economic class as a macro market segment is closely linked with income and 
occupation as in JICNA'RS (Joint Industry Committee for National Readership 
Surveys) classified groupings (Table 2.3). SAGACITY classification scheme, which is 
developed by Research Services Ltd., combines family life cycle stages, disposable 
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income and occupation variables to form consumers into twelve segments (Figure 
2.12). This classification gives relatively better understanding of potential market 
audience. Socio-economic groupings, however, do not usually give appropriate 
information about tourists' likes and dislikes and it is unlikely that segmentation on the 
basis of socio-economic criteria will cease to be used (Mill and Morrison 1985, p. 362). 
Greene (1987 pp. 91-2) also believes that the classical methods of socio-economic 
social groupings are fairly meaningless for future marketing strategies and marketers 
should focus on locating markets with the most surplus spending power (e. g. both 
husband and his spouse working). 
SOCIAL GRADE 
A 
B 
Cl 
C2 
D 
E 
SOCIAL STATUS 
Upper Middle Class 
OCCUPATION 
Middle Class 
Lower Middle Class 
Skilled Working Class 
Working Class 
Lowest Income Level 
Higher managerial, administrative 
or professional 
Intermediate managerial, 
administirative or professional 
Supervisory, clerical, junior 
managemen4 administirative or 
professional 
Skillcd manucl workcrs 
Semi-skilled and unskilled manuel 
workers 
State pensioners. widows, casual and 
lowest-grade earners 
TABLE 2.3: JICNARS Socio-economic Classes 
2.6 2.3 Geo-demographic Segmentation 
Geographic and demographic segmentation are popular for the same reasons 
and it is becoming more common for demographics to be used along with geographic 
segmentation, known as a two-stage segmentation approach. While geographic 
segmentation looks at where people are, demographic segmentation concerns the 
aspects of who people are. Combining both segmentation approaches enables tourism 
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marketers practically to find the answers to their market after the most potential and 
meaningful marketing differences are determined. Therefore, geo-demographics could 
become more powerful than their individual parts (geographics, demographics and 
socio-economics). 
Geo-demographic systems not only attempt to classify by geographics and 
demographics but also incorporate socio-economic data (Ryan 1991) and lifestyles 
(Powers 1990). Geo-demographics are basically gathered from the census of 
population and updated frequently against the rapidly changing trends and consumer 
patterns. 
There are a number of geo-demograhic services available for marketers and the 
best known services are as follows: 
" ACORN by CACI (in the UK and the USA) 
" PIN by Pinpoint analysis (in the UK) 
" MOSAIC by CCN systems (in the UK) 
" CLUSTER plus service by Donnelly Marketing Services 
" PRIZM by Clarites 
" VISION (lifestyle) by National Decision Systems 
" SMSA (the Standard Metropolitan Statistical Areas) 
" DMA (Designated Market Area) by A. C. Nielsen Research Company 
" ADI (Area of Dominant Influence) 
According to Ryan (1991) all geo-demographic systems offer similar types of 
data and mapping facilities and adds: "... but differences do exist reflecting the basis of 
group determination and additional data sources used. "' (p. 193). Therefore, tourism 
organisations should consult the lists that those research companies provide and assess 
whether or not any significant classifications exist for their use of segmentation profiles 
of toufists. Yet, once more, all descriptive variables do not alone or combined produce 
a competent degree of differentiation between segments which awake the need for 
additional information about tourist groups. 
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Descriptive behaviour towards the tourism offerings also enables marketers to 
classify their targeted tourists regarding to usage characteristics such as the brand or 
company (e. g. destination); loyalty; volume (e. g. frequent flyers or frequent hotel 
guests programmes); use occasions or situations (e. g. honeymoon holiday); user status 
(e. g. high potential first-time visitors) or price conscious of tourism products. 
Middleton (1988) divides usage characteristics by sequence of purchase and usage in 
terms of before, during or after using tourism products as shown in Table (2.4). 
PRE-BOOKING BOOKING PROCESS IN USE 
media habits via travel agent length of stay 
awareness / use of via central party size and 
brochures reservation office composition 
sources of travel booking direct transport mode 
information used with producer 
expenditure per 
previous usage package/ head 
experience independent 
arrangements 
frequency of usage 
credit terms 
required 
A FTER USE 
customer 
satisfaction level 
and perceived 
value for money 
TABLE 2.4: Buyer Behaviour / Usage Characteristics by Sequence of Purchase and Usage 
Source : Middleton V. T. C. (1988, p. 72) 
2.6.3 Segmenting hy Explanatory Variahles 
The descriptive bases of segmentation will show who is likely to buy a tourism 
product and from where but will not answer why they would buy; there may be 
substantial explanatory (mainly general psychographic profiles and benefits sought 
from tourism offerings) differences among tourists who are even categorised within 
some descriptive groups. 
In strategic tourism marketing, explanatory variables are especially useful in 
finding significafit reasons why tourists patronise specific tourist offerings and they are 
often determined to aim the strategy for a specific target segment selection prior to 
descriptive variables. However descriptive variables might be seen as similar to the 
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bones of the skeleton whereas explanatory variables are like the covering flesh of those 
basic structure bones so that the features of tourists become identifiable (Mill and 
Morrison 1985, p. 364). In fact, descriptive variables can be gathered and applied by 
the same definitions and rules. On the other hand, explanatory variables (like more 
complex flesh structures compared to the solid bones) take into account a large 
number of highly qualitative factors and oflen intangible information which are usually 
measured and converted quantitatively by analysing difficult multivariate statistical 
techniques. They are also difficult to interpret and the researcher oflen needs to find 
condensed terms (various labeled attributes) to clarify the groups concerning whole 
research scope and particular interests. 
Segmenting by explanatory variables is not a uniform method and should not be 
used on its own which might be a two-stage or multi-stage segmentation approach. 
Explanatory variables could be used as primary segmentation bases but they must be 
supported by other variables to pinpoint target markets. 
2.6 3.1 Psychographic Segmentatioll 
Psychographic segmentation could tackle the problem of identifying the tourist 
groups concerning personal factors such as perceptions, self concepts, feelings, images, 
desires, etc. as they lie in the mind of tourists. Psychographics enable analysis of the 
inner persons in terms of measuring their outward expressions. More prominent 
psychographic variables are personality traits, life styles and values. 
Psychographic research could be conducted by using subjective techniques such as in- 
depth interviews, focus groups, word association tests, projective techniques, etc. This 
qualitative research faces investigators bias or basic unreliability of the technique used, 
but once predicted correctly, influencing tourists' behaviour could be easier according 
to their psychographic profiles. 
Weber (1992) points out that the use of psychographics in tourism has been 
infrequent but is expanding, and argues that they are too general to predict specific 
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behavioural differences. Pizam and Calantone (1987) similarly stated that despite first 
initiatives of psychographics in tourism marketing, the experience has not been very 
positive and they generally became a marginal explanatory measure to assist 
advertising copy development: "the reason for this lack of success lies not within the 
concept of psychographics itself, but rather with its measurement. " (p. 177). 
Unfortunately, there is no general measure of psychographics applicable across 
products in various areas including tourism. 
Persoliality traits are actually the deep inside personality measurements for 
psychographics. There are few agreed common definitions even by psychologists, and 
marketers find them hard to identify, measure and reach the desired segments. 
However, as Assael (1990) states "traits such as aggressiveness, compliance and 
compulsiveness are more deep-seated than life styles since they reflect more enduring 
patterns of behaviour. " (p. 244). Development of personality inventories is based on 
attitudes expressed by tourists, the relative activity and the tourism products, 
destinations and services available for carrying out the activities. There are especially 
some important personality traits for tourism, as Bull (1991 p. 14) lists: 
venturesomeness; the degree of risk tourists want 
hedonism; the degree of comfort required on a trip 
changeability; the extent to which tourists are impulsive or seeking something 
new 
9 dogmatism; the extent to which a tourist cannot be persuaded to change ideas 
* intellectualism; the degree of 'culture' tourists want. 
Lifestyles are basically ways of living and, according to Plummer (1974), its 
research involves measuring the manner in terms of how people spend their time 
(activities); what is important around their surroundings (interests); their self-view and 
the world around them (opinions) and also some demographic characteristics (Table 
2.5). 
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ACTIVITIES INTERESTS OPINIONS DEMOGRAPHICS 
Work Family Themselves Age 
Hobbies Home Social issues Education 
Social events Job Politics Income 
Vacations Community Business Occupation 
Entertainment Recreation Economics Family size 
Club membership Fashion Education Dwelling 
Community Food Products Geographic 
Shopping Media Future City size 
Sports Achievements Culture Stage of life cycle 
TABLE 2.5: Life Style Dimensions 
Source : Plummer J. T. (1974, p. 160) 
Lifestyle segmentation, in practice, entails asking tourists to indicate how 
strongly they agree or disagree with a set of serious questions about activities, interests 
and opinions (AIO) statements. By analysing the results, tourists' lifestyle 
characteristics could be gained to determine what, type of tourism offerings and the 
type of advertising would appeal to them. Lifestyles might be more important in 
predicting foreign and domestic travel behaviour and guide developing travel products, 
e. g. package tours. 
There are some emphases on the changing trends which affected the lifestyles 
which have become important in tourism. Parents, for instance, are now more willing 
to enjoy travel and spend-on leisure products rather than saving for their children's 
future (Laws 1991). In spite of some disagreements (O'Brien and Ford 1988), lifestyle 
characteristics have become a better determinant of tourist behaviour rather than social 
class and family life cycle stages because of the smaller income gaps and the high levels 
of instability among social classes (Ryan 1991) and greater spending on tourism 
activities owing to the growth of income regardless of family life cycle stages. 
Values influence a person's standard behaviour and reflect the culture of a 
society, whose members widely share them. Muller (1991) explains why values are 
accepted as an interesting research area: 
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"... that values govern a person's lifestyle and provide direct and 
useful explanation of the multitude of interests, outlooks on life, 
consumption, priorities and activities that define a lifestyle. " (p. 57). 
Pizarn and Calantone (1987) propose that the measurement of psycographics 
with other hypothetical constructs such as AIOs and beliefs could be substituted by 
values. Values are believed to be worthwhile for the segmentation purpose and AlOs 
to determine the tourist behaviour, because values evince the higher degree of 
inclusiveness and lower degree of specificity compared to other psychographics 
constructs. 
SRI International (1978) introduced one classification system to combine 
values and lifestyles (VALS) to divide consumers as a multivariate classification 
system. VALS system consists of three main classifications as well as their integrated 
group: need-driven (sustainers and survivors); inner-directed (societally conscious, 
experimental and I-am-me); and outer-directed (achievers, emulators and belongers). 
The company upgraded their groupings in 1989 as VALS2 which also related attitudes 
of various potential market segments to socio-economic data and other potential forms 
of data. These groupings enable tourism marketers to understand the attitudes of 
tourists' life within each category and it holds that the categories relate to tourist 
purchase behaviour. The list of values (LOV), on the other hand, is claimed to predict 
consumer behaviour trends more than does the VALS scoring system (Kahle el aL 
1986; Novak and Macevoy 1990) and its advantage appears in advertising where even 
the exact phrase from a survey can go into an advertisement (Kahle and Kennedy 
1989). 
The application of the above-mentioned systems to various international 
tourism markets cannot be logical owing to their reference to a particular society; for 
instance VALS appeals to American people. For that reason researchers have 
developed various systems for the appropriate markets such as socio-styles system 
(Cathelat 1993) and its European multivariate lifestyle application: EUROSTYLES by 
CCA (Le Centre de Communication Avancd) (Teare el al, 1994). 
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2.6 3.2 Benefit Segmentation 
Consumers search to buy products and services which provide certain benefits 
as the expressions of their needs. Halley (1968) in his hallmark article defines benefit 
segmentation and its strategic importance as: 
44an approach to market segmentation whereby it is possible to 
identify market segments by casual factors rather than descriptive 
factors... the benefits which people are seeking in consuming a 
given product are the basic reasons for the existence of true market 
segments ... 
benefit sought by consumers determine their behaviour 
much more accurately than do demographic characteristics or 
volume of consumption" (p. 3 1). 
When considering a tourism product, potential tourists weigh the benefits of 
the offer against its costs going beyond the price. Tourism marketers should, therefore, 
try to extend the benefits whilst reducing their tourism products' costs. Since every 
potential tourist does not perceive values in the same way, the determinants of value in 
the minds of tourist segments should be assessed for successful tourism product 
developments as well as marketing communication. 
In tourism, benefit segmentation simply evaluates why a tourist buys a tourism 
offering and why tourists with similar benefits might participate in the same tourism 
activity. Benefits basically associate with tourists" needs and their satisfaction. Core 
attributes for benefits from tourism offerings are value of money, variety of activities, 
comfort, prestige, recognition, attention, safety, quietness, hospitality, etc. Tourists 
also seek experiences such as adventure, a taste of history or participating in different 
lifestyles, etc. Therefore, the tourism related benefits sought by an individual 
potentially influence several tourist behaviour variables (e. g. trip purpose, choice of 
destination). Furthermore, it should be considered that one tourism product might 
appeal more than one benefit segment, tourism marketers, thus, should attempt to 
market their products in different approaches to those groups. Likewise, tourists are 
also interested in a number of benefits sought rather than a single one. It is obvious 
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that establishing a certain benefit is quite challenging in the sense that tourists might 
not exactly determine to behave by those motives which associate the benefit. 
If the measurement of quantifying the benefits is reliable, benefit segmentation 
I 
might become the most predictable way of all appropriate segments and tourism 
marketers should pay the closest attention to those optional segments instead of just 
promoting (without identifying segments) the same features that correspond to the 
benefits. The benefits should mostly be a primary segmentation variable and others 
should be used to make the targeted markets more precise. 
2.7 CONCLUSION 
Tourism is a phenomenon of great importance, moreover, a highly competitive 
industry. A better insight into market segmentation can lead to an effective tourism 
marketing strategy. Indeed, the powerful segmentation tool can be capitalised upon 
more greatly by targeting tourism marketing strategies at those segments where there 
is likely to be optimum correlation between tourist characteristics and tourism products 
benefit. Thus, in the marketer's mind, the needs and wants of the tourists and their 
satisfaction must have prior importance in order to analyse tourism demand, i. e. tourist 
segmentation. 
Tourism marketers should evaluate different segmentation variables with their 
combination possibilities according to their segmentation strategies in order to arrive at 
an optimal segmentation prospect. The strengths and weaknesses of the types of 
segmentation strategies must also be assessed by considering different reliable 
segmentation variables in order to operate segmentation strategies tactically. 
Although the tourism industry practises its own unique market concepts, 
market segmentation is bound to be adopted and applied in all tourism fields. It is not 
surprising that market segmentation is now paid good attention to in the sector. 
73 
CHAPTER 3 
3. NATIONAL TOURISM ORGANISATIONS AND THEIR OFFICES 
ABROAD AND MARKET SEGMENTATION 
3.1 NATIONAL TOURISM ORGANISATIONS 
The National Tourism Organisations (NTOs) have the responsibility for 
geographical areas (tourist destinations) which could be countries, regions, states or an 
individual town (Burkart and Medlik, 1981 p. 255). However, today, NTOs are usually 
accepted as the authorised body of countries at national level and in charge of such 
tourism matters as promotion, development, marketing, research, etc. 
NTOs can be either in the form of a private organisation with some government 
influences or as a part of the government system itself Therefore, the structural 
framework for an NTO might be a section of a ministry, commission, board, council or 
part of a corporation (Kosters, 1987 p. 129) and its organisation structure differs 
because the national tourism policies of every country are specified according to their 
goals for the NTO. 
The administrative framework of an NTO could be inside (governmental 
agency) or outside (semi-governmental body) the ministry of tourism. NTOs have 
separated independent constitutions; political influences usually direct the policies of 
NTOs as an executive body of governments and the major source of funds for most 
NTOs are provided by public and ministry money. Although NTOs can generate some 
of their funds from the tourist industry (i. e. joint marketing initiatives or charging for 
services), this is not the main task (i. e. non-commercial task) for NTOs. Hencel the 
true structure of an NTO obviously is determined by the objectives formulated by the 
government and the tasks are directed to accomplish those objectives. 
The NTOs as a division of a ministry are, for example, structured from the 
chairman and board of directors such as marketing (the only division for some NTOs), 
development, administration, planning and research and external relations. The 
marketing division has the largest functional area and the principal responsibility of an 
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NTO. This is the reason for the existence of offices abroad. Cooper el al. (1993, 
p. 15 1) state that "the marketing division formulates the NTO's marketing strategy and 
is given the task of producing advertising and publicity materials, and promoting sales 
through the media and the travel trade". 
The NTOs' marketing activities simply attempt to draw the attention of 
potential tourists and the travel and tourism trade to their products which are variously 
supplied by different entrepreneurs (public and private sectors) in a country. NTOs act 
as a distribution channel between those ends by having the closest contact and provide 
communications among tourists, tourist generating companies and destination based 
tourism organisations. 
The GovertimeiitIiivolveniettlaiidlheRoleofNTOS 
Governments should be responsible for achieving their objectives in the 
management of tourism. These objectives can be accomplished by specific actions with 
an extensive government intervention but they must mainly fulfil the provision of the 
right tourism products, prepare regions to host tourists, develop the economy towards 
tourism, stimulate social and cultural development and protect the environment (Choy 
1993). 
Government involvement becomes of paramount importance in developing 
countries to compensate for the absence of a well-organised private sector. This is 
crucial for a country where no other organisation could better represent the 
community, set the necessary rules and undertake public responsibility to create fair 
conditions for the tourism trade. This does not mean that only government 
involvement could lead to tourism development but also the private sector should be 
fostered to engage in a role for the provision of tourism facilities. In order to avoid 
conflicting roles between an NTO and the tourism sector and for better guidance to 
achieve tourism objectives, governments (or appropriate government agencies) must 
establish optimal regulatory rules and activities. 
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The role of an NTO is generally influenced by its economic and political 
environments and existing fragments of the tourism industry can also be differently 
affected by government policies. Yet, although every NTO has various roles and 
structures, their core activities are similarly directed towards tourism to co-ordinate; 
legislate; promote; research and provide tourist information. NTOs should also 
advance alternative roles to match the changing situation of their destinations in 
accordance with developing, marketing and managing tourism. 
NTOs have the prime responsibility of inviting visitors on behalf of the host 
community and its visitor resources. Therefore, their basic role is to develop tourism 
markets and products which are highly dependant upon each other. NTOs' 
responsibility for these indistinct entities can only be separated for administrative 
purposes. 
An NTO cannot usually run and control the whole of tourism, as Jeffries 
(1973) points out: "Its major role everywhere is to provide leadership and guidance: to 
indicate marketing opportunities and to produce a climate where all concerned will be 
prepared to exploit them. Having reached this point its role will be to encourage and 
assist. " (Middleton 1988, p. 219) 
A complete inventory of the country's tourist attractions and facilities is 
authorised by every NTO and marketing plans are developed in co-operation with (or 
sometimes without) the interested private tourism organisations for selected tourist 
markets which may include domestic markets, but prime concern is always for 
international tourism markets. 
According to Jefferson and Lickorish (1988), an NTO must be continuously 
watchful in developing and maintaining the destination's image and to correct and 
improve the situation where necessary. Hence, they claim that the most important key 
role for the NTOs is protection of the image as well as direct involvement with product 
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development. The NTOs' job also entails standards, strategies for growth, product 
initiation and innovation, and the establishment of partnerships and new enterprise. 
McClearly (1987) argues the need to develop a clear image for a country. Since 
individuals form their own impression as a correct or incorrect image for a destination, 
the role of an NTO is to establish different image strategies to several target markets 
so that when potential targeted tourists hear about a destination name, something 
special and favourable comes to their minds which positively evokes their travel 
experiences. On the other hand, Middleton (1988) believes that the image creation 
role, nowadays, is becoming less credible and the targeting of specific segments and 
products is increasingly being paid attention, with the support of other indirect 
(facilitating) roles of marketing. This approach, therefore, becomes a better optimal 
promotional activity rather than practising promotional terms of destination images 
which are based on the product specific marketing activity. 
3.1.2 Marketing Involvement of NTOs 
Unlike consumer-oriented marketing, an NTO cannot use research on tourist 
needs as a starting point in order to develop products appealing to those needs because 
of certain product limitations. Firstly, the tourism product as a whole is inherited, so 
that its features -e. g. geography, history, climate, culture and traditions- cannot be 
altered. However, it can be revised to develop an appropriate infrastructure so as to 
present it in an attractive way for potential tourists. Selecting target market segments 
realistically and researching them continuously is one of the creative approaches to 
overcome being stuck with those inherited tourism products. 
Secondly, NTO marketing has limited control over tourism products, prices 
and distribution channels, although it can be influential on tourists, especially through 
the market characteristics and segmentation analysis, even without becoming involved 
in the selling exchange. NTO marketing must respond to the determinants and 
motivations of tourism while not being able to influence them directly. 
78 
"Effective NTO marketing begins with an understating of the 
determinants influencing its main markets, and aims to work with 
the opportunities created by favourable events while limiting the 
impact of unfavourable ones. " Middleton (1988, p. 212) 
Marketing practices of NTOs also differ from the tourism marketing role of 
individual companies or organisations which are concerned only with their tourism 
products. An NTO is the public sector (most commonly) or government funded 
organisation which concerns marketing of its country as a tourist destination and its 
overall travel and tourism products. Unlike other tourism organisations (companies) it 
is not generally a producer, operator or direct seller of tourism products. Hence it is 
not directly responsible for the quality of services delivered by suppliers. NTOs should 
develop new markets, new segments and new marketing techniques as missionary 
work so that trade, which usually concerns the immediate return on investment, will 
follow those guidelines of NTOs. 
Tourist destinations are not a single product but rather an amalgam of tourism 
products which are consumed on the spot. Tourists also travel to consume those 
perishable and discretionary products. These differences from the traditional product 
make marketing a country much more complex. To measure and evaluate the 
effectiveness of tourism markets as well as comparing them with other destinations is 
different owing to diversified approaches of each country. Lavery (1992) suggests an 
effective marketing evaluation system which includes a meaningful set of performance 
indicators and indicators of successful outcome, i. e. market share changes; expenditure 
per visitor attracted; ratio of industry funding or NTO funding; and public relations 
yield ratio. 
Market share strategies have become a prime concern for NTOs as competition 
intensifies between destinations, mainly due to frequent emergence of new destinations 
and products. The competition between countries for gaining more market share has 
brought the importance of the developments of professionalism in NTOs' marketing, in 
order to make a major contribution to cost effectiveness by applying systematic 
marketing techniques. (Middleton 1988) 
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Burkart and Medlik (1981) state that there is a two-fold marketing function for 
NTOs. Firstly, an NTO should formulate and develop its tourism product(s) and then 
promote them in the appropriate market by the direction of market research which 
enables the NTO to match closely the product(s) and market(s). Secondly, it acts on 
behalf of all interests in tourism and the whole destination as well as providing 
complimentary activities to individual tourism companies to develop and promote their 
tourism products. 
Middleton (1994) explains the destination marketing process based on NTOs' 
promotional and facilitation strategies (Figure 3.1). 
"Facilitation forms the important bridge between NTO and the 
component sectors on the industry, while the promotion strategy 
reflects the more traditional approach to destination marketing. " 
(p. 236) 
The promotional strategy involves spending budgets to launch destination 
image campaigns and captures the awareness of potential targeted visitor segments so 
that they become interested in particular tourism products of the country. In this way, 
various providers of tourism products can also utilise the promotional strategy of the 
NTO to market their products efficiently. 
The alternative strategy is market facilitation which closes the gap between an 
NTO and the other organisations involved in tourism by considering the existing 
government objectives to promote tourism in terms of economic, social and 
environmental concerns and marketing goals. Moreover, different tourist areas, 
products and segments must be attached by different priorities so that different 
implications can be proceeded to achieve governmental policy objectives. As the 
budgets are usually less than adequate to attempt all the possible identified marketing 
tasks, the NTO should select the most important ones over priorities. 
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Exicnial socio-ccoiioiiiic/political/pliysicaI 
cnvironnicnt and compoitors' actions 
Market research Go%I policy Market r6scarch 
and inte igcncc & budget and intcl igcncc 
(Membership and liaison) 
------------------0 Organisations in the 
NTO 4------------------ III. tourism industry 
(Statistics. information, advice) I 
Strategy 4-------------------------- 
Policy 
Marketing plans 
Strategy 
(Communication and liaison) Marketing plans 
I 
Budget decisions 4-------------------------- Budget decisions 
(Communication and liaison) 
Direct conftol* of Indirect" 
pronlotional mix influence 
NTO promotional Marketing facilitation Commercial 
mix Travel workshops marketing mix 
Adverlising Trade shows Product formulation 
Public relations Joint campaigns Price 
Films Journalists visits Promotion 
Promotional literature Familiarisation trips Distribution/a cess Reservition systems 
Representation abroad 
Tourist information services 
I Taruted customers I 
expcnditure mainly in the countries of origin from which international tourists are drawn 
cxpenditure in countries of origin and the destination 
Line of direct responsibility 
Line of liaison and commun i cat ion. 
FIGURE 3.1: The Destination Marketing Process for NTOs 
Source : Middleton, V. T. C. (1994, p. 235) 
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NTOs should apply the above considerations to establish promotional priorities 
for specific market segments in order to co-ordinate the elements of overall tourism 
products with the tourism industry; advocate for new and growing products in 
accordance with the policy; and with the small business co-operate for their marketing 
campaigns. 
3.2 NATIONAL TOURIST OFFICES ABROAD (NTOSA) 
National Tourism Organisations accomplish the level of representation abroad 
that must be consistent with the resources of the host country to attract tourists; the 
interdependence of the attributes of their tourism products and the potential tourists' 
desire to experience those products; and the nature of their rival destinations' 
activities. 
NTOs' promotional and facilitation strategies depend mainly on the co- 
ordination of understanding of their particular tourism supply strengths and the 
detailed information about various markets they plan to serve; in particular more 
knowledge essentially needed for the market preferences towards different tourism 
benefits and their media habits. Hence, to achieve those goals and because NTOs want 
more people to visit their countries, they establish a network of their National Tourist 
Offices Abroad (NTOsA) for an enhanced tourism policy. This decision is, however, 
very much affected by budgetary considerations. 
Some countries prefer to undertake home based promotional campaigns but 
usually this is difficult to handle in the long term and it becomes more expensive than 
operating an office in the targeted market in terms of high cost outside professional 
assistance for marketing services; distributing higher cost tourism materials; lack of 
experience and effectiveness; insufficient feedback of campaigns, etc. That is why most 
countries practise their international tourism activities in their primary actual markets 
through representation of the tourist offices abroad. 
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The offices abroad, in general, are extensions of the home based NTOs and 
there should be good communication and co-ordination between them so that they can 
monitor developments in the market closely to formulate the marketing strategies and 
plans for the new tourism season and in the long term. Having provided the market 
information to home base, NTOsA should be supplied with up-to-date tourist 
information and literature about their tourism products. 
NTOsA usually employ their nationals and get support from locally recruited 
staff who have experience and importantly who can speak the language of the tourist 
generating country. The administration is mostly managed by appointed NTOs' experts 
from headquarters. 
Although embassies or other diplomatic missions could represent their country 
in terms of its interests in tourism, they cannot exactly undertake the same role as 
NTOsA do in the sense that their operation is in a different environment and they lack 
marketing expertise and tourism knowledge to handle the various possible inquiries. 
However, in secondary or less important markets, the embassy representation is 
inevitable to test the particular markets in considering the need for a tourist office. 
Other representatives could be national flag carriers, marketing or public relations 
agencies, consulting companies and even other national tourist offices. 
Tourist offices abroad have realised the essence of actively stimulating the 
potential markets rather than just responding to existing demand inquiries from tourists 
and tourism trade. This can be achieved by educating the trade channels about the 
destination and encouraging business to the country involved (trade-oriented) as well 
as directly promoting the various tourism opportunities to potential tourists 
(consumer-oriented), which all involve comprehensive marketing activities for 
optimising the tourist traffic (Table 3.1). NTOsA can also take on the facilitation 
strategy by bringing the different tourism organisations together to initiate their 
collective tourism concepts. 
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NTOsA ACTIVITIES 
Consumem-oxiented 
16 Market Research 
Public Relations 
Advertising 
* in mass circulation newspapers 
magazines 
4 in travel & tourism press 
4 on TV & at radio 
coupon reply (done by mostly 
mailing companies) 
General Inquiry Service 
in person, by telephone or in 
writing 
Informing Authors, Journalists 
Producers of Tourist Programs By 
# press releases 
* bulletins with photographic 
materials, films etc. 
* organising trips to home country 
Distribution of Detailed or Brief 
Tourism Literature 
4 printed brochures 
4 information bulletins 
* guiding materials e. g. leaflets, 
books, maps, lists of events, 
time tables 
Tourism Fairs, Exhibition, Special 
Weeks, Special Festive & Occasions 
4 contacting potential tourists 
4 distribute tourist literature 
# drinks, gifts, posters etc. 
Trade-oriented 
0 Business Research 
0 Business Relations 
0 Advertising in the Travel Trade 
Offerings to the Trade 
* package tours to possible 
destinations 
* excursions 
4 facilities 
+ joint promotional campaigns 
Workshops for Representatives 
by bringing them face-to-face 
business 
Study Tours 
0 attracting new trade 
participants 
* giving knowledge about the 
product 
0 Seminar for Representatives 
4 exchanging information about 
markets & products 
0 Informing the Business Contracts 
0 Providing up-to-date tourism 
literature 
0 Cocktail Parties or Banquets for 
the Important Contracts 
Meetings for the Sales Staff 
4 providing slides, films or 
multimedia presentations 
Attracting Incentive Travel 
4 entire staff of companies 
congress 
exhibitions etc. 
TABLE 3.1: The Marketing Activity Involvement of NTOsA 
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Jefferson (1990) broadens the twofold marketing functions of the national 
tourist offices into fivefold as: (a)guardian of the image, (b)scene setter; (c)trail blazer; 
(d)marketing co-ordinator; and (e)monitor of visitor satisfaction. 
NTOsA must convey the images according to their research, analysis and 
segmentation in order to create awareness of their destinations with clear positioning 
strategies in the markets. This vital principle task of the NTOsA is based on the core 
role of guarding, maintaining and upgrading the image of their destinations by using 
appropriate techniques (e. g. advertising, organising new conferences and good public 
relations). 
The NTOsA must analyse the external factors, which influence tourism markets 
and products, so that no matter in which direction those external factors take effect, 
those influences must be modified by the selection of optimal marketing activities. 
Developing new markets, new segments and new marketing techniques should 
always be on the agenda for NTOsA and this initiative role in the longer term will often 
be tracked by the commercial tourism organisations. 
NTOsA should also invite the tourism product suppliers into the international 
tourism platform with an encouraging co-operative plan to promote the joint 
destination message. 
By researching the tourist satisfaction NTOsA could gather useful information 
not only about tourists' perceived value for money but also about their behaviour. This 
produces the ability to control the promised quality of the products offered and if 
necessary leads to improvements of tourism products' standards and even new tourism 
services and facilities. 
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3.3 TOURIST SEGMENTATION FOR NTOs AND NTOsA 
National Tourism Organisations (NTOs) are the onlY organisations that can 
play a substantial role in having close contact and communication between tourists, the 
tourism trade in tourist generating countries and destination based tourism 
organisations (see figure 2.3). Being in such a strategic position, NTO's must 
effectively focus on strategic destination marketing and application of market 
segmentation. 
National Tourist Offices Abroad (NTOsA) are the main representatives of a 
tourism destination in tourist generating markets that are geographically organised 
(country to country or a combination of countries) to serve more realistically. NTOsA 
deal with potential tourists through advertising and promotion campaigns within their 
geographical areas and also imply indirect promotional tools to sell their products by 
way of co-operating with tour operators and travel agents. Therefore, they can practise 
market segmentation strategies at two levels: 
by establishing suitable tourist segments according to different segmentation 
methods (as explained in section 2.6) 
o by segmenting their distant tourism market by channels of distribution (as also 
known industrial market segmentation) which gives more opportunity to focus 
better on the price segmentation strategies comparatively. 
NTOs are the only tourism organisation bodies to be concerned entirely with 
the whole of their countries' tourist markets as well as the whole of the tourism supply 
side. Therefore, they ought to identify their market segments as the most productive 
targets for their marketing activities as Middleton (1988) emphasises: 
"Even NTOs find it necessary to segment the total market of 
potential tourists in order to carry out marketing campaigns 
although they may have to provide facilities such as information 
services for all visitors" (p. 65), 
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NTOs and their offices abroad should pay more attention to the desired 
satisfaction of the potential tourists to bridge the needs of realistically targeted market 
segments and the appropriate tourism offerings instead of just promoting their tourism 
products or their countries' broad tourism image. 
NTOsA should gather the same groupings of descriptive variables of existing 
and potential tourists so that an indication to adopt the tourism products in accordance 
vAth the limited available marketing resources can give a clear direction for 
segmentation. Therefore, more concern should be later given to evaluate tourist 
characteristics, motives, different types of purpose of travel and explanatory tourist 
behaviour in achieving the optimal tourist segments. 
Neither tourism companies nor NTOs can easily change their customers 
(tourists) and tourism trends, but the change eventually happens in a certain period. In 
the past, Thomas Cook notably changed one concept (grand tourism) to another 
(popular tourism), yet this is not an easy case for tourism organisations in the modern 
world. This is mainly caused by the consumers who have come to be sitting in the 
driving seat. However, tourism organisations can implement new developments to 
shake the tourists' tastes but they cannot be fully successful at influencing the trends 
for their pre-eminence due to the effect of external factors and consumer superiority. 
Therefore, tourism organisations and particularly NTOs must first monitor for the 
recent tourism trend changes and the external factors and then develop their offerings 
to cater for the targeted markets (i. e. segmenting tourists as a first initial step). 
Moreover, NTOs should develop (or discover) new (emerging) markets and new 
segments as a missionary role in the sense that tourism trade will follow suit if the new 
approach shows a fruitful potential. 
3.3.1 Why Tourist Segmetilatimi must be Cmisidered? 
Tourist segmentation can allow NTOs and their offices abroad to enlighten and 
evaluate various available marketing opportunities to spot the optimum ones; can 
conduct them to allocate their total marketing budget effectively as well as initiating 
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them to make refined adjustments to the tourism products of their countries and their 
marketing efforts to reach those desired segments. 
NTOs must need to establish a well-built competitive advantage by 
disaggregating the tourist demand with an insight and accurate understanding of the 
basis of tourism trends and tourist behaviour. This then will lead to differentiating their 
offerings with the support of appropriate marketing mixes which are uniquely tuned to 
the specific needs of tourist segments, Furthermore, they will start seeking to identify 
more opportunities for tourism marketing innovations in the newly emerging tourist 
segments in order to build a partial monopoly position to earn more than the tourism 
industry average. 
NTOs should also monitor their tourist segments to determine whether tourists 
will be able to pay, make a buying decision or derive satisfaction from the tourism 
product or service. 
In short, NTOs should pay attention to the following assumptions to underlie 
market segmentation as Mill and Morrison (1985) point out for tourism: 
1) There are particular segments for the tourism products of a country which are 
related to distinctive needs and preferences. 
2) Those grouped tourist segments have similar and identifiable characteristics. 
3) A single tourism product offering appeals to some segments of the tourism 
market more than others. 
4) Developing specific tourist product offerings improves the NTOs' marketing 
effort to reach specific segments. 
While NTOs focus on market segmentation for their tourist markets, they must 
not neglect certain considerations which might block the application of segmentation 
strategies. For example if a country has a limited resource, it will not be a realistic 
solution to tailor special tourism offerings for each segment and again if the country's 
tourist market has homogenous needs and wants then the differentiated tourism 
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offerings would not give desirable advantage to the NTO's marketing efforts. If the 
competition is also dominated by other countries in most segments, the NTO should 
try to establish and concentrate on the new market segments. Furthermore, McClearly 
(1987) emphasises that a country realistically cannot first determine the needs of some 
target markets and then produce to meet those needs because of its tourism potential, 
which is limited by certain factors such as climate, topography, culture, etc. Thus he 
claims that: 
44 ... research efforts will be constrained by the realism of what is 
already available. However, some creative approaches to traditional 
marketing can be helpful in turning disadvantages into marketable 
characteristics. The key is to select target market segments carefully 
and to research them thoroughly. " (p. 170). 
Heath and Wall(1992) point out the importance of segmentation for marketing 
a country by giving two NTOs' extracts as the Canadian Government Office of 
Tourism emphasises that: 
"More and more varied travel generators mirror the ever-increasing 
fragmentation of consumer demands reflected in the diversity of 
attractions catering to specific target groups (such as skiers, scuba 
divers, anglers) and to the increasing number of tourists who 
continually seek new experience. " (p. 92) 
The Netherlands National Tourist Office comments that they should no longer 
concentrate on "The Tourist" as "more detailed information regarding tourism 
behavior and preferences becomes available, the possibilities for segmentation will 
increase. " (p. 92) 
3.3.2 Some Critical Isvies Before Considering TouristSegmentation 
The role of marketing for an NTO should cover the following criteria as the 
steps of a marketing planning process: 
a) creating awareness of the nature of the country's resource 
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b) creating the image of the country as a tourist destination 
C) targeting appropriate lourist segmetils 
d) using marketing research techniques to monitor tourist attitudes towards the 
country and the quality perceived 
e) establishing the marketing process according to the above steps, and promoting 
the country to receive desired tourists. 
It is a current recognition that NTOs consider which market segments to serve 
in a country, and in which they should first start through an image research. Therefore, 
NTOs can obtain general information among special target groups and then gain in- 
depth information regarding to each tourist segment. It is, indeed, important to know 
how to approach a particular tourist segment and how its members perceive the 
destination country. 
Cooper et al (1993) give two levels of image: ".. -the 
'organic' image is the sum 
of all the information that has not been deliberately directed by advertising or 
promotion of a country or destination ... the 
'induced' image ... 
is formed by deliberate 
portrayal and promotion by various organisations involved with tourism. " (p. 26). 
Hence, distinguishing these two levels is the first step of image research for NTOs; e. g. 
the organic image is hardly controllable while the induced image can be more 
influential. 
The image research is the most difficult task to accomplish for NTOs because it 
cannot be easily handled compared with the more physical facets of the country such 
as attractions, amenities and accessibility. Thus the procedure for creating an 
awareness for a country with a correctly balanced image is, to some extent, more 
dynamic and subjective approach, and needs more attention than others. 
Creating successful images needs planning, and detailed consumer research is 
essential to implement the images which also must be relative to the destination's 
attractions, amenities and accessibility. As Middleton (1988) adds: 
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"This is usually a role which only the NTO can fulfil, and only the 
NTO can take on the task of communicating the chosen positioning 
to the tourist industry. " (p. 215). 
By creating an image of the country the potential tourists should be provided 
with a powerful stimulation of the benefits to be gathered from visiting the country. 
However, dissatisfaction might occur if the country's tourism service does not match 
the expectations. As a critical point, NTOs should determine to close the gap between 
image and reality (i. e. between expectation and experience) in order to make tourists 
satisfied. 
Tourists go through three main phases in decision making and, according to 
Lundberg (1990), different advertising policies should be directed to each one. The 
first is a dream phase where tourists speculate about the ideal holiday, which needs 
image advertising in order to create awareness of the destination in this stage. 
Gathering information and evaluating the possibilities of the dream holiday is the 
second phase and should be matched by inquiry (information) advertisements. The 
third stage is the decisions about dreams; realities and practical holidays, which can be 
approached by hard sale advertising. 
How should NTOs undertake the image role and tourist segmentation study 
effectively? Which one would be the most important or dominant concept for 
marketing their countries? It is commonly accepted that the process of creating the 
image should come first. After the desired image approved by suppliers and tourists, to 
develop and motivate more certain market segments by communicating with more 
specific messages will become considerably easier. It is almost the same creating image 
rule for marketing goods internationally which can be applied for marketing countries 
but it needs different tourism marketing tools for success. 
, 
It is difficult to persuade a country's entire tourist trade to back a general 
marketing plan which does not cover each segment separately in promoting the 
country. Therefore, creating an image to market a country should convince the tourists 
91 
of visiting the country so that every individual member of the tourist trade would then 
be able to practise selling their tourism products. 
NTOs must define their countries in terms of their tourism product offerings 
and then put forward this definition in the form of an image to potential tourists as well 
as reinforcing the image in every essential way according to each tourist segment and 
positions. Hence the targeted tourist will determine the image to put the particular 
destination, which appeals to those tourists in a desirable way, apart from other 
destinations. That is why the combination of target marketing (with market 
segmentation) and market positioning by means of tourist product differentiation 
becomes so important to form the image which results in capturing the desired 
response from tourists. Ashworth and Goodall (1990) emphasise that "place products 
need to be matched to the holidaymakers: formulating the place product therefore has 
its mirror image in market segmentation, i. e. positioning that place product to serve a 
particular target market. " (p. 268) 
Investing money in promoting awareness and image of the destination is an 
obvious and convincing strategy which must reflect overall promotional campaign 
pdodties. However, the budget must be large enough to execute the promotional 
campaigns according to the tourist segmentation studies; and campaigns must be of 
sufficient weight and impact to persuade the necessary numbers of potential tourists. 
Otherwise this strategy in practice can result in wasting money on desirable objectives 
which cannot be achieved. Furthermore, NTOs, apart from the activities of tourist 
information and tourist promotion, should also take a straighter approach to organise a 
tourist-oriented promotion campaign in a way to influence the tourist industry to 
encourage in participating to increase the number of tourists to the country concerned. 
This enables NTOs to obtain more free publicity with such a trade-oriented programme 
or in some cases NTOs can support the joint promotional campaigns in order to draw 
more attention to the country. 
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Co-operation between NTOs and the tourism trade is quite different from 
spending money on image campaigns. The NTOs' involvement should vary depending 
on their tourism industry's achievements. If a destination is not well known, tourism 
flows are relatively slow and the tourism trade is not powerful enough; then the NTO 
should lead to promote its destination and tourism products internationally. Its limited 
allocated budget should be engaged effectively in image campaigns in several markets 
and marketing support from international operators should be gained for success. In 
contrast, in well-developed tourism countries the NTOs should focus more on their 
expenditures towards supporting the facilitation strategies rather than image 
promotion, which is already well established. Co-operative promotional efforts in 
relation to the facilitation strategy might be necessary to enhance the overall 
destination image. There should also be the tactical role for the NTO's publicity 
campaigns such as correcting the negative attitudes towards the destination. 
3.3.3 Tourist Segmentation Strategies 
A marketing strategy for a company must be based on the characteristics of the 
products, needs of targeted markets and the current business operating environment. 
Marketing a country for tourism purposes is not different in that it requires the same 
adaptability and customised marketing strategies to meet the country's tourism 
objectives. 
In order to choose a segmentation strategy, first of all, NTOs should: 
e look for the non-served segments (no one yet identified or discovered to serve 
cost-effectively), 
9 position the country's image in each segment appropriately (not positioning 
between segments), 
serve one segment with one unique strategy, 
never adopt mass-marketing strategies. 
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Tourism organisations should use segmentation strategies differently for the 
purpose of serving demand and various organisations' objectives. Figure(3.2) shows 
the four alternative segmentation strategies in terms of one or several tourism products 
(services) to one or more tourist segments. 
A concentrated segmentation (also known as market niche strategy) focuses on 
a large share of a small market (market niche) and avoids competition with single 
tourism product offering to a tourist segment. It is suitable for smaller tourism 
organisations to form the most effective marketing mix for the segment. 
Market segment expansion strategy offers the same tourism product to several 
tourist segments simultaneously. Tourism organisations can attempt effectively to meet 
different needs with the same tourism product offerings. 
With a single product-line segmentation strategy, a tourism organisation can 
usually direct various tourism products to one tourism segment since the segment is 
sufficiently large and profitable for there to be no need to appeal to other segments. 
Differentiated segmentation strategy can employ several specific tourism 
products to a variety of tourist segments which require more marketing resources. It 
involves adopting a unique marketing mix for each tourist segment in order to achieve 
strategic objectives in several segments. NTOs should mainly consider this approach to 
deal with serving various potential segments directly to match their variety of tourism 
product offerings, which are supported by appropriate marketing mixes. They can also 
apply the other strategies if the conditions appear to be beneficial. This can especially 
be applicable when NTOs undertake industrial (tourism trade) segmentation such as 
using market-segment expansion to promote their one particular product to several 
tour operators. 
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NTOs are usually confronted with the choice of targeting different markets 
and/or appealing to all potential tourists. This must clearly be dealt with to draw the 
line between those features and qualities of their country which suit almost everyone 
and those other features and qualities which tempt specific markets which can be 
targeted. In order to make a country's tourism products distinct from other similar 
countries' products, the NTO should offer the country's qualities and features to those 
specific target markets in the sense of differentiating their tourism products. 
In highly competitive tourism sectors, NTOs ought to consider adapting their 
tourism offerings to the new situations. They should also recognise the other market 
segments which can be determined potentially by only a slight change in their products 
but a greater change in marketing strategy. This will result in gaining a greater product 
differentiation with relatively less effort. 
When potential tourist markets are to be exploited fruitfully, market 
segmentation strategies become essential for the new programs of tourism 
development types which are not exposed enough to those markets. This leads to 
another dimension of differentiated segmentation strategies which mainly focuses on 
the product related segmentation. 
3.3.4 Segmenting Process of the Tourisl Marketfor NTOs 
The decision of a country as to what kind of tourists to host is as important as 
deciding how many tourists are required to balance impact with other sectors and 
strategies. Considering certain factors of the country's features such as climate, history, 
culture, natural typography and resources, facilities, amenities, etc., the NTO must be 
fully aware of the actual and potential tourists in order to establish the appropriate 
product s/services to cater for the determined target markets. 
Countries can rarely stimulate every type of tourist, so they should settle on a 
target marketing strategy instead of wasting money to attract everyone who travels. In 
order to identify the natural target markets (Figure 3.3) for a country, the NTO firstly 
chooses one of the following alternatives: 
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IDENTIFYING NATURAL TARGET MARKETS 
(FOR TOURISM DESTINATIONS) 
Evaluating current tourists Reviewing the destination's II 
attractions 
I 
Attracting the type of Assuming the most likely 
tourists tourist groups 
Examining the tourist segmentation bases 
Where to be found & which countries have 
Too many natural target 
markets can be identified 
alculating 
potential profit of 10 Oeach 
segment\ 
(spending of each segment) 
\ minus 
attracting costs 
ervina costs 
Ranking the potential 
tourist segments according 
to their profitabilitv 
Concentrate the tops on the 
list 
Too few natural target 
markets can be identified 
markcting *, 
(allocating moneY to 
infrastructure 
provemcnts & 
attractions) 
7 
Attracting new types of 
tourists & wait for pay off 
in some years time 
.. 
(. feedback) Aiming at specific tourist (fccdback) I 
seament(s) 
I 
FIGURE 3.3: Tourism Target Marketing for Destinations 
Source : Adopted from Kotler P. et al. (1993, pp. 199-202) 
1) collecting information about its current tourists which will enable the NTO to 
confirm which tourists can be easier to attract and which ones are worth 
attracting 
2) reviewing the country's attractions and features, and making assumptions about 
types of tourists who are more likely to be interested in those attractions. 
Therefore, new sources of tourists should be identified to aim at, because those 
potentially interested groups cannot be reflected by the current tourists. 
NTOs must carefully undertake the analysis of the tourist segmentation bases 
by considering the differences in their characteristics (general & situation specific) as 
well as its measurement procedure as objective versus inferred measures as shown in 
Figure (3-4). 
After examining the, segmentation bases and identifying the natural target 
markets, those tourists must be researched, to find where and in which countries they 
are to be found. Having made the analysis, too many or too few target markets can be 
discovered. If too many of them are found, then the potential profit, which is the 
amount of the difference between the potential spending of the tourist segment and the 
cost of attracting and serving that segment, from attracting each segment, must be 
judged to give an opportunity to rank the potential tourist segments according to their 
profitability. In this way, the NTO can concentrate on the highest yielding ranks on the 
list. If there are too few tourist target markets, new features should be added to 
existing ones by improving the infrastructures and the attractions. This sort of 
investment marketing endeavours to attract new types of tourists and pays-off after a 
certain time. 
Aiming at the tourist segment(s) specifically (Figure 3.5), some specific 
destinations in one particular country (e. g. ski, gambling and summer resorts) must 
attract (skier. gambling and diver) tourist markets accordingly. Moreover, the NTO 
must consider further characteristics of those markets for their destinations (such as 
family, upper income group or professionals; or skiing and gambling markets together). 
In this way, they can have the scope to seek to expand from a single season to all year 
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TRAVEL CHARACTERISTICS 
OBJECTIVE 
MEASURES 
GENERAL 
I 
Factors 
Geographic 
factors 
Demographic 
factors 
Socio-cconomic 
factors 
t 
INFERRED 
MEASURES 
Charactcrisfics of travcl 
and tourism lifcstyle 
scgmcnts 
SITUATION SPECIFIC 
11 
Prcvious travcl pattcrns 
* Placc 
Time of year 
Mode of transport 
Number of people 
Length of stay 
Expenditures 
Other 
z 
- III 
Attitudes, perceptions 
and preferences 
towards the country 
Likclihood of futurc 
travcl to the country 
Rccreational 
prcfcrcncc 
* Location 
* Othcr 
FIGURE 3.4: A Classification Scheme of Tourist Segmentation for NTOs 
Source Adopted from Frank R. E. et al (1972, p. 27) and Kaynak E. 
(1985, p. 189) 
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skier tourists 
Specific Tourist Segments gambling tourists 
diver tourists 
Upper income skier market -->Skiing & 
"7gambling Consideration of 
additional characteristics 
> Family gambling market market 
Professionals & amateur market 
Search for expanding fron 
a single season to all year 
around business 
Monitor the trend 
ianges* for attractions & 
maintain the necessary 
infrastructure 
Monitor market pattern & 
changes" 
Determine the best 
tourist target(s) overall 
Summer recreational, educational & cultural 
attractions 
All year international tournaments 
Winter carnival attractions 
Lack of service & facilities for upper group 
Becoming too crowded & violent 
Pollution 
Seek for new winter holidays 
More recreational holidays 
Need to explore new places 
Prob 7bIv the better farjeets? 
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New individual gamblers with tight 
control of violence 
Only professional divers with 
environmental & preserving mind 
e. g. diminishing factors of attraction's image & competition impact 
e. g. demographics, life styles ctc. 
FIGURE 3.5: Evaluation of Specific Tourist Segments 
business. Furthermore, they must be aware of changing trends for markets and 
attractions. The competition must also be carefully considered for likely diminishing 
factors of tourist attractions as well as maintaining the necessary infrastructure. 
Additionally, changing demographic, lifestyle and other segment patterns must be 
responded to, in order to ascertain the best tourist targets in general. 
3.4 CONCLUSION 
Establishing a network of their NTOsA for an enhanced tourism policY Puts 
NTOs in a stronger position to evaluate their potential tourism demand. This can be 
achieved fully by having control over their particular tourism supply strengths and by 
co-ordinating both their products and the detailed information about various markets. 
NTOs have recently realised the essence of actively stimulating the potential 
markets rather than traditionally responding to existing demand inquiries from tourists 
and tourism trade. This is a good indication for monitoring developments in the market 
closely to formulate the marketing strategies for the new tourism season and in the 
long term. Thus, such major formulated marketing strategies should inevitably be 
based on market segmentation. 
NTOs are the only organisations which play an immense role in having the 
closest contact and communication between tourists and both generating and 
destination-based organisations. Hence, strategic destination marketing and application 
of market segmentation could be most effectively done through NTOs and particularly 
their offices abroad. 
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CHAPTER4 
4. METHODOLOGICAL APPROACHES TO SEGMENTATION MODELS 
IN TOURISM 
4.1 INTRODUCTION 
For specific tourism market segmentation studies, collecting data and modelling 
techniques can be varied. There are also many ways of defining segmentation analysis 
in addition to simply types of tourism segmentation analysis. The selection of a model 
obviously depends on objectives of National Tourism Organisations (NTOs) in 
undertaking a segmentation study. 
Segmentation analysis can be defined and classified as a central matter of 
identifying the nature and the relationship between variables. One may group tourists 
simply according to just similarities parallel to one or several variables. Others clarify 
tourists on the basis of similarities in choosing and taking the types of holiday. In 
contrast, the relationships between tourist characteristics and behaviour toward tourist 
products can alternatively be analysed as this simultaneous kind of segmentation study 
becomes particularly trendy. 
Tourist markets have diverse demand attributes. Tourists face sets of attractive 
choice alternatives all of which may meet their expectations and from which they can 
decide to take their holiday. However, a clear assessment is needed of which variables 
determine the set of attractive choice alternatives and which variables important in the 
choice of a holiday. 
Although the attempt to specify tourist segments has largely been carried out, 
many marketers have experienced unsatisfactory results, mainly because of the 
diversity of tourist demand and the large number of potential market segmentation 
variables. It is also particularly difficult to account for the extensive behavioural 
differences to cater for a manageable number of segments. Furthermore, there are 
some considerations to be taken into account when deciding between both the general 
and the situation specific tourist characteristics It is not always the case to associate - 
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adequately enough- general tourist characteristics and a particular behavioural 
response basis. These unmatched variables clearly need to be explained and 
independent general tourist characteristics usually show a more likely correspondence 
with an extensive pattern of behavioural responses (e. g. general leisure activities) than 
with a particular one (e. g. vacation). Besides, even finding a way to relate situation- 
specific tourist characteristics to the specific behavioural response variable(s) might be 
unproductive. Moreover, establishing a relationship between the situation-specific 
attributes of the tourist characteristics and a particular behavioural response can result 
in unsteady tourist segments overtinne. However, this can be overcome by applying a 
less distinctive theoretical framework of tourist segmentation and particularly by 
signifying with an on-going segmentation model which can enable tourism marketers to 
select optimal tourist characteristics for balancing (neither too general nor too specific 
a situation) and correlating them with behavioural response variables. 
To sum up, these methods, in general, can also be applied according to three 
distinct approaches (Oppedijk Van Veen and Verhallen, 1986; Mills ei al., 1986) as the 
analysis of tourist characteristics, tourist response and the concurrent analysis of both 
tourist characteristics and their response. The first of these merely distinguishes the 
general tourist characteristics such as demographics, psychographics, personality and 
situation specific tourist characteristics. The second, also known as the backward or 
macro segmentation approach, specifies tourists into groups on grounds of similarity in 
their behavioural response and then relates the differences among groups to the general 
and situation-specific tourist characteristics. Finally, the forward or micro 
segmentation approach, simultaneously analyses tourist characteristics and tourist 
response in order to conduct a practical classification of segments on the basis of 
association between tourist characteristics. Behavioural response may then be 
employed as forwarding the analysis towards a more specific outcome. 
Segmentation models can traditionally be categorised as either a priori or a 
factor-clustering analysis (Smith 1989, p. 40, a priori or analytic: Smith 1995, p. 96), 
also called as a priori versus post-hoc (Green 1977, p. 64); criterion versus similarity 
(Bogazzi 1986, p. 229), a prior versus posteriori (Mazanec 1992, p. 40) (Figure 4.1). 
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A priori segmentation involves the advance decision of choosing or estimating 
the descriptive base(s) -either specific variables related to the tourism product (e. g. 
favourite holiday type), or general tourist characteristics (e. g. age) by the intuitive 
belief of the analyst. Respondents can then be categorised into cluster-defining 
segments (e. g. favourite holiday type) and can further be analysed according to their 
differences through other variables such as demographics, psychographics or benefit 
sought. In brief, one objective basis for defining segments may be established in 
anticipation for understanding the tourist behaviour and then other appropriate 
variables may be designed to conclude the analysis. A priori segmentation basis may 
also be determined by a statistical method (e. g. stepwise discriminant analysis) which 
supports the intuition of the analyst. Whatever the case, there is a pre-assignment of 
respondents into categories in this approach. 
Mternatively, a post-hoc segmentation practise clustering approach-Jn which 
respondents can first be grouped according to similarity of their multivariate profiles of 
pre-specified characteristics (e. g. purchasing behaviours, tourist attitudes or 
motivations). This follows further examination of differences in other previously 
unused characteristics (e. g. attitudes, life styles, psychographic variables, benefits 
sought). While a priori segmentation does not necessarily depend on a multivariate 
method because segments are already separated with conventional cross-tabulations, 
further variables may be achieved more or less successfully, posteriori segmentation 
conversely relies on the multivariate data techniques which reveal the similarity of 
crucial segmentation characteristics. It can be conducted if marketers have no prior 
information about grouping the market or no indication to predetermine the market. 
Smith (1995) further discusses this approach as a facto r-cl usteri ng (analytic) 
segmentation where factor analysis first defines the appropriate segment characteristics 
to reduce the original set of meaningful variables then cluster analysis categorises 
tourists into strategically homogeneous segments. This method also employs other 
multivariate statistical analyses (e. g. multidimensional scaling and canonical correlation 
analysis). 
106 
Although it is likely that a large number of variables can produce more 
objective results, posteriori methods necessitate momentous data entry and 
manipulation as well as, needless to say, imposing good statistical knowledge of the 
area. 
According to Green (1977) a hybrid segmentation can also be applied by 
combining the two approaches stated above. In these studies, respondents may first be 
classified according to one objective basis and then a clustering procedure might be 
utilised to monitor whether segments showing common profiles within the classified 
objective basis segments are found by the'a priori' approach. 
Above all, more flexible and newer approaches are suggested (Tynan and 
Drayton 1987, Crawford-Welch 1990). A flexible segmentation approach may be 
selected to conduct more dynamically than an a priori or posteriori approach for the 
integration of the results of the analysis, with the help of a computer simulation, i. e. 
conjoint analysis. Therefore, it helps to generate and test a large number of alternative 
segments in which each reveals similar response towards tourism products. 
One of the newer approaches is suggested by Green (1977) as putting an 
emphasis on the segmentation models which are shifting from dividing of market to a 
prediction of which type of consumer (demographic and psychographic attributes 
levels) will be most responsive to which type of product feature i. e. componential 
segmentation procedure as an extension of conjoint analysis. 
4.2 OVERVIEWOFMULTIVARIATETECHNIQUES 
Marketing as a functional area of management activity is one of the last 
disciplines to apply quantitative methods and techniques in a systematic way. 
According to Median and Moutinho (1994) this slow adaptation of quantitative 
methods has been affected by a number of factors such as: 
the complexity of marketing phenomena 
0 interaction effects of marketing variables 
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" measurement problems in marketing 
" instability of marketing relationships 
" relative incompatibility of marketing and quantitative methods personnel 
" dealing with behavioural rather than technological phenomena 
Marketing managers, however, can now utilise a variety of quantitative 
methods (Figure 4.2) to overcome their particular marketing issues because there is 
current development progress and software programs are readily available for all the 
quantitative methods. 
Multivariate techniques are centrally focused for market segmentation studies 
because they offer great deal for examining associations between available (or 
potentially available) variables to form optimum segment profiles. Because market 
segmentation research heavily involves analysing variables, two major factors must 
clearly be taken into account to determine 
whether the variables are dependent, independent or interdependence, 
0 whether the input data is of a metric (interval as ratio scales) or non-metric 
(nominal or ordinal scales) form, 
One should never forget the danger of becoming techniques-oriented in search 
of problems, rather than problem solvers in search of techniques. 
Multivariate techniques in segmentation studies can broadly be classified into 
dependence and interdependence techniques. A dependence technique designates one 
variable as the dependent variable and treat the others as independent variables. On the 
other hand, an interdependence technique is a procedure in which all variables are 
treated equally to find the patterns of relationships rather than designating dependent 
and independent variables. Table 4.1 provides an overview of commonly used 
dependence and interdependence techniques and Exhibit 4.1 highlights each technique 
at the end of the chapter. Their differences are also shown in terms of the measurement 
level of the input data and in terms of the purpose of the analysis. 
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4.2. / Dependence 7ýchniques 
4.2. LI Cross- Tahulalions 
Developing and interpreting cross-tabulations of data obtained by 
questionnaires is probably the most widely used approach today in marketing. Cross- 
tabulation, as a simultaneous statistical tabulation method of presenting and relating 
data, is the concept of having two or more variables for analysis in order to determine 
relationships. 
Cross-tabulation involves a process in forming a two-way table to examine the 
associations among key variables-, the number of responses in each used category of 
one variable is shown in relation to the categories of a second variable. 
There are two main aspects which need to be addressed, which two variables 
should be paired together to understand the situation, and how to form the resulting 
cross-tabulations. To find effective initial starting point for segmenting a market, two 
questions must be paired to understand the appeal of the market segmentation 
relationship. A cross-tabulation can then be formed by using two answer categories as 
showing the column and row headings. The results for both answers can be shown as 
the raw data or answers to the specific two sets of questions, and the answers on a 
percentage basis. Although percentages are easy to compare and helpful in gaining an 
insight into comparing relationships, there are two potential problems: it can be 
misleading if the percentages are based on too small a number of observations; and 
which of the variables is the likely causal variable and there may not be a clear basis for 
presuming a particular direction. This can, however, be solved by examining the 
percentages in both directions. 
The data on each variable must meaningfully be coded into a fixed number of 
categories that should not be large. In particular, two-way tables are appropriate for 
categorical (norninal or ordinal scaled) variables. They can also be used for interval or 
ratio-scaled variables that have been transformed into ordinal scaled variables with a 
limited number of categories. 
When a researcher suspects that certain other variables are likely to effect 
relationship, three-way or even larger tables should be constructed and examined 
appropriately (i. e. multiple cross-tabulations). The inadequate sample sizes and lack of 
information as to which other variables to include often practically and overwhelmingly 
make multiple cross-tabulat ions difficult to apply. Thus, it is recommended that a 
tentative analysis be planned, specifying which cross-t abu lat ions should be used and 
I how detailed each should be. This clear-cut analysis plan needs adequate exploratory 
research capable of leading to a hypothesis concerning the desired variables. 
Cross-tabulations allow direct interpretation and an easy means of 
communicating data to marketing management can be gained by the simple format. 
They can be used to summarise experimental, observational and questionnaire data 
because of their flexibility. Cross-tabulations are easily generated by today's any 
standard computer programs. 
One must always remember that cross-tabulations of data gathered through 
descriptive research can only suggest, but not prove, any cause and effect among 
variables. Therefore, researchers should not arrive at conclusive evidence of a causal 
relationship. The temptation to view a causal relationship as conclusive evidence must 
be resisted unless a controlled experimental study is conducted. Before arriving at a 
conclusion from the results, researchers should ensure that the individual cell sizes, 
along with the overall sample size, are sufficiently large. It is also risky for dr awing the 
whole picture of the situation and the evidence may just lead to a partial answer, 
Cross-tabulations, hence, may need other relevant variables in the analysis so that an 
apparent association can reveal and explain the situation better, Likewise, arriving at 
an absent relation between variables may not be the case meaning that they are 
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unrelated, especially if critical variables, which mask the relationship, excluded from 
the tables. 
To arrive at a conclusion regarding the existence of relationships between 
variables, the results should be tested accordingly. In other words, this cross-tabulation 
technique as a descriptive analysis should be supported by an inferential analysis 
(hypothesis testing) such as Chi-square and Kolmogorov-Smirnov tests for non- 
parametric procedures, and a test for single mean, proportion, two means, etc. for 
parametric procedure. 
Close inspection of cross-tabulation permits the researchers literally to see their 
data. It helps in spotting coding errors, possible non-linear and/or interaction effects. 
However, there are two principal reasons for replacing or testing cross classification 
procedures by more powerful analytical techniques, as Frank el aL (1972, p. 143) 
states: 
I. The need for taking the intercorrelations between a set of independent variables 
into account in order to reduce the degree of bias contained in the estimates of 
their effect on some specified dependent variable. 
2. The desire on the part of the analyst to model the nature and extent of various 
interactions. 
Cross-tabulations are well-practised in hospitality and tourism research. They 
are used effectively for marketing decisions as an initial analysis or supportive testing 
of other methods. Taylor (1986), for instance, carried out a multi-dimensional 
segmentation study for the Canadian pleasure travel market. Three distinct aspects of travel 
behaviour are taken into account: travel philosophies, benefit soughts and activities, 
interests and facilities. Each of the three aspects were also divided into subgroups to 
develop a full cross-tabulation based on (4 X4X 6) matrix resulting in 96 mini segments. 
But the only 42 distinct and valid segments are considered because the others are too small 
or no respondents assigned at all. From the marketing perspective, it would be also difficult 
and costly to market the 42 segments. Therefore, he suggested prospective users to select 
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those segments that are already heavy users of the services provided, e. g. a package tour 
operator, an airline or a National Tourist Office. 
Swinyard and Strurnan (1986) performed a data analysis of restaurant patrons 
to aim at summarising the variables in an understandable and managerially useful way. 
This involved first identifying tile segments through cluster analysis, and then reducing 
the number of measures to a lesser number of factors through the factor analysis; 
finally developing aýmanagerially useful picture of the segments through simple cross- 
tabulations of the clusters. 
Spotts and Mahoney (1991) used a chi-square test as a base comparison of 
three groups; demographic and socio-economic characteristics, recreation and travel 
behaviour, and use of information sources for heavy spenders segment towards 
Michigan. 
4.2.1.2 Regression Analysis 
The nature and strength of existing associations between two or more variables 
can be investigated by regression analysis in marketing practice. It is commonly used to 
predict sales volume depending on various independent variable scores. Regression 
analysis mainly provides measures of association not causation; yet regression analysis 
(and correlation analysis) could assist marketers in understanding better the 
relationships between different variables such as age, income level, etc. 
Correlation analysis is closely related to regression analysis but they differ in 
terms of their purpose and assumptions; 
while correlation surnmarises the degree and the direction of association 
between variables as a single number, regression analysis generates a 
mathematical function linking those variables, i. e. regression equation. 
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0 regression defines a dependent variable and independent variable(s) whereas 
correlation only examines the association between two variables (regardless of 
dependence or independence) 
0 in regression analysis, only the dependent variable is random, the independent 
variable is treated as an absolutely fixed variable. 
Additionally, correlation techniques provide standardised summary statistics to 
measure the goodness-of-fit of the regression equation to the data as well as showing 
the relative strengths of statistical relationships among alternative combinations of 
variables. 
Multiple regression analysis is useful where more than one independent variable 
is likely to be associated with a dependent variable. It aims to develop a mathematical 
model of relationship where variations might be explained and predicted in terms of 
changes in the independent variables. Therefore, two types of basic measures can be 
produced: 
0a regression equation (the parameter values of mathematical model) to predict 
values of the dependent variables as a function of specific independent variable 
values. 
0 measures of variance between the original and expected values of the 
dependent variable. 
Although any number of variables might be included in the regression equation, 
some independent variables can have more predictive power than others. Furthermore, 
one should aim only at capturing linear associations and the equation with significant 
value does not necessarily rnean that there is a cause-and -effect association, which is 
especially caused by applying just mathematical manipulation of the technique instead 
of the prior knowledge and theoretical consideration of the analyst. Moreover, if the 
values of the independent variables are used outside the desired oHginal range in the 
equation construction, then the equation may not provide a reliable prediction of the 
dependent variable. On the other hand, the ranges for all variables should be 
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SLIfficiently wide to have a valid equation as well as avoiding relatively few data entries. 
Lastly, when the problem of multicollinearity -a condition wherein two or more 
independent variables in the equation are highly correlated- exists, interpretation of 
individual regression slopes is very difficult and might be misleading. However, this 
problern should not automatically lead to conclusion that the multiple regression 
equation is useless. 
Multiple regression analysis alone is not entirely suitable for adopting a 
segmentation study. It is more useful in a predictive way of one criterion variable (e. g. 
sales). In contrast, its various combinations or anticipation with other techniques give 
researchers a good starting point for tourism market segmentation analysis. For 
instance, in order to expand the benefits of multiple regression analysis to cover for 
non-metric independent variables, multiple classification analysis or analysis of variance 
can be applied to utilise each independent variable which is categorised and entered 
into regression coded as a set of dummy variables (e. g. zero/one coded). Likewise, 
discriminant analysis is for non-metric data of dependent variables. 
4.2.1.3 Analysis of Variance (ANOVA) 
Analysis of variance (ANOVA) is similar to regression analysis in that the 
purpose of both techniques is to examine the relationship between dependent and 
independent variables. ANOVA can be distinguished from regression analysis in that 
only the dependent variable is categorical (nominal or ordinal) whilst both dependent 
and independent variables are metric (interval or ratio) in regression analysis. ANOVA, 
therefore, performs an appropriate analysis in situations where the independent variable 
is set at certain levels (treatments) and metric measurements of the dependent variable 
are obtained at each of those treatments. 
The F-test is used to determine whether there are one or more significant 
differences between the sample grou ps. At a statistically significant level, the 
differences between means are derived by comparing the variability of values both 
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within and between groups. Provided the data satisfies these requirements, the F-test 
will generate values that indicate whether or not significant differences exist, the 
degrees of freedom present in the table and tile probability associated with the 
measurement. 
A separate Mest may be required for each possible pair of treatments. This 
potential problem may be more difficult when there are more treatment levels. 
ANOVA is more appropriate when comparing multiple sample means and detecting 
significant differences between treatment group means, 
There are some advanced ANOVA procedures that are suitable for specific 
purposes as Parasuraman (199 1) lists: Completely Randomised ANOVA; Randomised- 
Block ANOVA, Latin-Square ANOVA; Factorial ANOVA; Analysis of 
COVARIANCE (ANCOVA). 
Although ANOVA may be used alone for segmentation purposes, the outcome 
could be unsatisfactory: Weaver and McClearly (1984) performed ANOVA and found 
no statistical differences between the way in which their independent variables view the 
dependent variable in various model formats of controlled travel advertisements. They 
wanted to signify the importance of the design of travel brochures which appeal to 
various market segments and examine the reactions of different segments, particularly 
age and sex. Their study only suggested that age was a more significant segmentation 
variable than sex, which could also intuitively be inferred for tourism. 
ANOVA can be more useful for analysing the particular tourism segmentation 
issues with other applicable analyses either together, after or before. ANOVA is 
practised for continuous variables to examine whether differences exist across three 
visitor segments, whereas chi-square analysis is utilised for categorical variables (Uysal 
and McDonald, 1989: for low, medium and high volume visitor segments, Woodside 
and Jacobs, 1985: for three different national samples). ANOVA is applied by 
Calantone and Johar ( 1984) to interpret the seasonal segments that have already been 
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determined by factor-cluster analysis and they chose the cluster solutions as their 
independent variables and twenty travel factors as the dependent variables. Dimanche 
el cil. ( 1986), on the other hand, tested two kinds of questionnaire responses (returned 
on site versus returned by mail) to determine whether there were any significant 
differences between the groups of subjects on several dependent variables 
simultaneously and they found no significant differences for fifteen variables which 
were later assigned as the total set of one sample for further factor-cluster 
segmentation. 
4.2.1.4 Discriminant Analysis 
Regression and discrimýinant analysis are often considered together to predict 
something about dependent variables. In regression analysis itself, tourist arrivals and other 
levels of consumptions can be predicted. On the other hand, in discriminant analysis often 
with a cornbination of regression analysis, groups of the dependent variables are predicted, 
such as in general marketing, profiling users versus non-users, heavy users versus light 
users, brand loyalties versus other products, consumer behaviour, etc. The technique is 
particularly useful in marketing as a means of discrimination between market segments 
in terms of member characteristics. 
Multidimensional Discriminant Analysis (MDA) helps to discover the 
distinguishing characteristics of one pre-specified group against the others. Therefore, 
it is particularly useful as a method for identifying the characteristics that discriminate 
between market segments which are defined prior to analysis based on whatever 
criteria are of interest to the particular study. It also determines how independent 
variables vary according to those categories and provide maximum separation between 
the groups. 
MDA is appropriate where the dependent variable is designated by categorical 
(non-metric) data and the independent variables by continuous (metric) data as well as 
having many pre-specified subgroups. In other words, when the category of a 
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dependent variable is not known and is required to be significantly predicted, relatively 
difficult MDA can be selected for use while the values of related independent variables 
are known. 
While the coefficients (parameters) in regression analysis are calculated to 
rninii-nise the total sum of squares (quantity of the squared deviation of each actual 
value of the dependent variable from its mean value), in discriminant analysis the 
parameters are selected in such a way as to maximise the hit rate ratio which shows the 
proportion of units correctly classified by the discriminant function. This ratio can be 
achieved by constructing a confusion matrix which indicates the degree of 
correspondence, or lack thereof, between the actual groupings of the sample units and 
the predicted groupings obtained by classifying the same units through the discriminant 
function. 
The potential limitations and precautions of regression analysis should be taken 
into account when applying discriminant analysis since both techniques involve forming 
linear combinations of independent variables. Although MDA is not as popular as 
regression analysis or Analysis of Variance, there is high potential for segmentation 
studies and it is widely used in different marketing research settings. 
Lee (1992) used discriminant analysis as a starting point to seek insight and 
useful ways of segmenting the market rather than the ability to make predictions about 
individuals (where he has shown weaknesses of cluster-based segmentation analysis). 
In his study, discriminant analysis served to achieve the objective of Market Dynamic 
Analysis method -which is an analytical approach for developing an understanding of 
the forces at work that account for brand choices in the market places- where the 
multivariate segmentation procedure is directly tied to market behaviour and the 
relevance is formed as the market segments relating to market forces are identified by 
taking into account the brand choice, 
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Woodside and Soni(1991) used MDA along with ANOVA and cross- 
tabulations to examine how their five-group life cycle classification is associated with 
buying behaviour, demographics and psychographics but MDA did not provide as 
many findings as other techniques did, and the authors pointed out that others gave 
greater insight into how the customer groups differed against the independent 
variables. 
Calontone and Johar (1984) analysed the seasonal data of Massachusetts' 
automobile tourist market by using a benefit segmentation framework with the 
applicants of factor and cluster analysis separately. They tested the travel factors for 
interval validation through M]DA afler employing the cluster method. The purpose of 
this analysis, therefore, was to test the possibility of reproduction of the clusters and 
the internal consistency of the segments developed. Weaver el at (1993) utilised the 
technique to profile the business travel market groups which are obtained by the cluster 
technique based on demographic and other related variables and arrived at the 
conclusion that five out of six factors significantly predicted cluster memberships. 
(Shoemaker, 1989: similarly for senior pleasure travel markets). 
In tourism practice, MIDA is also used prior to other studies (Mazanec 1992: 
for a neural network model). It is also avoided in specific situations (Spotts and 
Mahoney 1991, Uysal and McDonald 1989). Spotts and Mahoney argued that 
discriminant analysis would have only analysed the behaviour of individual travel 
parties given the fact that their marketing strategy was interested in the behaviour of 
segments and therefore, as stated earlier, they used chi-square analysis for segmenting 
visitors to Michigan based on the value of their expenditures. In the Uysal and 
McDonald case study, the majority of the independent variables they used were 
measured at the ordinal and nominal levels. Instead of MDA, they employed chi-square 
tests (cross-tabulations) for categorical data and Analysis of Variance for continuous 
variables to examine whether differences existed across their three visitor market 
segments based on a trip index 
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4.2.1.5 Automatic Interaclion Defector (AlD) 
Automatic Interaction Detector (AID), which was introduced by Sonquist, Baker 
and Morgan in 1963, aims to group respondents with similar charactedstics. It starts with a 
single dependent variable and then goes like a tree diagram through the independent 
variables to explain the variation in the dependent vaHable. It basically divides, a sample 
through a series of binary branches across a set of independent variables which provide 
the greatest discrimination (maximum level variance) in the dependent variable. It 
analyses first the independent variables one at a time to arrive at a conclusion which 
has most impact on the dependent variable and then branches those variables down 
until there are no possibilities for future discrimination. 
According to Beane and Ennis (1987), AID is a powerful tool for identifying 
nonlinearities and interactions which might be in the data and it is also similar to 
stepwise multiple regression techniques, with the only exception that the considered 
nonlinearities must be pre-specified. Frank el aL (1972) emphasise that AID deploys an 
extensively large number of dummy variable regressions which "test for nonlinearities 
and/or interactions without the requirement that the analyst on an a prior basis specify 
either the model to be tested or the corresponding transformations required of the 
independent variables" (p. 147). 
AID might employ all forms of data which may also contain nonlinearities, 
correlations or interaction effects. AID, however, is specifically required for non- 
metric data and metric variables, therefore, have to be converted; for example, age or 
income level attributes (ratio scaled) must be categorised into age or income level 
groups (ordinal scaled). 
AID is not exactly a multivariate technique since the independent variables are 
not examined simultaneously, but it is usually considered as one (Hooley 1980). MAID 
(Multivariate AID) is an extension of AID using more than one dependent variable. There 
is a distinction between one continuous dependent variable and other independent variables. 
AID grouping is heavily based on the value of the dependent variable and is useful for a 
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screening procedure to distinguish important variables which can be further analysed by 
other multivariate techniques, as well as with discriminant analysis (DA) as for 
supporting the validity of AID results "... the exploratory strength of AID combined 
with inferential statistics of DA leads to methodological improvement in a priori 
segmentation analysis" (Mazanec, 1994; p. 102). 
AID is easy to interpret due to the simplicity of the model's output and the 
relative ease of explanation to non-technical people. It also acts as a good initial 
screening method to form distinct segments quickly. However, it has some drawbacks 
as follows, 
a very large sample size is needed 
it only looks at one dimension at a time 
interaction discriminating variables may lead to omission of some segments 
it rapidly breaks down the sample into groups which may become too small for 
further useful segment analysis, or 
0 stopping the split early may exclude a better segmenting opportunity 
0 tree instability can be created due to the fact that different samples may result 
in different trees. 
Chi-Square Interaction Detection (CHAID) as a further development of AID 
overcomes some of the limitations of the AID technique without losing the benefits 
(Baron and Philips, 1994). 
Large scale tourism research can comfortably be carried out by an instructive 
AID analysis and its output conveys a more illustrative description of tourist segments 
than other techniques. Since it is more suitable for nominal independent variables and 
dichotornous dependent variables, there is no need for prior assumption of the 
properties of the data e. g. linearity or normal distribution of error terms. 
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Vanhove (1989) gives a good example of AID study in that gross holiday 
panicipation as a dependent vaHable and geographical area, degree Of Urbanisation, age and 
incorne as independent variables were applied for tile Belgian tourist market. 
Mazanec (1994) underlines the importance of the combined use of AID with 
other techniques and supports this by giving the example of the Austrian National 
Guest Survey. In this study, cross-tabu] at ions first provided the basis for the hypothesis 
for the application of AID. Therefore, the available number of variables was reduced 
from 257 to 28. Correlations arnong predictors were than examined and 24 rating 
variables were further reduced to five factors by-a principal components analyýis. After 
applying AID analysis on these predetermined grounds, the results were subjected to a 
subsequent statistical test, i. e. discriminant analysis with dichotomised dummy 
variables. 
4.2.1.6 Canonical A nalysis 
Hotelling (1935) first introduced canonical analysis to deal with relating two 
sets of variables measured across the same group of respondents. Canonical analysis is 
a procedure to formulate two sets of variables (more than one dependent and 
independent variable) to look at the intercorrelations between these sets rather than 
conducting successive analyses using only one dependent variable at a time. It involves 
both clustering and predicting whilst other involve one or the other, but not both. 
Canonical analysis is useful to indicate overall relationships between dependent 
and independent variables if little knowledge exists about the relationships in advance, 
i. e., in marketing terms, when little is known about a market and variables cannot be 
intuitively eliminated from the analysis. 
There are some precautions to be considered when using groups as segments: 
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0 groupings by canonical analysis may not technically represent similar groups of 
people. These groups represent a linear prediction derived from a combination 
of variables, which must be interval scaled and randomly drawn; 
falsely constructed interpretations should be avoided in the creation of sub-sets; 
although other techniques can provide better distinct segments, canonical 
analysis can be workable firorn a managerial standpoint and rather helpful in 
market structure analysis especially as a means to communicate with discrete 
segments. 
Additionally, the following important points should be carefully considered for 
the correct interpretation of analysis results: 
coefficients -show common variance in linear composites of variables; not the 
variables themselves-, 
shared variance -the amount present may not be spotted; 
weights -may cause instability due to multicolinarity among the variables; 
each pair of canonical variables -which is independent from other pairs; 
inclusion of cut-off-points -which depends on the purpose of the analysis and 
avoid manipulation 
There are three forms of canonical analysis which are practised: correlation, 
variate, and regression. Canonical correlation analysis is the most commonly practised 
one discussed so far. Canonical variate analysis is a similar process to factor analysis in 
that it reduces the number of variables. Canonical regression analysis is similar to 
regression except that the dependent variable is multivariate and used as a linear 
combination of observed dependent variables. 
Although canonical analysis has attracted researchers to construct tourism 
dernand estimation models (Uysal and O'Leary, 1986), Pyo el al. (1989) attempted to 
explain the relationship between attraction attributes and motives of pleasure travellers from 
the United States to Canada. By utilising canonical analysis, important attraction attributes 
with motives, from general to specific, were combined as variate pairs by segments of the 
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touHng trip market. More recently canonical analyses exercised in product bundles and 
travel motivations (Oh el cil. 1995); and push and pull motivations (Baloglu and Uysal 
1996). 
4.2.2 Inlerdependence 7echniques 
4.2.2.1 Factor analysis 
Factor analysis can show the degree of association among all of the variables 
without dividing the data into dependent or independent variables. It is concerned with 
simply identifying groups of similar statements (such as psychographic and benefit 
segmentation variables) and combining them into factors by reducing or summarising 
unnecessary data in a given marketing situation. Thus, factor analysis is a primary 
marketing tool to reduce a large number, of variables to a few actionable constructs. It 
is obvious that reducing large obtained data could be more responsive to Marketing 
decision making. The standard methods of factor analysis can reveal graphical 
presentations of the data into three or more dimensions, 
Factor analysis attempts to partition a given set of variables into groups of 
maximally correlated variables as factors which give maximum information of the 
original variables, It begins with examining matrix of pairwise correlations among the 
original variables, which requires interval-scaled metric data, and finds ways of 
combining them into factors. Needless to say, factor analysis will not be beneficial, if 
the original variables are poorly correlated, and may cause significant loss of 
information embedded-in the raw data. 
A factor-loading rnatrix, which shows the Pearson correlation c9efficients 
between the original variables and factors, is a primary output of computer programs 
for factor analysis. It constructs tile factors in such a way that correlation between any 
pair of extracted factors will be zero, showing that there is no overlap or redundancy 
of information among the factors. 
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One of the potential applications of factor analysis is to start to develop a 
comprehensive multiple-itern scale (e. g. a likert or semantic differential scale) by 
generating a large set of statements for measuring various marketing issues. Then it 
can reduce the set of statements by ensuring that the retained statements adequately 
reflect the critical aspects of the construct being measured. This form is frequently 
used and can be judged from published research reports and articles. 
A second approach of factor analysis is as a guide towards developing 
segmentation studies in that the nature of distinct dimensions underlying an existing 
data set can offer managerial insights, which may not be gained by any other studies, to 
focus on those critical criteria of customer evaluations (e. g. Q-factor analysis). 
Third application might be converting a large number of data into a set of 
factor scores (the values for a sample unit of a given factor and is obtained by 
substituting the sample unit's values of the original variables into the linear 
combination representing the factor) on a limited number of uncorelated faqors (e. g. 
R-factor analysis). This is an ideal approach for using factor analysis along with other 
techniques. For instance, to overcome the multicollinerity problem for a multiple 
regression analysis, factor analysis may first be performed to gain most of the 
information in the independent-variable data set so that uncorrelated factors can be 
treated as independent variables and their scores can be used as raw data for multiple 
regression analysis. Factor analysis may even precede other techniques, for instance, 
after perceptual mapping. In this way, the researchers ask consumers to rate each 
competitor on each determinant attribute rather than using similarity judgements. 
These ratings are then subjected to statistical factor analysis to determine the 
correlation among the ratings. The procedure usually finds that various attributes can 
be reduced to a very small number of underlying factors that are used to evaluate 
alternatives. 
Apart from its use in market segmentation, factor analysis is also applicable to 
product positioning, analysing consumer behaviour, evaluating company or product 
images, etc. 
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Factor analysis is widely used because it reduces very large and complex 
databases into smaller sets of explanatory (e. g. showing similar perception) factors and 
it can easily be carried out by available computer programs. It also suggests ways to 
simplify questionnaires in future studies as well as calculating scores of new variables 
for use in future analysis. However, a great deal depends upon the interpretative skill 
of the analyst that extracting factors into manageable numbers and labelling them, 
which depends entirely on subjective decision; there may also be difficulties resulting 
from the need to know all benefits and attributes and measuring subjective ones. 
Moreover, it is likely that variables with high loadings can have little in common so 
that naming those variables as factors can be hard. Furthermore, as noted earlier, there 
is the potential for significant loss of information from the original data after factor 
analysis, and over-imaginative interpretations may occur especially if other situations 
may not be clear. 
Marketers can also utilise another similar form of factor analysis: latent 
analysis. According to Meidan and Mountiho (1994) it can be used as "a framework 
for investigating causal systems involving both manifest variables and latent factors 
having discrete components" (p. 272). Latent analysis has the same objective as factor 
analysis in that it firstly extracts the important factors and discovers the relationships of 
variables with these factors, and secondly it classifies the respondents into typologies. 
Factor analysis is useful to generate such tourism typologies but there are 
practical and conceptual difficulties. Many tourism studies take into account small 
samples for specific purposes. However, there is little comparative work to link any 
databases in terms of commonal attitudes to other aspects of tourist typologies in order 
to market offerings directly. 
Kaynak ( 1985) used factor analysis to identify twelve activity packages sought 
by the holiday-seller in order to facilitate more specific marketing of tourism research, 
with advertising aimed at well-defined new market segments. Gitelson and Kerstetter 
(1990) tested the relationship between sociodemographic variables, benefits sought and 
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Subsequent vacation behaviour on North Carolina visitors. The result of factor analysis 
showed that there was a relationship between some sociodernographic variables and the 
benefits vacation travellers seek as well as the benefits sought relating to certain travel 
behaviours. As a result, various segmentation strategies can be developed by using factor 
analysis findings. A non-resident tourist on the basis of vacation benefits sought was 
examined by Loker and Perdue (1992) to segment this particular market feasibility by 
factor and cluster analyses. They analysed twelve respondent statements representing 
common benefits desired by travellers and this resulted in four factors labelled as 
escape/variety; natural surroundings; excitement/variety; and the opportunity to spend 
time with family and friends. 
One may easily assume intuitively, by looking at factor analysis in tourism 
segmentation researches, that factor analysis will most likely be fruitful when it is used 
with a combination of other techniques. For instance, Jurowski el at (1993) used a 
combination of multivariate techniques for a national park segmentation: the first 
factor analysis of sixteen preferences which resulted in three factor groupings. Two 
clusters, then, 
. 
emerged by cluster analysis. These clusters were examined by 
discriminant analysis of preference to identify discriminant factors for each cluster. 
Lastly, this procedure tested by t-test (on continuous variables) and chi-square (on 
categorical variables) in order to finalise the identification of significant cluster 
descriptors. Meanwhile, Weaver el al. (1993) based their study on a prior tourist type 
of business traveller to determine hotel selection criteria (fifty five attributes) which 
reduced by factor analysis into manageable factors (fourteen) for preceding cluster 
analysis. Cluster analysis which only took six factors out of fourteen by ANOVA, 
resulted in three meaningful clusters which were further analysed by discriminant 
analysis with the inclusion of some demographic information to profile the 
characteristics of clusters. 
4.2.2.2 ('Iuslel- A iialy. vis 
Cluster analysis attempts to cluster objects into groups which have simýilarities 
according to overall statistical measurements of several (all simultaneouslY considered and 
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nietric-independent) variables. It determines high homogeneity within clusters and high 
heterogeneity between Clusters without making any pre-assumptions for categorising 
respondents, and on the plotted diagram the points witHn a cluster should be close together 
while different clusters should be far apart. To put it simply, minimising interpoint distances 
within clusters and maximising them across clusters should be given high priority. Cluster 
analysis, hence, differs frorn factor analysis in that cluster analysis creates groupings of 
consumers who are similar to each other wWle factor analysis focuses on creating groups of 
variables that are similar to each other. 
Clustering techniques can be found practised under different names according to 
Everitt (1974): cluster analysis, Q analysis, typology, grouping, clumping, classification, 
numerical taxonomy, and unsupervised pattern recognition. Clustering techniques have 
several possible uses appropriate for segmentation studies such as finding a true typology; 
model fitting, prediction based on groups; hypothesis testing; data exploration; hypothesis 
generating and data reduction. Although clusters should ideally be self-evident e. g. 
classifying people as male and female, marketers today need much finer discrirninants using 
two or more dimensions. Thus, this greater sophistication needs an expansion of clustering 
techniques as Baker (1985, p. 147) classifies: hierarchical -agglomerative or divisive in 
nature; optimisation or partitioning, density or mode-seeking; clumping and others. 
The Herarchical clustering (also known as their "build-up" or "bottom-up" 
approach; Wind, 1978b) technique, which more widely used in segmentation studies, can 
work in a stepwise fashion, starting with an individual as a potential market and'can then 
combine them into groups due to the force of economic terms. Alternatively, the whole 
market can first be focused on to divide the individuals into groups. 
Partitioning techniques (also known as "breaking-down" or "top-down" approach; 
Wind, 1978b) are different frorn hierarchical ones in that adjustment of the original clusters 
is based on predetennined criterion and is permitted through a process of reallocation until 
an optimum segmentation is achieved, This makes partitioning analysis superior to factor 
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analysis (Myers and Tabuer, 1977), AID and regression analysis (Doyle and Hutchinson, 
1976). 
Mode-seeking techniques involve challenging the human observer's abilitY to 
distinguish clusters of higher density surrounded by spaces with lower density. Clumping is 
essential where overlapping clusters are desirable as objects no longer belong to one 
segment cluster, which may well intersect with another. Overlapping clustering is an 
exceptional segmentation technique other than the more traditional ones in that segments 
are not based on exclusivity; instead, the individuals are treated as being able to belong to 
more than a single segment. Tlýs is mainly because the language and words wHch may 
have several meanings. Other techniques consist of Q-factor analysis and latent structure 
analysis, etc. which cannot be put into any of the other categories described above. 
Hartigen ( 1975) also suggested that clustering techniques rnight be categorised, on 
the basis of mode of research, as sorting, switching, joining, splitting, adding and searching. 
The existence of many techniques available for clustering gives self-evidence that 
there cannot be optimally best methods. However, researchers should be careful about 
choosing clustering techniques; which algorithm (and measures of sirnilarity or distance) 
and type of measures (standardised, weighted, etc. ) would be most appealing under their 
specific conditions and purposes. The first priority should be appropriateness for choosing 
the techniques and farniliarity, availability and cost of operations should follow suit. 
Furthermore, researchers should intuitively seek reasonable ways to validate their clustering 
techniques as follows: 
0 use of several clustering techniques based on different assumptions on the. same set 
of data and select the greatest majority of clusters produced; 
0 divide data randomly into two and test both assignments of partitioned samples 
against the total sample; 
0 make predictions about the effect which the ornission of some of the variables 
would have on the group structure and then check that the predictions are verified. 
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Since several clustering procedures are available and each provides its own set of 
complex computer procedures, the basic rule is the same for all in involving measuHng the 
similaHty (ascertained through the distance measure) between objects on the basis of their 
values or the various characteristics. 
A scattered plot serves to construct clusters by determining how many distinct 
clusters there are and to which cluster each data point should be assigned through a trial- 
and-error procedure. Although the computer algorithms may be various, the algorithm 
calculations for all is to start with some arbitrary cluster boundaries and transform them 
progressively until the average interpoint distances between clusters are rnýinimal concerning 
the average distances between clusters. The general rule for interpreting data is that the 
solutions given should lead to a proper re-examination of the data matrix rather than a mere 
acceptance of the clusters produced. 
Cluster techniques may be more powerful when linked with other techniq`uies. They 
may be used for reduced-space analysis sinilarly to factor analysis and multidimensional 
scaling. Therefore, all three approaches can generate the presentation of results in a 
graph, ical format. Moreover, although both cluster analysis and discrimýinant analysis aim at 
partitioning a collection of objects into groups, discriminant analysis can prespecify the 
groups on the basis of a dependent variable, (wHst cluster analysis does not include a 
dependent va6able) cluster analysis can utilise this main advantage and other advantages of 
discrirninant analysis. For example, Lee (1992) proposed a market dynamics analysis to 
develop an understanding of the forces at work that account for brand choice in the 
marketplace. Hs method differs drastically from many common clustering techniques in 
that market behaviour is the prime feature for the segmentation procedure through its use 
of discrirninant analysis. 
Although cluster analysis has high potential strategic implications in market 
segmentation studies in which the objective is to identify distinct customer groups, in 
general marketing practice it may well be used in grouping products, brands, geographical 
areas and distributors, investigating consumer responses to marketing stimuli and 
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relationships between buying behaviour and personal cliaractefistics-, and testing market 
locations. 
Cluster-based segmentation appears to be a very appealing research method 
because its findings usually provide a simple and easy-to-understand profile of the market. 
A limited number of narned consumer types is introduced with intuitively recognisable 
descriptions, however there are two major obstacles wNch cluster analysis may encounter: 
0 validity of the segments: cluster-based segmentation must be valid not only for the 
survey sample but for the whole interested market. Respondents assigned to 
segments must also be reasonably well described by the attribute profiles of the 
each segment. It is also arguable that the method may be to ask each respondent to 
cluster regardless, of their distance; i. e. some respondents may not possibly fit the 
assumed cluster. 
0 relevance to the segmentation interest in that there is no assurance that a given 
segmentation will necessarily be relevant to the problem at hand. 
Additional problems and limitations can be listed for cluster analysis as follows: 
" precise definition of a cluster 
" clusters may change over time 
" the choice of variables 
the measurement of similarity and distance 
deciding the number of clusters present 
potential for spurious meanings of clusters 
non-existence of defensible procedures for testing significantly the emerging 
clusters. 
Cluster analysis is more complex than other multivariate techniques. It is commonly 
used in toudsm market segmentation aimed at creating homogenous clusters of touHsts 
who are as different as possible from each other. Cluster analysis should be combined with 
other analysis techniques to assess tourist segments effectively. 
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As mentioned earlier in the factor analysis section, cluster analysis usually starts 
afler factor analysis has been used and this is also very apparent in tou6sni market 
segmentation cases (Loker and Perdue, 1992, Jurowski ei at, 1993). There are also other 
approaches which are taken differently: using factor-clusteHng analysis after or before other 
techniques are applied (Fodness, 1990, Fodness and Milner, 1992: afler perceptual 
mapping, Shoemaker, 1989: before perceptual mapping and discrimýinant,,.. analysis; 
Dirnanche el (it, 1993: afler MANOVA; Weaver el at, 1993: before discriminant analysis 
and cross-tabulations; Swinyard and Struman, 1986: before factor and cross-tabu lat ions; 
Calantone and Johar, 1984: afler MDA and ANOVA). 
Mazanec (1984) claims that the application of cluster analysis to tourism market 
segmentation is favoured considerably if the level of measurement is harmonised by the 
procedure which should take a large sample size, and the results may have already been 
intuitively known before the survey. Thus, he stresses that conventional clustering methods 
can oflen be inflexible and impractical. For instance, Levens (1972) found predictable 
results in his factor-clustering study wNch aimed at detecting the simýiladties between eight 
Mediterranean countries as objects by asking international holiday makers from Great 
Britain how they compare these holiday destinations. 
Davis and Stemquist (1987) tried tO identify tourist-attracting features for the state 
of McHgan. They developed a multi-attribute attitude techrýique by using ten tourist 
attracting attributes based on a linear-compensatory. Statistically significant different 
clusters were identified and the benefits sought by these clusters were found to be different, 
but not demographically. They concluded that cluster analysis had been produced as a 
viable technique for segmenting the tourist market. 
Oppedijk Van Veen and Verhallen (1986) conducted a cluster based causal 
study similar to benefit segmentation, in which respondents were grouped according to 
their attitudes towards vacations, vacation requirements, and desired vacation 
activities. Mazanec ( 1984) also studied benefit segmentation with cluster analysis by 
using an illustrative example drawn from the Austrian domestic travel market. He 
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demonstrated that some benefits were incompatible with each other when examined at 
segment level and consequently commented that the risk of spurring conflicts for a 
resort or destination area which cannot successfully appeal to an imaginary average 
vacationer ernerging as a mere statistical artefact. 
Hsieh el at ( 1992) identified five cluster groups (by a hierarchical approach) of 
the Hong Kong international pleasure traveller by activity segmentation base, i. e, 
visiting friends and farnily, outdoor sports, sightseeing, full-house activity, and 
entertainment, but statistical differences were found for party size, age, occupation and 
education (tests of chi-square for categorical data and ANOVA for continuos 
variables). Schaffer (1987) applied factor-clustering analysis to extract factors from 
strategic components and to cluster strategic groups for lodging industry, whereas 
Hawes (1988) utilised it in order to profile travel-related lifestyles of older women. In 
another cluster study (Davis el al., 1988), distinct clusters (namely haters, lovers, 
cautious romantics, in-betweeners and love 'em for a reason) were exploited on the 
basis of the statements gathered from local residents of Florida with respect to their 
AlOs towards tourism. These clusters were further tested against a number of 
classifying variables to see existing differences between cluster types by applying cross- 
tabulations. 
4.2.2.3 Mullidiniensionalkaling (AIDS) 
Multidimensional Scaling (MDS), also known as perceptual mapping, was 
originally developed to measure human perceptions and preferences. The objective of 
NIDS is to produce a representation of the relationships among objects, variables and 
respondents to reveal a clear picture of object images and requirements in the minds of 
the respondents. In marketing practice, Nfl)S graphically attempts to represent product 
attributes based on relationships, differences, interactions, etc. between perceived and 
preferred brands, products or ideal products. 
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MDS generally looks at inferring tile nature and the least possible number of 
dimensions necessary, which exhibits customers' judgements about objects within a 
given set. Thus, MIDS is a helpful multivariate technique for marketers to verify 
concerned dimensions of consumers, assess and narrow-down the optimal number of 
dimensions in their particular marketing situations in order to arrive at a better 
understanding of how the objects are related perceptually. However, according to 
Parasurarnan (1991), labelling the dimensions is quite subjective and a potential 
problem area, "it basically involves inspecting the relative position of the objects along 
with each dimension and inferring what the dimension is most likely to represent on the 
basis of one's prior knowledge about the objects themselves. " (p. 769) 
Data can be formed from either ranking questions (non-metric, asking 
respondents to rank objects) or more refined rating questions (metric; Likert type). 
Non-metric MDS observes the entire structure of variables together for obtaining 
metric output from attitudinal non-metric input data to visualise and judge the 
relationships among the variables, 
The need for an increased number of objects results in a higher dimensional 
space to represent the objects in accordance with consistent configurations among the 
perceived similarity rankings or ratings. More dimensions can be added but interpreting 
the results becomes more complex for each additional dimension. Therefore, in order 
to manage the technique, a suitable software package is a necessity especially owing to 
the complication of investigating all variables in given dimensions. 
Although MDS is mostly practised for product positioning, the technique is 
successfully applied in various marketing circumstances: developing advertising 
slogans, improving firm, brand or product images and their positions; introducing new 
product designs, and determining marketing mix strategies. For segmentation 
purposes, MIDS should be conducted to group respondents in accordance with their 
similar ideal points based on the dimensions studied. This can be identified on the basis 
of the commonality of preferences either in a common (total market) perceptual space 
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or in spaces unique to each perceptual segment (Wind, 1978b), If there is no particular 
product near to one cluster of ideal points then a high marketing potential exists 
The output of MDS is easy to understand and explain because the input data is 
usually transformed on two- or three-dimensional plots. However, it does not mean 
that the results are always ideal. Moreover, because of their static picture, maps are 
subject to change when adding or excluding objects which emerge. Segments may also 
be indistinct, may not be applicable to all markets, and the similarity of segments may 
need inferential analysis. An appropriate (opposite) technique, for instance, clustering, 
factor or discriminant, in conjunction with MDS may solve this global inference 
problem to identify segments of customers with fairly similar multidimensional maps. 
In tourism practice, MDS is mainly utilised with other techniques to segment 
tourism markets. MDS was used as an initial technique for cluster analysis to segment 
theme park visitors (Fodness, 1990: based on air and auto visitors; Fodness and 
Mulner, 1992: based on welcome centre visitors). In these studies MDS attempted to 
determine which theme parks are the most competitive, having the objective of not 
only identifying the level of interchange among theme parks but also suggesting the 
underlying dimensions which explain the nature of the interchange pattern. 
Shomaker (1989) alternatively used perceptual mapping to imply the output of 
prior clustering and discriminant analysis by breaking down the senior traveller market 
into clusters parallel to their reasons for pleasure travel: family travellers, active resters 
and older set. The perceptual map showed how these different clusters perceived each 
variable by a vector representation and the length of vectors expressed the differential 
importance of one group frorn another. 
4.2.2.4 COrre. spondence Analysis (CA) 
As a special procedure of canonical analysis between sets of indication 
variables, correspondence analysis (CA), also called "homogeneity analysis", 
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"canonical scoring", or "factorial analysis of correspondence", portrays sets of data 
points in a joint space usually defined by two or three dimensions and the axes of the 
joined space are the principal components (contributors to variance) identified in the 
analysis. 
CA is similar to a number of other techniques, but not exactly the same (e. g. 
canonical correlation or MDS). CA differs from other interdependence techniques in 
its ability to comfort both non-metric data and non-linear relationships. For instance, 
CA has relative flexibility compared to the assumptions of MDS, because it represents 
linear and non-linear relationships equally well, especially with its strict use of non- 
metric data. Despite the fact that CA has lack of assumptions, it is a compositional 
technique as the completeness of the attributes used and the compatibility of variables 
may well be examined. CA distinctively derives sets of multidimensional 'scores' with a 
well defined and intentional geometric interpretation, thus it is considered primarily as 
a geometric technique rather than a statistical one. 
Although the algebraic formulation roots of CA go back to Hartley (1935), it 
has gained more attention by Benzecri in France in the form of today's application as 
the geometric technique. CA may tend to give a wrong impression (as thinking of 
correspondence in the less concrete sense of agreement) in its English translation from 
French in which the term 'correspondance' denotes the 'system of associations' 
between the elements of two sets. Thus Greenacre (1984) introduced this pioneering 
book into English (due to a need for a proper English translation of CA) to explain a 
specially Benzecri's philosophy and the principles of CA. 
CA, as a visual or graphical technique, could be utilised to scale a matrix of 
data (either correspondence or cross-tabulations table) to show the resemblance 
between rows and columns. The row and column scores are reported in corresponding 
units, which permit the portrayal of points in joint space and facilities interpretation. 
The raw data of cross-tabulation results, for instance, can be processed in order to 
calculate the cumulative proportion, explained by the number of dimensions, so that 
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the contribUtions of each row and column points may be gathered to generate and plot 
scores of each row and colunin on a correspondence scaling niap. 
CA mainly requires categorical data such as binary (yes-no) or discrete 
(multiple-choice responses). It can also be applied to continuous (but non-negative) 
data, which must, however, be converted to discreet form. This is especially 
advantageous to the tourism analyst who mostly deals with categorical data which 
cannot be handled by other popular multivariate techniques (e. g. discriminant analysis) 
without the likelihood of violating their statistical assumptions. 
Apart from market segmentation, CA is particularly yielding for tracking brand 
(destination) image, positioning a product against its competitors and determining who 
are the non-respondents in a survey most closely corresponding. Cross-tabulations are 
mainly used as a basis for CA to illustrate simultaneously both brands and attributes in 
a single space (Hoffman and Franke, 1986). In tourism segmentation research practise 
ul mational one good example carried out by Calantone el al. (1989) for multiple m fi 
tourism positioning based on attributes for several origins and destinations. 
4.2.2.5 Coiýoinl analysis 
Conjoint analysis, -also called Conjoint measurement and trade-off analysis-, 
measures the impact of varying product attribute mixes on the purchase decision and 
ranks consumer perceptions and preferences in creating an overall desirability for the 
products, and the consumers are then evaluated and grouped for segment 
homogeneity. 
In general, conjoint analysis usually consists of three major parts, preference 
ranks (or less likely ratings) of a set of hypothetical objects; perceptual rankings of the 
current objects with a set of attributes, and a set of demographic and other background 
characteristics. 
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Although conjoint analysis is similar to MDS in terms of measurement of 
psychological judgements, joint effects of variables on the individual specific results 
generated by a set of utility values, and revealing possible new product formulation 
strategies, respondents in conjoint analysis rank the stirnuli items in order of their 
preferences or desirability instead of the degree of similarity as in MIDS. 
Conjoint analysis attempts to derive the utility values that consurners 
presumably attach to various levels of an object's attributes on the basis of customers' 
overall cornparative preferences for different key bundles of attributes or descriptive 
profiles of objects. Conjoint analysis starts with constructing several descriptive 
profiles (i. e. hypothetical stimuli) by combining different levels of selected attributes. 
Respondents can than be asked to evaluate combined product attributes and sort them 
into an overall order (ranking) of preferences. A value to each attribute level can be 
generated to calculate the preferences for each chosen combination value. The 
judgernents frorn most preferred to less preferred can be ranked by the highest towards 
lowest sum values that the individuals assign. 
Data collection is a paramount key factor in conjoint analysis and some 
problems may occur in the process, especially if the number of attributes is numerous. 
The difficulty in systematically formulating descriptive profiles and presenting these 
profiles without overwhelming the respondents produces two major issues. These can 
be overcorned by using high speed computers to construct the stimuli, present them to 
respondents, record their preferences, and transfer the data immediately to a central 
computer's memory. 
As a dynamic approach, conjoint analysis can develop a large number of 
alternative segments based on the responses to a new product concept or can predict 
consurner preferences and behaviour in order to compare competing product concepts 
to determine the most appealing being offered. 
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Two different types of approaches can be classified to obtain customer 
preferences as ranking data: 
" two factors-at-a-tirne (trade ofY) approach, customers consider just a pair of 
attributes at a time to rank their preferences 
" full profile approach; customers rank their preferences for all possible 
combinations of the attributes and profiles. 
The trade-off approach is easier for customers to respond to, but it can only 
present partial stimuli to respondents and thus, can only provide limited meanings of 
the preference ranks. However, a full-profile approach may be more realistic but makes 
it difficult for respondents when the number of attributes increases. Alternatively, all of 
the features can be evaluated at once but in some prearranged combination. Therefore, 
respondents can have relatively less time to indicate their important feature choices 
which allow the researcher to progress accordingly in order to draw inferences for a 
final new product design or product modifications to strengthen the performance 
against competition. 
In addition to the uses of conjoint analysis given above, there are some other 
potential areas of marketing application: package designs, brand name determination, 
pricing and value, relationships, promotional congruence testing, the study of 
functional against symbolic product characteristics, etc (Meidan and Moutinho, 1994). 
There are some considerable precautions and limitations which should be taken 
into account when applying conjoint analysis; 
the utility measurement might be used as the predictor instead of the actual 
purchasing behaviour; 
incomplete configuration of elements may be utilised in the concepts; 
sorne elements cannot be used for aggregating utilities, especially in the case of 
a new product owing to competition, 
competitive reaction toward the effects of promotion and distribution effort is 
neglected, 
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0 actual product and concept statement perceptions may be different; 
0 preferences and competitive products may change substantially until new 
products become available on the market; 
0 respondents may becorne overwhelmed and make any choice to finish the 
questionnaire process, 
0 sorne features are difficult to express in levels, 
some products may not be appropriate for conjoint analysis such as those 
products that need minimal buying decision, low risk and cost products, and 
those products with features which have no manipulation possibilities; 
0 correct features should be included, e. g. from focus groups. 
In tourism practice, conjoint analysis may be of assistance to estimate how 
consumers make trade-offs such as their sensitivities to different destination attributes 
as well as using tests for alternative positioning strategies against rival destinations. On 
the other hand, Ryan (1991) argues that conjoint analysis can be more effective in 
measuring responses for various destination images. 
"One of the problerns associated with multi-attribute models is that 
it is objected that holidaymakers, when making choices, do not in 
fact separate the individual components of a holiday destination, but 
rather compare a concept of the total image of a place... and one 
such approach is that of conjoint measurement. " (p. 183) 
Woodside and Carr (1988) stress that conjoint analysis provides more 
sophisticated information on alternative offerings and information on the utility 
(travel I er-perceived value) of each offering measured against the utilities of 
competitive destination offerings. They add that it is especially useful for the initial 
tourism product test for competing destination by considering other variables such as 
demographic, psychographic, benefits, etc. to provide insights for future travel 
behaviour. In their particular conjoint analysis, three vacation trip attributes are 
selected with three additional levels for each attribute: i. e. destinations (three 
countries), major activity on the trip (attending cultural and local events-, sightseeing, 
and visiting friends and family members), and total trip cost (three different price 
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levels) resulting in twenty seven COUntry-activity-cost cornbinations. They also point 
out the limitations of small sample and data collection which should be large and 
annual basis together with data and intended and actual travel behaviour. 
4.2-2.6 Componential Analysis ((Y)SEG) 
As an extension of conjoint analysis strictly for segmentation purpose, 
componential analysis (COSEG, also known as segment congruence analysis) was 
developed by Green (1977). Being of a disaggregative nature, COSEG decomposes 
individual responses into component contributions as person-related and offering- 
related. 
COSEG attempts to measure the interactive effects of situation variables and 
respondents' characteristics according to the attributes offered through stimulating the 
preferences of the respondents. It is rather a predictive method to assess consumer 
product choices with the support of a multi-attribute profile of both consumer and 
product. Hence, it can be perceived as neither a consumer nor a product segmentation 
study but an amalgamation of both. It aims to build blocks of segments and offers 
simultaneously an analysis in the sense that the market segment for a given product 
offering can be investigated for evaluation of the most desirable product offering(s). 
The main objective of COSEG is to break up the response matrix into separate 
parameter values for each of the levels of the attributes embracing the stimuli 
components (utilities) and each of the levels of the profile characteristics (saliences) 
portraying the respondents. One of the basic features of COSEG is that, from much 
larger construction of potential respondents, specific profiles of respondents can 
display a potential to find a particular set of background profiles that are ruled by the 
design of both stimuli and respondents. In practice, a reproduction of each potential 
respondent profile may be projected to examine within the profile homogeneity and 
achieve higher stability in the parameter estimates of the model. 
142 
Although COSEG is ail extension of conjoint analysis, it covers both product 
features and consumer features and does not merely focus heavily on product features 
as in conjoint analysis. For market segmentation purposes, tile scaling in conjoint 
analysis can be based on asking to a sample of chosen respondents to evaluate, arnong 
other things, the hypothetical offerings. Market segments can then be determined on 
the basis of commonality of utility functions. It should also be mentioned that conjoint 
analysis develops a matrix of subjects by utilities to serve as the input to deciding the 
profile of some (a priori) segments or conversely as the input to a clustering technique 
as a guide for a number of benefit segments. On the other hand, COSEG may have 
some design principles of conjoint analysis but extends to select respondent 
characteristics to empower the analysis for segmentation study. It can also choose 
reduced factorial combinations (experimental -orthogonal arrays- designs), while 
achieving the ability to estimate all utilities by applying conjoint scales. 
In general COSEG has some major differences over other techniques according 
to Green (1977): 
it statistically answers the question of whether a market is empirically 
segmentable on the basis of background variables and stimuli under study 
it derives parameters to evaluate composed stimuli in order to how segments 
are composed from the basic background levels instead of just forming clusters 
in the usual sense. 
It estimates the size of the segment from larger database helping to portray 
specific respondent profiles. 
COSEG usually employs standard statistical techniques (i. e. ANO, VA) to 
conduct the first step of decomposition to find a measure that shows how segmental 
the market is according to stimuli and background variables. This segmentability index 
simply shows how large the interaction sui-n of squares is corresponding to the total 
variation in the data. Its value depends on making predictions about the relative ratings 
of any stimulus components by any of the possible respondent types, gathered from 
parameters developed for the small subjects of each. However, this prediction is 
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subject to examination of the overall prediction error of COSEG. It is then relatively 
simple to have choices of specific segments by evaluating simulation, i. e. Monte Carlo 
from which an output cross-classification of each segment's frequency of choices can 
be gathered for each stimulus alternative. 
Green and Desarbo (1979) summarise the following advantages of COSEG by 
claiming that: 
0 it tests statistically to determine if a market can be segmented 
0 it provides more detailed information than other segmentation 
it estimates part-worths on incomplete sets of data and applies them to new 
individual or group consumers 
0 it is suitable to use with other segmentation methods (a priori or posteriori) 
with insights of stimuli and respondent characteristics. 
As in every multivariate technique, COSEG has also some drawbacks of which 
one needs to be warned, COSEG, firstly, needs large ongoing computerised panels for 
determining the particular subset of profiles to match design rules. Although 
respondents can easily be selected according to specific background profiles, to 
decompose the stimuli into subordinate components is relatively troublesome due to 
the difficulty of measuring of the indications against each of the sets of items, which 
characterise the various needs that a product offering might satisfy. It should also be 
noted that the interaction effects should be large enough to proceed for segmentation 
with respect to the stimulus domain under study. Furthermore, COSEG does not 
employ a random sample. Researchers may want to exclude undesired variables 
assuming that design characteristics are not necessarily representative of the whole 
population, Alternatively, all respondents may be interested with the profiles alone. 
Moreover, when the desired qualities of experimental designs are felt easy to construct, 
the efficiency of COSEG may lessen strategically and correlated parameter values may 
becorne substantially difficult to interpret. These precautions require collection of more 
data for interval cross-validation of the COSEG models predictions, which is a 
necessity for the effective use of COSEG. 
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COSEG is a rather neglected technique in tourism segmentation studies 
although it offers high potential as Johar and Sirgy (1995) showed by using segment 
congruence analysis to determine actionability of travel tourism segments. Iý 
4.2.2.7 Product Oplimisation andSelecled Segment Evahiation (POSSE) 
As a further enhancement of the conjoint analysis, Product Optimisation and 
Selected Segment Evaluation (POSSE) aims to segment the consumers towards whom 
the best combination of feature/price product can be targeted. According to Green el 
al. (1981) there is a distinction between traditional and optimal based conjoint 
measurements. Conjoint studies traditionally take several product configurations based 
on a priori selection and observe how they perform in a stimulated choice environment. 
Posse optimally tries to relate control variables (product features) to such real issues 
such as market share and sales. POSSE can determine and describe the identity of a 
group of consumers which desires a specific product as well as showing the potential 
market share of the new product. 
Although POSSE is a flexible technique, the methodology is relatively complex 
and requires twenty-eight different computer programs to analyse the POSSE system. 
When the information gathering is properly carried out, one of the features may be 
fixed at a level to develop the ideal product accordingly. The optimal target market is 
the group of consumers which prefers that ideal product and their background 
characteristics can then be revealed by POSSE programs. In short, POSSE does not 
attempt to segment the whole market, it only focuses on identifying one segment (or 
the next optimal choice segment) which is more likely to buy the ideal product rather 
than other choices. 
There are some caveats to be accounted for: POSSE heavily depends on 
expensive primary consumer data. The stability of the algorithms may be subject to 
further testing as well as testing validity. Furthermore, some product offerings have 
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certain features that go well beyond tile product themselves, as no other firms can 
duplicate tile same. For instance a strong destination image may immediately come to 
tourists' minds, e. g. France or Italy for a honeymoon. The new couples might be 
willing to rank various options to get an optimal honeymoon but they may not accept 
another option that may have better features (Las Vegas or Hawaii). In this case, a 
particular motive (a romantic domain honeymoon) is preferred over more traditional 
honeymoon places. 
4.2.2.8 Neural Network Modelling 
Neural network models are usually employed as a second analytical step for 
further classifying of consumers within already established segments (e. g. first step 
factor-clustering analysis) based on a set of descriptive variables. The model facilitates 
frequency distributions to allocate new segment cases, which may be similar to the 
discriminant analysis procedure or with similarity or distance measurement 
comparisons. However, Mazanec (1992) claims that neural networks are 
advantageous: "Having been trained on a set of input variables (descriptors such as 
dernographic, socio-economic, or behavioural attributes) and output data (segment 
membership), they may excel discriminant analysis in determining the correct segment 
affiliation" (p. 39). It essentially involves heavy computer proceedings of the 
NeuralWork software package which give researchers the opportunity to construct a 
pattern classifier model. 
Artificial intelligence research deals with one of the basic problems of market 
segmentation: the classification of consumers into market segments, i. e. pattern 
recognition. Artificial intelligence technology takes into account the influence from the 
neural system in the human brain as a main aspect and yet application and data 
processing of the model, alters quite considerably from the human system aspect, as an 
appropriate problem solver. This type approach, also named Parallel Distributed 
Processing (PDP), consists of following components (Vavrik and Mazanec 1990, 
p. 26)- 
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a number of processing units 
a pattern of relationships between units 
a state of activation 
an output function for each unit 
a propagation rule determining the strength of activation passed on to 
connected units 
an activation rule for processing all inputs reaching a unit and preparing an 
output from this unit 
0a learning rule for modifying its own structure depending on new experience 
links to the outside world 
Mazanec (1992) emphasises that a particular input data vector of tourist 
attributes is expected to relate to one, and only one, affiliation to a benefit segment. 
There is a 'division of labour' in order to cope with a comprehensive task as a key 
principle in neural network computing and four layers of processing elements are 
needed for general structure: 
0 the input layer contains a number of input units parallel to the number of 
variables assumed to predict segment membership 
0 competitive learning involves the classification algorithm to be carried out 
within the hidden layers in order to ensure explicit mapping of each h1put data 
vector onto the output edge 
0 the competitive layer determines the similarity between two normalised vectors 
(an n-dimensional weight and an input vector) by measuring the cosine of their 
angle in n-dimensional space 
0 the output layer should have as many elements as there are consumer types or 
segments so that each output unit can learn how to associate some of the 
elements activated on the competitive layer with the represented segment. 
Although network computing is a relatively new approach to marketing, it has 
been applied to other sciences such as speech or image recognition; signal detection; 
aiding in security monitoring systems and in quality control, identifying submarines 
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through sonar detection, and predicting stock prices from time series data (Mazanec 
1992. p 42). 
Mazanec (1992) gives an example of neural network application to two tourist 
resorts in Austria of which data gathered from the national guest survey in order to 
assist the local tourism authorities to evaluate their tourists carefully and to decide on 
the type of tourists to attract since the carrying capacity in that particular area is a 
maximum. Mazanec (1994) extends his study (with the emphasis of guest attributes 
related to lifestyles and of a mixture of variables of the Eurostyles) in order to 
reconstruct his neural network model to the Austrian national guest survey for guiding 
the NTO and other tourist organisations in their marketing decision making. However, 
after this study the author cautions that the neural network model should not 
immediately replace discriminant analysis for classifying tourist segments because of 
the results from a single case study but rather the model (with further supportive 
experimentation) should be perceived as an alternative to discriminant analysis. 
Nevertheless, he argues that because network models involve a much larger number of 
parameters and are more flexible with regard to incomplete or missing data than other 
techniques (e. g. discriminant analysis), network models may achieve segmenting 
procedures superior to conventional techniques. 
Neural networks' potentials in tourism marketing are summed up by Vavrik and 
Mazanec (1990): 
"In future, neural networks ... with their associative memory and learning capabilities may assist the manager in unveiling structural 
regularities where conventional data screening technologies detect 
nothing. In travel and tourism, we are obliged to watch the frontiers 
delivering the most advanced methodology to what is expected to 
become the world's leading industry by the year 2000" (p. 30). 
4.2.3 Other 7echniques And Praoical Considerations 
The academic trend in market segmentation has become more unclear than 
ever in exploring or inventing numerous techniques or data analysis The expansion of 
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new techniques may even start with the publication of an academic article on tile basis 
of their appropriateness in marketing to the generic analytical model or algorithm, 
which is usually adopted from computer based mathematical statistics practised in 
other disciplines or sciences (e. g. the neural network model, as explained in previous 
section). However, their practicality depends heavily on their exercise by research 
firms or organisations and especially for hunger tourism study. The hunger satisfaction 
needs to be healthier in tourism organisations so that the proposed technique should 
consist of every nutritional aspect of feeding, as in the human body, not only for a 
particular moment in time, but for the life span of the organisation. If a problem in a 
particular case is solved satisfactorily then the same nutritional hunger satisfaction can 
address similar general problems by using different ingredients (data inputs). 
It is quite important to know the current and potential situation of analytical 
techniques for market segmentation studies. Tourism marketers must keep the 
knowledge up-to-the-minute in order to find the optimal technique for a particular 
study. The following considerations, should therefore be checked before deciding 
which data analysis to perform: 
Current well-established analytical techniques for segmentation studies (the 
techniques discussed earlier). Their adaptability to a specific problem in the end 
must be examined with the alternatives of their expansion or various applied 
samples 
Potential improvements in promising techniques (may be recommended in all 
marketing areas but require development or practice in segmentation). These 
may appear as a single technique or combination of techniques 'blended 
together which may serve for better data analysis for a specific circumstance 
Unused alternative analytical procedures which may well be practised in other 
sciences but have not yet been introduced to marketing literature. They give a 
glimpse of the potential for future segmentation studies. 
Other techniques, which are not deemed to be included in previous sections of 
well-established segmentation techniques, have been used in segmentation studies. 
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Although some may have enhanced potential for application to segmentation studies, 
they are rather too undeveloped or deficient to attract more researchers. These may 
include sorne probabilistic methods (Bayesian classification, logit and 1-nultinominal 
logit, multivariate probit), simulation (computer or physical simulations); causal 
methods (structural equation models or path analysis). 
Bayesian analysis (decision theory approach) is based on Bayes's theorem of 
which a probabilistic estimation can be updated in the light of new information such as 
calculating the probability of market share of a product. It can be practised to select 
consurners under uncertainty on the basis of arriving at a decision of higher expected 
profit. 
The multinominal logit model may also potentially be applied to segmentation 
in order to obtain parameter estimates for each independent variable or independent 
variable combination to assess alternative methods so that probability estimates can be 
developed for the dependent variable. The multivariate probit model has also been put 
into practice by using the probability response coefficient (to each set of product 
features) as a basis for segmentation. 
Simulation is the use of a computerised, mathernatical or physical model to 
reproduce activities or operations. In this respect computer simulation of consumer 
behaviour can be used as a part of the flexible segmentation approach along with 
conjoint analysis to integrate the response results to new 'tests' products. Simulation 
uses conjoint analysis results as inputs to design a set of new product offerings with 
specific levels of a combination of factors in the conjoint analysis. This needs active 
real time participation of management to interact with computer simulation for a 
product concept. Management can also specify a number of potential new product 
concepts or react to a number of best product combinations. 
Alternatively, simulation test markets can be experiments in laboratory settings 
that imitate real market conditions as much as possible, Therefore, consumers can be 
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teste with the actual product or service in an actual purchase situation to observe the 
real behaviour of a market. This technique, for instance, can be well utilised in certain 
retail outlets which use scanner-equipped checkouts so that they may record certain 
types of purchasing behaviour patterns along with personal consumer details (e. g. 
supermarkets with their loyalty card schemes). However, to apply this to the tourism 
industry is still premature and possible exercises, (e. g. frequent flyer programmes by 
airlines) serve a limited number of consumers (particular segments) and do not include 
potential consumers. 
Simulation techniques overall have an advantage for tourism management 
problems in that simulation can be applied to a wide range of situations, and once 
constructed a simulation model can be applied for different purposes. That is why it 
has a potential use for segmentation study (in respect to the product, the market-or 
both) but still the best segmentation policies are commonly the best of those 
techniques judged. 
Wind (1978b) puts an emphasis on the omitted use of structural equation 
models (path analysis) and suggests conceptually that segmentation methods might be 
constructed as causal diagrams or linear equations which represent the expected set of 
direct or indirect influences among a set of variables. The relative strength of 
determinants of the pre-specified dependent variables can be gained by estimation of 
the values of the unknown path coefficients. 
There may be sorne unused analytical techniques that could be adapted for 
segmentation techniques. For instance, the basic theory of genetic algorithms in the 
early 70s may be applied to complex marketing computational problems. Genetic 
algorithms have already been helping other technological disciplines/sciences, e. g. how 
to fly planes or run bus schedules (Scanlon, 1997). A genetic algorithm is simply a 
formula or solution on the basis of the core principle of genetics for reproduction, 
cross-over, mutation and selection. There has recently been much progress in 
reproducing or mutating some animals which become genetically identical or which 
have different organs of other species. Conceptually there is high potential for 
establishing similar consumer characteristics (formulating them in accordance with the 
method of gathering genetic algorithms) to arrive at desirable segments, Product 
characteristics may similarly be formulated to match those segments or to arrive at 
optimal product designs for desired segments. 
There is also another futuristic potential in experimenting on consumer 
behaviour as in virtual reality by the use of computers. In this way, consumers can 
interact with virtual environments (travelling beforehand to desired virtual 
destinations) so that marketers can establish virtual models of buyers and sellers to find 
an implication to segment their whole market. 
4.3 ANALYTICAL SEGMENTATION DESIGNS FOR NTOs 
The advancement of market segmentation research in tourism for NTOs 
requires narrowing the gap between academically oriented research on segmentation 
and the real world application of segmentation research. Re-evaluating academic 
tourism segmentation studies and considering new designs and analytical approaches 
must always be taken into account with their potential implementation in accordance 
with parallel reflection of the information needs and requirements of NTOs. However, 
the danger of using a single basis or single analysis should consistently be recognised: 
that it should not be relied upon to make all the marketing decisions of an NTO. 
Otherwise it might lead to an inadequate marketing action and waste of marketing 
resources. Hence, segmentation studies should also provide good dynamic guidance to 
all tourism organisations with similar specific interests, apart from aiming at the NTOs' 
interests. 
In order to achieve the objectives of NTOs, equal priority will be given to what 
data is available and how to interpret this data for choosing the right segmentation 
methodology. Thus, approaching from the two extremes -inductive methodological 
opportunities versus deductive practical applicability to particular data- will feasibly 
take the study to pinpoint a segmentation model in question. 
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Before conducting tile segmentation study, the analyst must realistically know 
exactly what NTOs require. If their objective is to classify tile total market into 
segments and then find the most appealing and feasible ones, the only consideration is 
then to focus on the market first, regardless of whatever the destination country offers. 
This should lead NTOs to match markets according to their tourism product offerings. 
If these are limited or new offerings, then the analyst must first look at the offerings in 
order to intuitively arrive at some segment idea. This will enable the NTOs to choose 
critical product-related benefits sought, rather than to make an analysis of the total 
market and to find out more about those target market categories in further dividing 
those chosen attributes. 
Many criticisms of segmentation claim that segmentation can be explained very 
well in theory but it may not be very effective in practice (Baker, 1985). Before 
applying analytical designs, NTOs must pay extra attention (in addition to earlier 
chapter discussions) to their marketing environments and competitive structure for 
background clarification and qualitative exploration of various factors. In this way, 
NTOs would be able to establish a clear advance policy to overcome their scepticism in 
choosing the multivariate techniques to apply accordingly. Other-wise, the 
segmentation studies may often have disappointing results due to unactionable 
segments which might be arrived at from the NTOs' marketing viewpoint. Young el aL 
(1978) sum up a common reason for this lack of applicability as: 
"... preoccupation with the techniques and method of segmentation 
such as whether to use generic benefits, problems, lifestyles, 
psychographics, or preferences and the type of factor or cluster 
analysis to be performed, In too many instances, marketing 
researchers have failed to analyze the marketing environment and 
competitive structure before applying their favourite 
methodological approach. " (p, 405) 
Having achieved a successful development of measuring instruments to define 
segments with an appropriate basis and to describe further possible segments according 
to other variables or descriptors, NTOs must focus on advancing to effective 
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marketing programmes, This, however, has a paramount importance to translate tile 
results of segmentation Study into marketing strategy formulation and unfortunately 
there is not an overall consensus in the literature as to how this translation may 
beneficially eventuate. Once more, NTOs must include all the relevant departments, 
personnel, agencies, etc. for the involvement of every stage in their segmentation 
study, tile information gathered by the study must be combined as a valuable input data 
to the total marketing information system; and dynamic segmentation data must be 
perceived as a starting point in the utilisation programme of strategic marketing 
formulation. Figure 4.3 shows the suggested steps in the segmentation process as a 
summary of the discussions so far. 
The choice of the most appropriate techniques for analytical designs depends 
not only on the characteristics of the techniques, but also on other influences. There 
are generally four main influences, namely: the formulation of the segmentation 
problem, strategic implications, the characteristics of the techniques and tourists; and 
the analyst(s) interpretations (figure 4.4). 
The analyst plays an important role in deciding how to design the segmentation 
study from the beginning to its implications. In order to make the study practical, 
analyst always searches for a conceivable compromise between two extremes: the 
tendency to oversimplify by neglecting all differences among tourists and the 
temptation to stop looking for any generalities by perceiving every tourist aIs unique 
(Smith 1995, p. 98). Having full control over other influences, the analysts may then 
proceed towards a workable analytical design for a particular segmentation study of an 
NTO. Nevertheless, on the one hand, it is obvious that generalising the scenario for 
strategic implication and formulation of the segmentation problem can have endless 
possibilities due to the various objectives of NTOs. However, on the other hand, the 
characteristics of techniques and tourists can be relatively in a manageable number of 
general classification. Thus, if the analysts have a clear picture of their specific 
scenario, they may match it by examining the possible characteristics of techniques and 
tourists. 
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NTOs have to provide the scenario with every available assistance and possible 
resources to the analysts. The choice of strategy and its implications ultimately 
depends on the quality of segmentation analysis as well as a clear assessment of the 
NTOs' capabilities to compete in various segments identified, and managerial 
judgement on which strategy option best fits market conditions and NTOs' strengths. 
Some general rules for the strategic choice and formulation of segmentation problems 
are suggested to implement for NTOs practice: 
0 look for the unserved tourist segment(s), this may be the area of need for which 
no other NTOs have yet identified or discovered a way to serve effectively, 
0 avoid a strategy that positions the destination country offering between 
different tourist segments: at best NTOs may satisfy one of the segments, at 
worst they may satisfy none, 
0 Make absolutely clear not to serve two or more tourist segments with the same 
segmentation strategy, because a strategy successful with one segment has no 
justified basis for success with another, 
0 refrain from adopting a position which claims to be "all things to all t6ifrists". 
Having considered all the guidelines suggested above, NTO's should now turn 
to solving the core problem; arriving at a specific segmentation analytical design to 
include the multivariate technique or its amalgamation. NTOs should not approach this 
problem for one aspect alone, i. e. just selecting the criteria of tourist characteristics. 
They may start from the tourism profiles to decide upon the appropriate techniques but 
it is advisable to consider arriving at the direction from other aspects such as 
convictions for a priori or posteriori segmentation studies examining the nature and the 
type of techniques as well as the required research type: primary versus secondary, and 
data types: metric versus non metric. 
In order to make all the considerations clear, the analytical design model can be 
schematised from different perspectives. It may then be possible to put this perspective 
into a single classification of multivariate techniques according to the appropriate 
judgements made by the analysts regarding their segmentation study. Firstly, the 
157 
analyst may start with tourist characteristics by dividing theni into two main categories: 
the general and situation-specific tourist responses (figure 4.5); then further sub- 
divisions of objective and subjective measures. 
Secondly, another perspective may be the analysts' conviction for a priori or 
posteriori segmentation Study (figure 4.6). This criterion obviously depends far more 
greatly on the specific directions of the NTOs upon the analysts, and techniques may 
appear to serve for both categories, in addition to the likelihood of hybrid designs, as 
explained earlier. 
Thirdly the available techniques (as explained in detail in the relevant section) 
can be categorised either as dependence or interdependence; and if by dependence, the 
number of variables and metric versus non-metric criteria are divided for the 
appropriate technique (figure 4.7). Knowing the different types of measurement of 
scale is important because the analyst must identify the measurement scale of each 
variable used to avoid the confusion of incorrect use of non-metric data as metric data 
and vice versa. Additionally, the scale of measurement is crucial in determining the 
technique(s) which is/are most appropriate to the data according to both dependent 
and independent variables. In the interdependence techniques, the structure of 
relationship is taken into account to distinguish the techniques. Certain types of 
technique may appear in both ends in practice because of their different uses in various 
segmentation studies (i. e. conjoint analysis, correspondence analysis). 
Finally, the analyst should also pay attention to the nature of the techniques - 
either predictive or descriptive- as well as whether they are travel-related and/or tourist 
related (figure 4.8). In other words, the techniques by their nature can provide 
prediction, description or both for the variables in question. For instance, multiple 
regression and multiple discriminant analysis are for predicting the dependent variables 
by the independent variables. Descriptive techniques, on the other hand, attempt to 
develop meaningful sub-groups of tourists or objects, similarly to factor and cluster 
analysis. Other techniques may also apply travel patterns and tourist judgements to the 
segmentation study. 
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Figure (4.9) combines latter three criteria to enable tile analyst to choose tile 
appropriate techniques. Any of the criteria may be used as a starting point to arrive at 
need driven techniques. For instance, if the NTOs have a clear picture of their policy 
for a segmentation study as a priori analysis then tile analysts may list 411 those 
available. At this stage, analysts can follow other criteria to narrow down the number 
of techniques on their list. Alternatively, the analysts can return from selected 
techniques to the starting points of the other criteria. In this way, it is possible to 
understand certain requirements of the techniques for each appropriate criterion in 
question. 
The analysts may also be convinced by or have expertise in certain techniques. 
If this is the case, the starting point may be the technique(s) and the direction to be 
taken may then be to list all the requirements for each criterion and match these with 
the segmentation problem formulation of NTOs to justify the suitability of the 
technique(s). Through the analysts' expertise in multivariate techniques and their 
understanding of the demands of the segmentation study, it is possible to select more 
than one technique or its hybrid use. Obviously looking at different criteria (Although 
this is limited to three and with the consideration of the earlier one as in figure 4.5 in 
this model, certainly more specific criteria can be established by the NTOs and/or the 
analysts), there is a strong possibility of arrival at the selection of more than one 
technique. However, the solution depends on the skilful decision of the (trade-offs) the 
analysts in eliminating certain techniques e. g. data collection time period; budget 
requirement; difficulty level, sample size, etc. 
In conclusion, the model suggested here to select the appropriate technique is 
very much dependent on the reflection of certain segmentation problem formulation for 
the NTO and the flexible interpretation of the route of the model by the analysts. In 
other words, it is highly possible that the route of the model may be changed at certain 
points by the intuition of the analysts. Yet, finding the selection of the techniques is not 
the end of the analytical design of the specific segmentation study but it is rather the 
very early stage for enhancing the study towards the expectations of NTOs and more 
detailed research should be carried out into the techniques to adopt their aspects in 
conjUnction with tourism market segmentation specifically for the NTO 
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4.4 CONCLUSION 
Methodological approaches of the segmentation models for NTOs should start 
with a well-defined research plan in conceptual terms to address empirical aspects 
including the selection of the specific multivariate technique and the implementation 
issues. 
Analysing large quantities of complex data nowadays has-_, become 
extraordinarily easy compared with a couple of decades ago thanks to the computer 
technology available today. Past constraints on data analysis and testing theoretical 
models by empirical applications no longer burden researchers since pre-packaged 
statistical prograrns are available even for personal computers. In the past, most 
statistical programs were available for only mainframe systems with expensive research 
budgets. These advances have resulted in extensive and expansive use of a more 
complex group of statistical techniques, i. e. multivariate analysis, in almost every field 
of science. 
Almost readily available and relatively cheaper software of multivariate 
techniques, should encourage NTOs to integrate them as analytical tools for their 
marketing research agenda, not only for tourist segmentation purposes, but also for a 
better understanding of the complex phenomena of the tourism industry. 
Given the composite structure of most multivariate segmentation analyses, the 
choice of any one or any combination of research designs will surely become quite 
commonplace as NTOs' familiarity with those modern techniques increases, especially 
due to the improvements of computer technology. This implies that, because of the 
nat ure of many (if not existing now, potential) segmentation problem formulations of 
NTOs, the use of these techniques in conjunction with each other may often be 
appropriate in the context of a single segmentation study. 
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NTOs today should be able to review past segmentation approaches whereby 
tourists were considered homogenous and characterised by a relatively small number of 
demographic variables. Instead, NTOs must focus on developing strategies to appeal 
to an almost infinite number of tourist segmentation possibilities with varied tourist 
characteristics in their marketplace as well as considering multiple constraints such as 
competition, technology, environment, etc. 
The interpretations of the segmentation analysis results must be based on the 
level of statistical significance, but beforehand the analysis should be established 
according to practical significance as well. These results can be achieved for any 
NTOs' managerial application by a demonstrable effect of justifiable action and, in 
academic terms, substantive and theoretical implications should be the focal point for 
refinernent of the cornmon-sense basis of segmentation strategies. 
Importantly, NTOs must always remember that results of such segmentation 
studies are specific only to the sample chosen and should not be considered as for 
general application to the whole tourist market. If the nature of a sample is unclear, 
generalisation may become misleading. The objective then should be to develop such 
segmentation models which optimise the representation of the population as a whole 
instead of trying to find scenario which best fits the sample data. 
NTOs should also consider multivariate segmentation models as an aid to 
managerial decision making instead of substituting them for managerial judgements. 
NTOs must not rely on the skill and imagination of the analysts to design and evaluate 
the segmentation model and its results, In order to balance technique-orientation with 
the needs of NTOs and the ability of the analysts to control appropriate selection of the 
analytical tools, NTOs should attempt how to communicate findings in non-technical 
ways wherever possible. 
To conclude, the irnplementations of these suggestive methodological designs 
may be well-practised by a particular interested party of NTOs, but adequately 
significant cover of the NTOs here is impossible in practice due to the limitations of the 
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real world. However, one available source, the Turkish Tourist Office in 
London(TTO), will be used in an attempt to validate this study, not only in academic 
terms, but also to address the practical issues facing tile TTO. Thus, the rest of the 
thesis will focus on one single NTO, however the implications of the study would at 
least act as practical guidance to other NTOs in directing their different interests 
toward capitalising more applicable empirical research driven by tile needs of their 
management. 
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EXHIBIT4.1: TABLE OF MULTIVARIATE TECHNIQUES 
168 
CROSS-TABULATIONS 
Based on forming tabulation tables and examining the associations among key variables, which are not necessarily 
- 
assigned as dependent or independent 
Main ;b jecdves and 0 simple format results and direct interpretation 
advantages 0 summarise flexibly experimental, observatory and questionnaire data 
0 easily generated by today's personal computers 
Major limitations 0 misleads if samples are too small 
0 hides some relations by representing two or three variables 
uggest, instead of proving, possibility of any cause and effect between variables 
Caveats 0 avoid conclusive evidence of a causal relationship 
0 watch out for small cell sizes, as well as small sample size 
0 pay attention to the risk of drawing erroneous infirrences 
Common Tests Inferential analysis (hypothesis testing); such as Chi-square or Kolmogorov-Smimov tests for 
nonparametric procedure; and tests for single mean, proportion, two means, etc. for parametric procedure 
Usefimbsess in good at guiding segmentation studies as an initial or supplementary (suggestive) approach to other 
segmentation techniques 
Other uses in, most widely used technique in marketing wherever the interest is for presenting and relating data 
marketing tabulations 
RFGRESSION ANAT. V. IqIS 
Basedon developing a model of a mathematical equation to show relationship of a dependent variable and two or 
more independent variables, where variations might be predicted in terms of changes in the variables 
Main objectives and good predictor technique for metric data 
advantages explains variations in dependent variable while showing relative importance of independent 
variables 
Major hmilat ions requires fitting a regression line and needs to determine parameters which may be quite complex and 
. lead to certain errors 
alone not entirely suitable for carrying out a segmentation study 
not all facts affecting dependent variable can be quantified (solution: use Analysis of Variance) 
not all facts about dependent variable can be quantified (solution: use discriminant analysis) 
0 not all facts about both dependent and independent variables can be quantified (solution: use 
multiple cross-tabulations) 
Caveats 0 captures only linear associations 
0 not necessarily shows cause-and-effect associations even with a signifficant. coefficient value 
0 avoid using outside range values of independent variable(s) 
9 the range must be significantly wide and avoid few data entries 
0 watch out for multicollinearity problem 
common rests Inferential analysis (hypothesis testing); F Ratio (for Correlation Analysis: probability of r) 
us, )fuiness in helps marketers to understand better the relationships between their various variables to use in ftirther 
segmentation segmentation analysis 
Other uses in commonly used to predict sales volume depending on various independent variables; consumer behaviour 
marketing 
ANAINSTIR OF VARTANrlP fANOVA) 
Basedon determining whether different levels (treatments) of independent variable(s) (non-metric categories) have 
significant different impacts on the dependent variable (metric-continuos) 
Main objectives and 0 breaks down the variation of data into the two components, variation due to effects of different 
advantages treatments and random variation within the treatment sample 
0 tests to investigate differences between the means of several samples 
0 interprets the results related to a given situation 
Major limitations 0 complicated and difficult both statistically and conceptually 
testing becomes difficult when treatment level increases 
Caveats consider carefully whether the data are really measuring the effects they are supposed to measure 
check out the possibility of inclusion of other factors 
common rests Inferential analysis (hypothesis testing); F Ratio test and Paired F-tegt (volume of t) 
Usefulness in gives a good statistical inference test in appropriate data circumstances as an initial or supportive 
segmentation application, however it may be u! ed alone, but unsatisfactory results might be expected 
Other uses in similar to regression analysis but suits where the dependent variable is non-metric 
marketinz 
DISCRIMINANT ANAINSIS 
Basedon identifying the distinguished features of prespecified subgroups of units and including classification of 
new units into one of two subgroups, given the new unit's values on the independent variables 
Main objectives and 0 discovers the differentiated characteristics of groups against each other and provides maximum 
advantages separation 
a empowers predictions of dependent variables 
0 maximises the ratio of variance between group means, not within group variance I 
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Major limitations 0 high cost for data collection and computer usage 
0 identifying the statistical significance of the discriminant function 
Caveats expect to fail discriminating if the differences between independent variables have in reality 
nothing to do with the dependent variable 
avoid spurious discrimination results 
apply same precautions as in regression analysis 
Common Tests Inferential analysis (hypothesis testing); F Ratio 
Usefulness in particularly useful as a means of discriminating market segments in terms of member characteristics, 
segmentation especially gives better performance by combining with other techniques 
Other uses in predicting consumer behaviour; discriminating buyer usage status; predicting brand loyalty, 
marketing consumer innovators, etc. 
AUTOMATIC INTERACTION DETECTOR (AID) 
Based on a tree-likc diagram procedure in which successfully splits a sample according to the degree of 
variance explained by the independent variables 
Main objectives and determines the importance of each independent variable and the form in which it affects the 
advantages dependent variable 
identifies non-lineraties and interactions which may be present in the data 
simplicity of the techniques output 
! asy to interpret and explain to others 
Major limitations large initial sample is needed and minimum group size should be at least thirty (but usually 
accepted size is fifty) 
no consideration of intercorelations among independent variables 
different samples may result in different trees 
" important variables may be excluded 
" less powerful than regression analysis 
Caveats 0 consider looking at other dimensions as it involves only one at a time 
watch out for interaction variables in order not to omit some segments 
avoid rapidly breaking down the sample or stopping the split early 
beware of the possibility of tree instability 
Common Tests overall assessment of above criteria and Chi-square for CHAID 
Usefulness in gives marketers the chance to identify non-linearities between variables in segmenting purposes for 
segmentation screening important variables which can be further analysed by other techniques (e. g. as an 
intermediate step for reducing large databases) 
Other uses in assessing advertising on sales; predicting brand loyalty; sales predictions; product consTmption level 
marketing I 
I 
CANONICAL ANALVSIS 
Basedon dealing with both description and statistical inference of a data matrix partitioned into at least two 
dependent and at least two independent variables 
Main o1jectives and measures the extent to which a group of individuals occupies the same relative position in the 
advantages space spanned by the independent variables 
relates two or more sets of variables in both the clustering and predictive way (while other 
techniques may use one or the other) 
Major limitations relationships are assumed to be linear 
technically derived segments may not represent similar groups of people 
different segments could be derived from other techniques 
both sets of variables must be interval scaled 
observed data must be randomly drawn from the same multi-normal universe 
Caveats avoid multicollinearity among the variables (weigh instability) 
when little is known about a market, consequently variables cannot be intuitively eliminated 
from the study 
" falsely constructed interpretations should be avoided at the creation of sub-sets 
" the amount of shared variance may not be spotted 
" Eorrect interpretation of the results is essential 
Common Tests IF statistics (usually based on Rao's approximation) 
Multivariate tests of all canonical roots to evaluate the significance of canonical roots 
Usefulness In its involvement in both clustering and (linear) predicting segments at the same time makes it 
segmentation powerful to other techniques 
Other uses in explaining motivations to various products; product related market researches 
_marketing 
I I 
FACTORANALYSIS 
Basedon reducing the number of variables in a given situation by combining them into a relatively small set 
of key factors, which are highly correlated 
Main objectives and 0 finds out the degree of association among all of t9-e variabics without assuming variables as 
advantages dependent and independent 
0 summarises any large set of variables 
0 gives a better understanding of the characteristics of respondents 
I * widely used technique 
can be applied to previous published research 
may give managerial insights which may not be gained from other studies 
Major limitations deals with several complex and interacting variables 
requires at least interval-scaled metric data 
involves some subjective data to measure 
Caveats needs highly interpretative skill, especially for extracting and labelling factors 
avoid ovcr-imagi native interpretations 
! nsure the original variables are not poorly correlated 
Common Tests Significance levels for factor loadings based on sample size 
Usefulness in good at summarising numerous variables into manageable number of factor groups, especially as an 
segmentation initial segmentation approach 
Other uses in product positioning, analysing consumer behaviour and product attributes; determining marketing 
I marketing I images 
CLUSTER ANALYSIS 
Based on analysing a group of variables according to similarities of the objects through a variety of 
characteristics to determine meaningful clusters while homogeneity is maximised within the clusters, 
heterogeneity is maximised between the clusters 
Main objectives and 0 segments subjects into groups in which objects are similar to one another for each group 
advantages 0 very powerful technique itself as well as when linked with others 
0 provides easy-to-understand profile ofthe total market 
Major findlations 0 no precise (objective) definition ofclusters and potential for spurious meanings ofclusters 
clusters may change over time 
non existence ofdefensible significant tests for emerging clusters 
complex computer procedures for all clustering techniques 
Caveats special consideration to the appropriateness for choosing right approach from several available 
clustering techniques 
avoid dropping potentially important variables 
check the relevance of clusters to the specific segmentation purpose 
intuitively try to validate the appropriate technique 
carefully assess which type ofmcasurement for similarity or distance appeal to specific 
conditions 
Common Tests several association measures 
Usefulness in good at dealing with various specific (e. g. true typology, model fitting, predicting, data exploration, 
segmentation etc. ) uses in segmentation studies in order to classify consumers into groups according to chosen 
dimensions 
other uses in segmenting also geographic market areas, distributors or brands within a product category; brand 
marketing choice grouping; investigating consumer responses to marketing stimuli, and relationships between 
I buying behaviour and personal characteristics; testing market locations; etc. 
MULTIDIMENSIONAL SCALING (MDS) 
Based on producing a representation of the relationships (usually in a graph) between a variety of items which 
are gathered from respondents' perceptions, attitudes and preferences 
Main objectives and 0 establishes a picture of object images in a given situation in the minds of the respondents 
advantages 0 discovers relationships revealed by the respondents 
0 exhibits consumers'judgements about objects within a given set 
a output of perceptual mapping is usually easy to understand and explain 
AlaJor limitations labelling dimensions is quite subjective and dimensions are designed in advance 
increased number of objects and higher dimensional space, which makes difficult to interpret 
results may not be ideal 
provides static pictures of markets 
maps may change when adding or excluding objects 
Caveats carefully assess and narrow down the optimal number of dimensions 
need for applying an appropriate inferential analysis 
take extra caution when applying outcome segments ( may be indistinct) to all markets 
Common Tests selecting the lowest dimensionality with an acceptable measure of fit 
Usefulness in groups consumers in accordance with their similar ideal points (common preferences) based on the 
segmentation dimensions given in order to select appropriate segments for a particular product or find out unique 
non-served segments to cater for 
Other uses In primarily for product positioning; developing advertising slogans, improving (firm, brand or 
marketing product) images and positions; introducing new product designs; determining marketing mix 
strategies, etc. 
CORRESPONDENCE ANALVSIS 
Based on portraying graphical sets of data points in ajoint space ýs-ually defined by multidimensional tables 
Alain objectives and requires categorical data and continuous variables can be converted to discrete form, thus, no 
advantages violation on the statistical assumptions 
facilitates both within and between set squared distance comparison 
understanding results gives good insight and easy to interpret the visualised joint space 
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Major limitations 9 high level of complexity 
0 limited applications to marketing 
Caveats 9 all dimensions may not be labelled 
needs careful construction and interpretation ofjoint space 
consider the difficulty in identifying the interacting relationships in the table 
Common Tests based on cross-tabs and chi-square as selecting the desired number of dimensions according to their 
representation level of explained variance 
Usefulness in mostly useful (as either primary or supplementary method) in segmentation for marketers who deal 
segmentation with categorical data which cannot be applied by other techniques 
other uses in tracking brand images; identifying customer needs 
marketing 
CONJOINT ANALVSIS 
Based on deriving the utility values that respondents presumably attach to the various levels of an object's 
attributes and determining respondents' overall comparative preferences for different key bundles of 
attributes or descriptive profiles of objects 
Main objectives and measures the psychological judgements of respondents on the joint effect of two or more 
advantages variables 
relatively dynamic approach in revealing alternative segments against the product concepts 
allows calculation of preferences, attitudes or perceptions 
helps to modify product formulation strategies 
Ma)or lindtations measures first utility rather than behaviour 
different characteristics can be gathered, i. e. actual product vs. symbolic product perceptions 
may not be applied to all products 
Caveats needs extra care for data collection if number of attributes is particularly numerous 
avoid overwhelming the respondents 
special attention to configuration of elements 
apply dynamic procedure due to change of preferences and competitive products in time 
Comnion Tests ; ppropriate statistical significance tests 
Usefulness in assists marketers in stimulating the consumer responses to those offerings, to choose appropriate 
segnientation segments informatively to guide the segmentation strategy effectively 
Wh-er uses In consumer research; advertising evaluations; package design; brand name determination; pricing and 
marketing I value relationship; promotional testing, determining functional product characteristics 
COMPONENTIAL ANALYSIS (COSEG) 
ased on breaking up the response matrix into separate parameter values for each of the levels of the attributes 
covering the stimulus components (utilities) and each of the levels of the profile characteristics 
(saliences) portraying the respondents 
Main objectives and 0 measuring the effect of situation variables and consumer characteristics in conjunction with 
advantages product attributes in influencing a consumer's preferences 
0 predicts which product a consumer would choose (from several possibilities) based on a multi. 
attribute profile of both consumer and product 
extension of conjoint analysis in favour of segmentation purposes 
estimates part-worths on incomplete sets of data 
provides more detailed information than other segmentation techniques 
Major findta ns large database is essential 
needs large ongoing computerised panels 
a random sample is not employed 
Caveats substantial difficulty to interpret the correlation parameter values 
keep check constantly in the efficiency of the technique, especially if the desired quality of 
designs are assumed with easily 
difficult to measure indications against each of the set of items, which may characterise various 
needs 
Usefulness in offers an analysis of the market segment for a particular product offering and at the same time an 
segmentation evaluation of the desirable product offering or positioning 
Other uses in only segmentation purpose 
nuirketing 
PRODUCT OPTIMISATION AND SELECTED SEGMENT EVALUATION (POSSE) 
Based on not only attempting to determine what is the best combination of feature/price in a product, but also 
the segment of consumers that the product should be targeted towards 
Main objectives and 0 relates control variables (product features) to such things (market share and sales), by gathering 
advantages the correct information from consumers 
" might show the identity of a group of people who want a specific product 
" its flexibility lets marketers fix one feature at a level after the information is gathered and the 
optimal product can then be developed towards the ones which were preferred 
does not attempt to segment the entire market, only helps to identify a segment which will be 
more likely to buy the products over rivals 
Major lindfations I complicated and so many different computer programs make up the technique : 
heavily depends on consumer data which is expensive to obtain 
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Caveats further testing is needed for the stability of the algorithms 
validating of the system needs to be checked 
some products have features that go beyond the product 
Usefulness in same as in "based on" section 
segmentation 
Other uses In primarily for product optimisation by evaluating selected segments 
marketing I 
NEURAL NETWORK MODELLING 
Based on building models according to principles believed to facilitate the operation of the human brain 
Main objectives and appropriate problem-solver for data processing tasks according to human perceptions 
advantages processes dynamically to train input and output data in terms of learning capabilities of a 
special computer program for determining correct segment amalgamation 
facilitates frequency distributions to allocate new segment cases, which are similar to the 
discriminant analysis procedure, with a similarity or distance measurement comparison 
flexible over incomplete or missing data 
future potential for assisting marketers in designating structural regularities 
Major limitations storing and processing information at the same time cannot be as real as the human brain's 
reactions 
difficult to conduct the study 
complex data analysis method 
very limited application to segmentation 
Caveats no immediate replacement of conventional techniques (needs more exercise) 
need more careful attention to carry out the study as completely different from computer 
assisted procedures 
Usefulness in considered to be superior dynamic segmentation model over conventional techniques in that the 
segmentation model involves relatively larger number of parameters relying on artificial intelligence of human 
brain-alike capabilities; as a second analytical step for further classifying previously established 
segments 
Other uses In although used in various fields of science, relatively new approach in marketing for segmentation 
marketing purposes 
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CHAPTER 5 
5. TURKISH TOURISM AND SEGMENTATION ISSUE FOR THE 
TURKISH TOURISM OFFICE IN LONDON (TTO) 
5.1 INTRODUCTION 
Turkey has recently gained significant attention for its international tourism 
potential and participation in tourism activities. This is mainly because Turkey is one of 
the fastest growing tourist destinations in Europe and tourism is one of the major 
industries, contributing greatly to the Turkish economy. 
In the late 80s, a rapid increase in tourism development in Turkey was seen as 
inevitable, especially since tourism demand exceeded supply, with negligence of 
marketing policies and research. Turkey has recently started to realise the importance 
of marketing and become aware of its dynamic role in the tourism sector. However, it 
is still questionable whether, as a long term policy, Turkey is now giving sufficient 
consideration to adopting modern marketing concepts based upon the international 
tourist markets in order to pursue its competitive strategies. 
In the last decade, Turkey shifted its traditional tourism phenomenon from 
domestic tourism to the international tourism arena but inevitably it brought the 
adoption of modern forms of mass tourism, as Hoehfeld (1989) observed: 
"This development has been enhanced by the press and advertisement 
campaigns in Europe and overseas that met with much success on 
foreign markets ... However, taken as a whole foreign tourism still plays 
a relatively small role in the Turkish tourist industry. The main 
consumer of traditional and modern facilities alike is the indigenous 
population" (p. 20) 
Turkey, today, is believed to be at the early stage of the destination (product) 
life cycle whilst other destinations have already reached the saturation stage mainly 
because of mass tourism. 'Holidays to Turkey' is shown as a 'Problem Child' in the 
Boston Matrix of portfolio analysis where a product is considered to have a low 
relative market share in high market growth (Advanced Leisure and Tourism published 
by Oxford University Press 1996) According to Assael ( 1990, p. 627), their eventual 
direction is not clear, and tile firm (Turkish Tourist Organisation) must determine 
whether to build 'problem children' into stars where relatively high market share can 
be gained, or get rid of them. Any action in between is vulnerable, as it could be 
considered as just wasted resources. Therefore, in order to improve tile position of 
'Holidays to Turkey' into 'Stars', Turkey should decide which strategic approach to 
proceed with: either extending the boundaries of mass tourism or customised 
marketing. Market segmentation, as the mid-extreme approach, is likely to gain 
maximurn benefits whilst trying to ease the experienced mass tourism effects. 
Otherwise, avoiding the modern market i ng-d riven strategy will bring about high 
volurne mass movement towards Turkey, but with lower earning margins. 
The strategies of Turkish tourism marketing should involve analysing targetable 
tourists to develop the right marketing mixes using international tourists. Thus, Turkey 
must first consider today's dominance of tourists and try to understand their every 
travel aspect so that the great diversity of tourism product offerings could then be 
addressed at specific types of tourists. This way of thinking surely justifies the 
importance of Turkish Tourism Offices abroad, where they have better chance to 
segment tourists than anybody else. 
5.2 TURKISH TOURISM 
Turkey entered the last decade with 1.5 million tourist arrivals, with tourism 
receipts of 280 million US dollars and a global market share of 0.5% in arrivals and 
0.3% in receipts (Appendix II). At the beginning of this decade, the arrival numbers 
had increased to 5.4 million tourists with earnings of US $3.2 thousand million. In 
1996, Turkey hosted 8.6 million tourists earning 6 thousand million dollars in 
revenues, representing approximately 25% of related export earnings according to the 
main economic indicators by the State Planning Organisation. This was the highest 
contribution ever to Turkey's balance of payments in terms of tourism's share of 
Turkey's exports. By the year 2000, the Ministry of Tourism forecasts a total of 12 
million tourist arrivals. 
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"During the past 10 years, Turkey's tourism industry has 
experienced a precedentless, yet controlled growth rate of 18 per 
cent which is the highest among the 125 members of the World 
Tourism Organization" (Turkey Report 1995, Ministry of 
Tourism, p. 5). 
It is notable that between 1990 and 1996 tourist arrivals in Turkey increased 
(59.3%) much more rapidly than compared to global tourist arrivals in the world 
(29.9%). Likewise, tourism receipts rose sharply (84.9%) whereas the total earnings in 
the world recorded an increase of 65.8 per cent. There is no doubt that tourism plays a 
key role in the Turkish economy. 
The majority of visitors to Turkey originated from Germany, the United 
Kingdom, Russia, France and the USA. In 1996,758 thousand British tourists visited 
Turkey (an increase of 116% since 1990) and this number is expected to exceed one 
million in 1998. It is quite clear that Europe is the major regional market for Turkey. 
5.2.1 Governmew Involvement 
In Turkey, the Ministry of Tourism is the body responsible for tourism, as in 
almost every developing country, and the State Planning Organisation (DPT) carries 
out general measures. Other institutions (namely the Promotion Foundation of Turkey 
(TUTAV), the Tourism Development and Training Foundation (TUGEV); the 
Tourism Bank) and other associations also play an active role in Turkish tourism 
alongside the Ministry. 
The main objective of Turkish tourism policy is outlined by the Ministry as 
including the development of tourism supplies such as service, technical infrastructure 
and superstructure, and the creation of the best possible social conditions for tourists in 
order to ensure harmonious use of the natural resources. 
Creating environmental consciousness, and preservation and protection of the 
historical and cultural heritage are also prerogatives showing the high commitment to 
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increasing Turkey's socio-econonlic development by tile contribution of tourism 
activities. Therefore, the government is aiming at sustainable tourism, not only 
according to measures in terms of econornic indicators, but also to measures of socially 
responsible and environmentally conscious tourism. 
Since the development of tourism was encouraged in 1981 by a comprehensive 
framework, the Turkish governments have eagerly adopted tourism policies based 
particularly on more selective tourism development and concern for environmental 
issues. The specific targets of Turkish tourism have been included in the five-year 
development plans to give a clear direction for the tourism sector. The implernentation 
of these policies and plans has been enforced and revised by the annual government 
programmes. With the above aspirations in mind, the Ministry of Tourism is seeking 
experienced foreign investment as well as local investors in the field for raising the 
standard of tourism facilities. 
In reality, the government recognises tourism as a means of economic growth, 
in terms of foreign exchange earnings in the balance of payments and the creation of 
jobs. Hence, it deals more with the infrastructure side, whereas the superstructure side 
of the story is mainly left to the private sector, preferably by attracting foreign 
investors. 
5.2.2 The Broad Segmemalim Comepifor Turkey 
Turkey's rich historical and cultural heritage has always attracted the classical 
traveller, apart from the mass of chartered package holidaymakers. Turkey is still 
considered a relatively unspoilt destination and a relatively cheap holiday destination. 
The principal data on Turkish tourism is collected through border controls by 
police and distributed monthly to the State Institute of Statistics and from there to the 
Ministry of Tourism. Yearly sample surveys are also carried out by the ministry, 
primarily to estimate tourist expenditures and less importantly to obtain different types 
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of information such as purpose of visit, visitor profiles and length of stay. Leisure 
purposes, especially sun and sea holidays, are the main primary purpose of travel to 
Turkey, followed by business, shopping visiting friends and family. Shopping, for 
instance, is the major motivation for Eastern Europeans who travel for trading 
purposes: shopping abroad-selling at home. 
Turkey appeals to the younger tourist within the 20-39 age bracket and all 
inclusive tour package holidays, which are separate, count for more than half of the 
visitors. In recent years, Turkey has given accelerated interest towards incentive travel 
and the conference trade, as well as short breaks in order to stimulate off-peak 
tourism. 
The marketing in the tourist generating countries is supported by the 
government, but only for advertising, promotional purposes and subsidies and financial 
help (e. g. fuel subsidies for charter airlines during the off-peak season, financial 
support for tour operators in sharing their advertising expenditures. However, what is 
neglected is the more concentrated marketing in the source markets at the consumer 
(tourist) level. 
The government should carefully balance the optimal growth of mass tourism 
(rather than controlling the negative impact of mass tourism as experienced in other 
Mediterranean destinations) against desired selective tourism, not only in terms of 
tourism development, but also in terms of more market research in the source 
countries for targeting existed appealing segments. 
In Turkish tourism policies, marketing has been included at the secondary level 
and usually comes afier other focused goals. Turkey has to realise the importance of 
marketing before everything else and this should also be in the right form of modern 
marketing. As market segmentation plays a dynamic role in targeting tourists, Turkey 
should not wait for tourist dernand to come along. Instead, divergent dernand should 
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be determined on the spot (in tile source countries) and then tile products can be 
aqjusted for tile requirements of specific tOUrist segments. 
In conclusion, the feasible way to implement the central tourism marketing 
policy discussed briefly above is to provide more resources for tourism offices abroad, 
in a sense to increase the power of their marketing capabilities in reaching the 
appropriate tourist segments, in addition to its normal activities. Having gathered the 
essential information from the offices, central policy can then focus on their role in 
diversifying the tourism resources and/or products to cater for specified targets. 
Furthermore, with the right product differentiation strategies, Turkey can achieve its 
positioning tasks in every appropriate diversified market against other tourism offers 
and competition. 
5.3 THE TURKISH TOURISM OFFICE IN LONDON (TTO) 
The Turkish Tourism Office in London (TTO) has become one of the pillars of 
Turkish tourism in the early 1990s. The UK and Ireland market is the only market in 
Europe from which Turkey has experienced constant arrivals during the 1990s. This 
has even been achieved whilst the market share of other competitors was deoilning and 
negative factors (terrorism threats and the recession in Britain) were supposed to have 
affected British travellers to Turkey. 
The TTO underlines its main objective as increasing the tourist-receiving 
numbers from the UK and Ireland by creating tourist interests in order to encourage 
tourists to take their holidays in Turkey. This objective is achieved by the use of 
different promotional facilities and the tourist awareness that is created should be 
addressed through relevant tourism channels and participants. The achievement is then 
measured by the sales of those tourism participants. 
Apart from promoting Turkey to the British public, the main aim of the TTO, 
as is usual, is to have a good working relationship with the travel trade in Britain (e. g. 
supplying inforniation and prornotional materials, assisting whenever necessary, taking 
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part in the pronlotional activities, organising educational trips). Most notably, tile TTO 
has started to contribute a Substantial arnount towards the cost of tile production of 
holiday brochures by tour operators. The TTO has also introduced the concept of Joint 
(Co-operative) Advertising to tour operators and agencies where usually seventy per 
cent of the costs are paid. The TTO has a reliable and regularly updated tour operators 
database in order to cover every aspect of the needs of tour operators. 
Although advertisements as major promotional means are expensive and may 
give limited information about Turkey, they are considered as reaching those 'tourist 
interests'. Expensive advertisements are also seen as an important way of creating 
'new interests' on top of the existing ones. Therefore, the TTO has high promotional 
budgets each year. 
The huge increase in inquiries has resulted in the TTO coping inefficiently and 
automation of the office was needed as well as professional consultancy and 
promotional services, Office automation started for the first time in London for 
Turkish tourism offices in terms of modern improved communication facilities and the 
emergence of an adequate information system (which includes internal database 
management (Appendix III) and external electronical auto-information services) and 
services from the post advertising respond mechanism with tool-free telephone 
operations. 
In addition to the above factors, the TTO believes that more positive and 
increasing interest from the media (including hosted journals in Turkey) and well- 
planned promotional activities (e. g. participating in workshops and fairs in the British 
market) have contributed to the result achieved in the 1990s. 
The TTO has always used expert agencies in its promotional issues. For 
instance, Dovetail, Retail and Detail, Advertising in tile early 90s took its part in 
prornoting Turkish tourism and their overall task was defined as: "to create such 
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distinctive appeal that Our target seek tile unique experience of Turkey above 
anywhere else". Their objectives then were set: 
0 to build perceptions towards Turkey as a quality holiday destination which 
offers diversity of experience, sophistication and ecological awareness and 
commitment*, 
0 to put the 'Turkish Experience' above any competition in a manner that 
distinctively brands Turkey, 
0 to raise awareness and understanding of Turkey as aligned with the West; 
0 to stimulate the travel trade towards Turkey as a quality holiday destination for 
their customers. 
In recent years, the TTO has cut back its massive promotion budgets basically 
because of the downfall of the Turkish economy. Besides, the TTO also believes that 
Turkey has established its image in the UK market and simply relies more on the 'word 
of mouth' type of promotion. HDM Linx (the marketing management agency) is the 
current company which handles the TTO's promotional activities. In contrast to the 
previous agency, their prime concern has become the need to increase year round 
tourism and holiday duration while increasing holiday spending per tourist. 
Both agencies mentioned above had some sort of 'target markets' definitions. 
Their primary targets were new tourists to Turkey, and a secondary group was the 
previous visitors. In the early 1990s, the Dovetail carried out similar applications for 
targeting markets, as were also in practice before the 90s (Kirdar 1991). The HDM 
Linx defined the demographic groupings as: 
" ABC I couples between 25 and 34 without children, both working, 
" ABC I couples between 45 and 64 with children having left home, 
" people who are looking for a more adventurous holiday, 
" people who are looking for a supplementary holiday in the shoulder season 
periods, 
0 people who are all achievers in their own lives. 
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Although the company tries to identify these targets, whose awareness of 
Turkey as a holiday destination could be increased, their communication objectives do 
not address the market segmentation issues. Therefore, it can be said that there is not 
much improvernent on what was stated in an earlier study (Kirdar 199 1, p. 133): "... the 
concept of market segmentation is not being made aware and practised by the Turkish 
Tourism Office" nor the agencies. The agencies' brief proposals to the TTO, which 
were inadequate compared with modern marketing practices, seem designed to capture 
the customer (i. e. the TTO) instead of capturing the targeted tourist groups. 
Although Turkish tourism has succeeded cornparatively well in the British 
market, it can be assumed that there is still a question mark over this achievement as to 
whether the correct tourism marketing techniques were employed in targeting tourists, 
or whether British holiday-makers were simply in search of new cheaper destinations. 
Tommasi (1987) predicted the future role of national tourism offices in the late 
80s, instead of concentrating on the products that are available in the travel agencies, it 
would be "less and less disseminating general information to the public and more and 
more that of working in close co-operation with the travel industry for the creation of 
a product best suited to the needs of the travellers, and the promotion of such products 
both to the retailers and the public" (p. 89). In reality, there is no doubt that joining 
efforts with the tourist trade will not become less important for tourist offices and for 
the TTO particularly, but the switch should rather be in the creation of tourism 
products in the sense that the needs of the tourists are well researched (rather than 
assumed) in advance in order to diversify or alter the products to match those targeted 
tourists. In other words, already diversified tourism products should not be used to 
attract those potential segments in the first instance, but instead those segments first 
ought to be identified frorn potential markets, then the right differentiation products 
should be offered to the right segments. 
193 
5.4 IDENTIFYING TARGET TOURISTS FOR THE TTO 
One of the main responsibilities of the TTO is to prornote Turkey as a tourist 
destination for British and Irish people in order to increase numbers received, as this is 
the normal priority confronting any tourist offices. Similarly, the main issue for the 
TTO becomes absolute when the need arises for the choice of targeting different 
markets and/or promoting the image of Turkey in general. The TTO should seek a 
balance to deal with this issue: how to evaluate the current market to more effectively 
deliver image messages addressed at those targeted groups, and how to identify the 
most appealing tourist segments which can reflect the appropriate diversity of 
attractions that Turkey offers. By identifying target tourists from these two angles as a 
starting point (as also explained in section 3.3.4), the TTO can have a clear view of its 
initial study. 
5.4.1 Evahiathig Cut-rem Towlva 
The British tourist market in any given year is almost equal to its population 
and approximately one third of people take holidays abroad. This proportion exceeds 
domestic tourist numbers. According to the TTO, Turkey usually keeps its promising 
British tourist share (6% for the year of 1993) at a steadily increasing level. The bigger 
tour operators (four at the end of 1993) count for half of the whole number of 
outgoing tourists to Turkey, whereas the rest belongs to almost 150 smaller (mainly 
specialist) companies. 
The TTO defines the typical British tourist to Turkey in the summer holidays as 
in the 25-45 age group, while the family market is growing significantly The TTO also 
considers that the disadvantage for independent travellers in Turkey is how to find 
their way in this huge country. 
Some British tourists still perceive Turkey as a cheap sea and sun destination as 
well as "a continuation of Greece and Spain, although this perception is diminishing" 
(Cooper and Ozdil 1992, p 384) When the larger British tour operators included 
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Turkey in their programmes, the TTO did not anticipate this type of tourist who would 
make a relatively minimal contribution to the Turkish econonly -and its local 
econornies and what is more important their negative impact. 
Cooper and Ozdil ( 1992) conclude in their British market study that the 
emphasis in Turkish tourism is moving away from -and at least is bound to change 
from- mass tourism towards a more responsible form of tourism where volume is not 
seen as the criteria for success. One of the equivalent forms of marketing strategy for 
this responsible tourism can be addressed by identifying desired tourists more 
efficiently, i. e. market segmentation. 
In the M Turkish tourism, unfortunately, is still perceived as a relative 
newcomer to mass tourism with an expandable variety of product offerings. (Lilley, 
1996). Mthough low summer package prices with good value for money are 
associated with Turkey, other quality products are very much open for exploration. 
5.4.1.1 Attracting the Appealing Tourist Groups 
Realistic combinations of different targets (because of several variables) may 
result in endless potential target numbers. This concept should be adopted by the TTO: 
while the British and Irish population ought to be seen as one total target market, 
every individual should be treated as the smallest target. However, these extreme 
strategies (mass versus fully custornised marketing) are not practical today, and the 
trick for the TTO is to find the most efficient and scientific approaches of segmenting 
the market regarding its potential profit contribution. Choosing the targets without too 
much consideration will obviously reflect in a negative way when the marketing 
prograrnmes are applied. 
To surn up, it is advisable for the TTO to consider the following criteria and 
factors before applying segmentation studies: 
" profitability 
" responsiveness 
185 
" repeated travel patterns 
" grow-th potential 
" common motivations 
" holiday decision-making power 
" retention potential 
" rnedia exposure and patterns and media costs 
"While... government efforts may push tourism along, the 
industry is mostly still driven by private choices and by the private 
sector. Most of what governments are doing is following markets, 
not creating markets. " (Naisbitt, 1994, p. 13 8) 
The TTO, indeed, should not to try to invent tourist segments, as long as the 
market is capable of segmenting itself The inherent differences within the market 
should be sought first to find a way to appeal to the various identified segments. 
Today holiday-makers can create their own all-inclusive package tours simply 
according to what they want to do and where they want to go instead of selecting the 
pre-packaged group tours. This trend occurs especially because 
0 the travellers are younger (rather than senior citizens)and need to: 
0 know the 'all-inclusive' cost in advance 
0 to secure the best value 
they become more sophisticated and want to have freedom as well 
0 they know only which flights to take but have plenty of choices of 
accommodation and tourism activities. 
The TTO should focus on those tourists who had taken group package tours 
and began to know what is available in Turkey and who may look to enjoy Turkish 
holidays again on their own. This concept of individual tours is also particularly 
suitable for adventure and ecotourism tours. 
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All-inclusive individualised tour packages do not necessarily mean that the 
bUdget-minded and bargain-hunter type of tourist would be attracted. By well-planned 
marketing policies, those packages may well suit the upscale tourist market. Apart 
from their routine travel trips, these vacationers may pick inclusive package tours 
because of their simplicity and the easier buy options of the packages. The TTO may 
find tile incentive travellers important and encourage operators to attract, for instance, 
business class flights to Istanbul and then the Orient Express return to provide an 
incremental vacation to a business trip. The TTO can also locate such incentive groups 
which are more experienced travellers and looking at new luxury destinations: Istanbul 
can offer a great deal for those groups. 
Another increasing trend in tourism is that visitors want to observe and 
participate in local events and cultural activities and life styles in a nonartificial manner. 
This is one of the reasons why more specialised tourism experiences are developed and 
offered moving away from the mass tourism approach. Countries, therefore, have 
started to recognise this environmental, cultural and social tourism as a golden 
econornic opportunity. The TTO should also emphasise these sorts of tourism 
activities in its promotions addressing the right group of tourists. For example, the 
TTO should convince tourists that it offers more than sun and sea holidays; 
emphasising especially its rich natureland, history, culture, and ecotourism alternatives 
which give a variety of options. However, all these offers should not be used to 
bombard everyone, but should be directed at the right interested groups. Turkey 
should encourage these types of tourists not only to take the holidays which interest 
them, but also how to contribute personally. For instance, the slogan 'paradise 
preserved' can be changed for particular group of tourists as 'paradise preserved by 
you'. Another recent advertising slogan is 'Sun, Sea and the rest is History', visualising 
it with appropriate pictures of the three claims (see Appendix 111). This slogan is 
believed to aim at persuading potential tourists towards the richness of historical 
attractions by changing (and possibly enhancing too) the usual image as a 'sun and sea' 
destination. However, such a broadly advertised slogan (e. g. on London buses) may 
not achieve the pinpoint accuracy of reaching the appealing tourists. Most importantly, 
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there is also another possibility that people may perceive and interpret such claim as 
'Sun, Sea and nothing else!. Although many people may not read to much into the 
slogan, it might have been better to choose something less ambiguous. 
The TTO should specifically target the segments as niches to gain a more 
eflective approach. For instance, targeting the incentive market is not enough; it should 
also consider whether first, second or more time incentives (because more business 
trips make destinations less attractive and the impressions become important); whether 
regular or once in a lifetime; or whether adventure or classic incentive trips. Therefore 
the right adjustments to the products on offer are needed to address the requirements. 
5.4.2 Revieii, iiiglheDesliticiliotisAltracliotis 
The Ministry of Tourism defines Turkey as 'a truly remarkable destination' 
which offers; nine thousand years of rich history, five thousand of miles of coastline, 
breath-taking landscapes, rare wildlife, superb cuisine and warm hospitality. "A wide 
range of tourist attractions are available including city breaks (Istanbul, Ankara, 
Antalya, Izmir), gullet cruising, skiing and special interest activities such as golf, white 
water rafting, hot air ballooning, paragliding, rambling, painting, archaeology tours and 
the rnagnificent Turkish cuisine" (Turkey Report 1995, Ministry of Tourism, p. 7). 
Turkey also has promising business facilities with a techhological 
communications infrastructure including auditoriums and banqueting facilities of over a 
thousand person capacity), confidential and intimate meeting rooms; multilingual 
secretarial support, dedicated conference, entertainment and leisure personnel. Turkey 
can manage to organise major conferences (85% of conferences take place in Istanbul) 
with four major exhibition and conference centres (the highest capacity centre can 
cater for 2500 persons). For instance in June 1996, Istanbul hosted the second United 
Nations International Habitat Conference, involving approximately 25.000 participants, 
and in October 1997 organised the annual conference meeting for the World Tourism 
Organisation. 
18g 
History and culture in Turkey from one of the well-blended conibinations that 
encompass ten thousand years of history and the civilisations (e. g. Hittites, Lycians, 
Lydians, Persians, Helens, Romans, Byzantines, the Seljuk Turks and the Ottomans). 
Turkey has the largest number of archaeological sites among tile Mediterranean 
countries, as well as a large number of monuments throughout Turkey. UNESCO has 
declared seven of the sites to be preserved and included in the 'World's Heritage' list. 
Turkey has invested in improvements for its tourism products as a precaution in 
response to the complaints of visiting tourists frorn their experiences in the late 80s and 
very early 90s, when expectations failed to match standards. 
Creating diversity of tourist products has not achieved as much as the Ministry 
of Tourism is intended. It is similar to fishing techniques in that you have to know 
where to find the types of fish you desire to catch, what sort of technique to use 
(rodding, netting, trawl, etc. ) at the right time, with the right additional equipment 
(radar, sonar, etc. ) and without the danger of wiping out the fish for future angling. 
Without this sort of groundwork knowledge of fishing and its techniques, it may 
become more like waiting in an ocean to catch whatever is available. 
S. 4.2.1 Assuming the Appealing Tourist Groups 
Although Turkey increased its market share in the UK market, the worry 
(reflected especially by tour operators) is that Turkey is becoming associated too much 
with cheap holidays and the common belief is that a more up-market image needs to be 
created. Hence, the TTO should carve this potential to target the group of tourists who 
are more interested in discovering Turkey's different variety of offers. 
If Turkey wants to attract more diversified travellers, apart from the sun- 
seeking package tourist, the ministry must try to change Turkey's current image as a 
cheap alternative to other Mediterranean destinations. Turkey and the TTO should 
give up 'tile low prices' statements in its promotions, This image is already in the 
rninds of a certain type of tourist, but by expressing it further, may result in distracting 
189 
other desirable types of tourist who are not concerned merely with the cost of the 
holiday. One of the recent promotional messages is 'Turkey is not only the holiday 
paradise of today, but also of tomorrow'. However, tile perception of this statement 
may be of 'the cheap paradise' in some tourists' nlinds. Turkey should consider its 
tourism capacity as being directed first towards diversified markets and then try to fill 
the gap with the 'as a cheaper holiday' option, and not vice versa. By achieving this 
strategy, Turkey can then have more control over its marketing mixes directly towards 
segmented markets instead of tour operators' dominance on the tourism demand. The 
increase of powerful buyers of Turkish tourism products is obviously less attractive 
since negotiation is heavily weighted in the tour operator's favour. This is well 
recognised by other competitors who have already suffered the consequences, but 
Turkey should have realised this before, and being a cheap destination option is 
certainly not helpful at all. 
The TTO wants to attract genuine all season tourism by pushing the products 
offered by health and spa resorts, city breaks, religious places, fly-drive itineraries, 
archaeological and historical sites, walking and trekking holidays, rail tours, cruises as 
well as conference and incentive facilities. The answer for the achievement of the 
office's targets, then, would not be the basic promotional activities for those products, 
but searching the availability of the feasible markets in order to direct more tailored 
promotions. 
The TTO has even advertised Turkey in the holes of golf courses but was this 
really effective to those target groups or aimed at golf tourism in Turkey? If it was, 
was there any supporting promotion? Writing 'Turkey' in the holes does not have 
great appeal unless it shows what Turkey is really offering. 
5.4.3 E-mmining Me Tourisl Seginenialion Bases 
In recent research reported in a Turkish daily newspaper (Hurriyet, 10/4/1995; 
p. 7), British tourists prefer the cheap sea-sun-sand holidays and they are only 
interested in the sandwich type of meals and travel with rucksacks. Whereas French 
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and Belgian tourists prefer Cultural attractions, French tourists generally stay in holiday 
villages but tile Belgians faVOUr five-star accommodation and repeat their visits. All 
comparisons with other European tourists in the study show that, although their 
volurne is high, the British tourists are the undesired and new destination seekers orthe 
Spanish resorts. 
Although there are possible ways to gather all desirable information about 
tourists who are visiting or have just visited Turkey, one of the most appealing types of 
data is the collection of it before tourists take their travel. In an ideal world, knowing 
all the potential tourists' needs and wants in advance gives a great opportunity to any 
country or destination to serve their guests in a more imaginable and manageable way. 
It is appropriate for the TTO to have such a policy to identify certain details of their 
potential prospects. 
The major steps in office automation and technological advances (previously 
mentioned) have allowed the TTO to monitor some sort of demand analysis in terms of 
making the office's conventional operation (e. g. providing information) easier. 
However, from the marketing point of view, the existing database system provides 
some degree of market research, and possible segmentation variables are being used to 
analyse in statistical terms for gathering only simple frequencies and summaries. On the 
other hand, there is a high potential for a better segmentation application by assigning a 
more modern marketing orientation. This can be achieved with the appropriate 
employment of statistical techniques and altering the database accordingly. However, 
the currently available data may also be beneficial for a practical segmentation study 
especially when it is considered as an ongoing and relatively cheap (no marginal cost to 
the TTO) primary research data. 
5.4.3. / E-hpires Allaiti Dctlah(t. ve (? f the 7-TO 
The TTO has been running an 'enquiries main database' since the beginning of 
1990s. By the use of (Apple Macintosh) network cornputers, the database (Claris 
Filernaker Pro) keeps records of all tile enquiries which have been made to tile TTO 
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The enquiries are usually made in five ways: telephone, letter; leaving message on an 
answering machine, at exhibitions-, filling in media coupons. The telephone enquiries 
method is a sort of combined telephone and cornputerised interviewing which makes 
the database quite flexible in the sense that because of the verbal contact with the 
interviewee, it allows the TTO to ask structured dichotornous or multiple category and 
open ended questions and to probe the enquirers as required during the contact. 
Telephone enquiries are entered into the database when they occur and the office 
personnel can direct the questions to the enquirer in a polite manner that they are not 
fully conscious of participating in a tele-questionnaire. Even when the enquirers 
become aware of this questioning, the personnel try to persuade them that the office 
will be assisting the appropriate service such as providing right information, docurnents 
or brochures. In this way, the TTO believes they can gather natural and unbiased 
information about the potential tourists to Turkey. 
The database to be used for recording purposes appears on the computer 
screen as containing three major research areas: general, tele holiday research and 
marketing details. Appendix III also shows the appearances of these screen pages, and 
the listing of all the questions is summarised. 
General details narned as Table A consists of names, addresses, telephone 
numbers of the enquirers (geographic details) and such reference details like recorders' 
name, date and reference number. If any mailing is necessary to the enquirers, the 
computer processes the data to match the right service and prepares mailing lists 
according to the general details at the end of each day. 
Table R contains tele holiday research details in order to project the demand 
analysis. The questions are believed to be in a logical order to obtain the answers 
systernatically. Thus, the potential tourists may answer: whether they have been to 
Turkey before, travelling as independent or taking package tours; visiting which 
regions in Turkey (Figure 5.1 ), any brochure requirement from special tour operators; 
which brochure from the TTO, their special interests; and what type of holiday. All 
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these answers are directed by the personnel to keep consistency with tile categories of 
the questions. A special interests question is aimed at providing corresponding 
information printouts from the electronic documents database to tile enquirers. This 
electronic information database is regularly updated and also revised by the demand of 
the enquirers. For instance, if enquirers have more common additional interests (as 
indicated in the other category and notes section), a new document can be created in 
the information database. The notes section, therefore, is regularly analysed by the 
computer to find out reasonable common interests and it is then considered to add new 
categories to appropriate section(s). 
Marketing details can be accessed from Table M from which the following 
information can be gathered: How many people (adults and children) will be travelling, 
motivations to travel to Turkey, if they have seen advertising media sources; and 
comments and the type of enquirers. Additionally, the data enquiry and type of enquiry 
(telephone, letter, etc. ) can also be seen on this electronic page. On this part of the 
database, it is assumed that enquirers at this stage are willing to answer the questions 
after knowing that they will receive free information documents, brochures, etc. Media 
details can also highlight whether the enquirers are contacted because of recent 
advertising campaigns and/or where and when they have been seen. The media 
comments are aimed at getting the views of the enquirers and, if these include 
interesting evaluations of the advertisers, they can be specifically entered into the 
appropriate notes section. Enquirers are classified, without asking them, by the 
personnel's own judgement as either tourism trade, consumer or research enquirers. 
Finally, as briefly explained earlier, the notes page can be accessed by the main menu 
and by choosing 'go to notes' or from any table by selecting 'notes' or 'other' options 
boxes. The notes page is designed as a dummy page to serve for all purposes, and 
'type of note' classification makes it possible to find the connection in the database, In 
this way, the TTO is convinced that database becomes more robust to answer all 
specific enquirers by evaluating the possible add-ons and/or changes for the 
information database as well as within itself 
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It is possible for the TTO to devise some variables which, although they may be 
a limited number, can be used for segmentation purpose. The initial look at the 
database may give a certain type of variables (Table 5.1). Further possible variable 
outcornes can be manipulated by recoding the data and/or combining them. For 
instance, data of enquiry may give reasonable projection of the seasonal or monthly 
details of enquirers, but this may possibly not guarantee exact dates of holiday-taking 
since there is no record. Additionally, the data does not provide information whether 
enquirers will actually visit Turkey, but it can be assumed that the enquirers will 
somehow take a part in Turkish tourism according to their nature of the enquirers. All 
f- possible data (either included in the table or other potential) manipulations s1rould be 
subject to rneet criteria of data available (or improved data gathering) and of the 
objectives of the TTO in segmentation study. However, within the limitations of the 
data available for this study, potential segmentation outcomes may still be expected 
after applying methodological approach(es). 
5.4.4 ldeiilifyiiiglheTai-gelTotit-i. vi. vbylheMethodologicalAppi-oaches 
In order to judge the possible methodological approaches for the TTO, the 
most commonly practised segmentation techniques (as discussed in chapter 4) should 
first be taken into account to show their patterns and relationships to assess their 
potential application to the research data of the TTO. This should be achieved by 
having an initial review of the TTO's database in order to find out what variables could 
be derived according to the nature of the questions, the form of data and the categories 
of responses given (as listed in Table 5.1). The research in this study was based on the 
data provided by the TTO, which includes all enquiries to the TTO between May 1994 
and May 1995. In view of the nature of the data obtained from the TTO, the 
applicability of segmentation techniques to the database can be determined. 
Since all the data is categorical, metric analysis should be eliminated (Table 
5.2), because any metric analysis cannot be applied to the TTO secondary data unless 
it is sornellow converted into measurable means. Moreover, certain techniques require 
more product related attributes in the design of the analysis (i e -conjoint, componential 
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N QUESTIONS 
0 (*) 7talics, 
General Details 
....... ......... . ... ... ........ ....... .... c you c ver been to Turkey befor e? 
'beentotr' 
you be mWiTýjyour oAm'travc`F- 
41 Whereabouts in Turkey will you be 
visiting? 'visicod' 
51 Would you like to receive brochure? 
Which brochures can I send you? 
7 Do you have any of the follo%Nring 
...... .. 
ýM i! ltercsts? 'special 
.. 
j!. j 
........................... What type of holiday are you looking 
for? 'holtyp ' 
...... ........ . .... . ... . ... ...... . ... ..... man y peopi e wi 11 be tra vell ing in 
j2Hyarty.? 'nocod' 
...... .... What made you'c ... h'o** o** *s* e** 'T u*r' *k' e**y *a s'a' 
holidav destination? 'motives' 
Have you seen our W(ýý *ýa'v*e'rt'i s*i n*g*? 
12 1 If so, do you remember where you have 
seen it? 'medt)p ' 
Any comments on the add you have 
seen? 'medcom' 
14 enquiry 'enqtyp 
Is I Enquired for the use of 
ANSWER OPTIONS 
Title, Initials, Surname, Address, 
Tel, etc. 
W; or No 
Yes or No 
Marmara, Aegean, 
Mediterranean, Central, Black 
Sea, East, Combination, 
Undecided 
or No 
21 possible answers 
0) 16 possible answers inc. 
others 
iiý--ffj; ýiý&ý-an`sw- e-rs.. mc. 
others 
'iTý'of'ad'ult's*, *******'*"""*****'********', 
No of children 
i6ý*ý*p*o*ssi*bl*e"an*sw'e'r*s*i'nc**" 
combination 
Vý; *o'r**RT***--** ... **----**- 
Types are: Newspapers, 
Magazines, TV, Radio, 
Bus/Poster, Teletext and 55 
... 
! ýqns. 
Like, do not like, 
IISý! ion e 
Tel, letter, visit, other 
Trade, consumer, Research 
FORM OF THE DATA & 
TYPE OF VARIABLE AS 
SEGMENTATION BASE 
Open-ended 
. 
9ýic (Address & Ci! y. ) 
Dichotomýý; 's*tructu'r*e*d****" 
24m... potential tourists 
Dichotomous structured 
.......... Structured multiple-category 
preferred destination (only one 
choice) 
Dichotomous structured 
................ Structured multiple-category 
Structured multiplc-catcgory 
purpo travel 
Structured multiple-category 
Open-ended 
individual vs. 
jg2g . ............... ýiýýmultiple-cat .e. gory 
motivations (only one choice 
media vs. other type of 
promotion 
Structured multiple-category 
media details (only one choice) 
Structured multiple-category 
P. UýýF!!! H. Eomments 
Structured multiple-category 
! yp.. R! ýq 
... . 
ýjry 
.......................... Structured mul tiplc-category 
use of enquiry 
O)Travel. Rail; Festival; Public Holidays-, Work; Property; Statistics; Tourism Policy; Yachting, Diving; Vacation; Visa, Hotel Prices, Turkish Republic 
of Northern Cyprus; Travel Advice; Other 
0) Ski; Tour, Beach, Nature; Rafting; Sailing; Trekking, Short-Breaks; Sightsecing; Archaeolog5r. Water sports; Other 
0) Personal recommendation; Hospitality-, Low cost of living; Natural beauty-, Historical richness. Delicious food, New destination; Business 
requirements; Combination 
(*) Italics'are the code names of the variables used in the stabstics 
Possible manipulations Possible outcome? 
....................... ........................................... . ............... ....................................................................................................... years, seasons, months . .............. ........... ..... ...... ..... . ..... ..... .... . ..... ............... ......... . .... ..... .... ... .... travel affangcme n ts(3) Vs No of ind ivid ua I Vs group?, Farn il ics Vs S in gl cs 
travellcr(9) 
Repeat or not(2) Vs Media dctails(I 2 
............ ..... ... iý** **; fiý dc( 15) Vs 
more sDeciric type of travel? 
significant ones for repeat or not? 
... .... ...... . tra . de .. sh . ou . id'usually"require brochure, find out 
if anv other cnquirv? 
TABLE 5.1: The Nature of the Data Obtained from the Turkish Tourism Office In London 
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analysis, and POSSE). Finally, multidimensional scaling and canonical analysis are also 
eliminated because of similar limitations: they respectively have the need for rankings 
of other perceptions and preferences; and the need for interval scaled sets of variables. 
Thus, only three such techniques, cross-tabulations, Automatic Interaction Detector 
(AID) and correspondence analysis were deemed appropriate for use in the application 
of the segmentation study for the TTO. Briefly supportive justification for each is 
given as follows. 
In tile case of the TTO, data ought to be analysed by the cross-classification 
procedure to determine the rankings of the variables and their association with each 
other to have a clear picture of the provided data. This insight into information can 
then lead to an application of further possible multivariate techniques for segmentation 
purposes, i. e. AID and correspondence analysis. Cross-tabulation can also be 
considered after segments are developed to have better picture of the segments with 
other possible measures such as descriptive variables. 
As mentioned in the previous chapter, in AID analysis there is no need for 
specifying the nonlinearities and there are no assumptions on the properties of the data. 
Since AID requires a large initial sample size, the TTO's database can provide a large 
enough sample size. AID does also not need to consider interrelations among 
independent variables, different samples may result from different trees; and important 
variables may not be included. All these setbacks can be overcome in the case of the 
TTO because intercorrelations between variables can be determined by applying other 
techniques (e. g. cross-tabulat ions and/or correspondence analysis), the database can be 
broken down into other categories for testing, even though all data may be used, (e. g. 
different years versus all data), and limited available variables can direct a better 
advance planning for their involvement in the technique. 
Furthermore, the simplicity of the technique's output and the ease of 
interpretation and explanation to the TTO directors make it appealing to use this 
technique Although AID's power lies in identifying nonlinearities and interactions 
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which may be present in the data, it is highly recommended that it be used in 
conjunction with other segmentation techniques. Limited data variables of tile TTO 
database and the impracticability of collecting further primary data make it logical to 
take a procedure of initial screening of the variables in order to identify the important 
ones as well as possible segment profiles. For instance, one branch of the tree 
(variable) may seern to represent a negligible percentage -for example 1% business 
travellers of the total sample but within that variable one further branch may provide 
one meaningful group (e. g. 90% business travellers to Istanbul). Ajthough the given 
example is self-intuitive, AID can also show unpredictable significant break-downs. 
Hence, the potential opportunities of other techniques can then be utilised in addition 
to those meaningful ones. 
Correspondence analysis (CA) uses indication variables to portray their sets of 
data points in a joint space with the use of rows and columns from cross-tabulation 
tables. Its unique advantage over other techniques lies in its ability to accommodate 
both non-metric data and non-linear relationships. It suits the TTO's database which 
mainly includes categorical data such as yes-no or discrete multiple choice responses. 
This type of data is not likely to be handled by other popular multivariate techniques 
without the likelihood of violating their statistical assumptions. 
CA is most oflen used for brands and attributes, but it could be applied to 
almost any table which can be gathered by cross-tabulation of the variables of the 
TTO's database. Therefore, for instance, through CA, the association or 
correspondence of holiday regions in Turkey and the distinguishing motivations of 
those preferring each region may be shown in a two dimensional map of both regions 
and respondent motives. Regions perceived as similar are determined by close 
proximity to each other. Likewise, the most distinguishing holiday motivations of the 
respondents are also located in the proximity of the motives to each other. Hence, CA 
may give more insights to tile TTO's database for appropriate variable correspondence 
as an exploratory data analysis. 
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Like AID, CA also provides easily interpretable results despite tile level of 
complexity which must be handled, as well as being relatively simple to understand and 
execute using the categorical data obtained. Additionally, the flexible applicability of 
the technique to a wide range of issues and situations may result in the conclusion to 
use CA for the TTO. Moreover, not only using a primary method, CA could be used as 
a supplementary technique to other multiattribute scale analytical methods, i. e. after 
employing AID, it can fill the gap of the shortcomings of AID. 
S. 4.4.1 Limitations qf theStudy 
More fruitful primary research based on the TTO's database cannot be 
conducted because of restrictions imposed by the TTO and their obligation to the UK 
Data Protection Act, which requires that all database users register and ensure that the 
information they gather is not excessive for their purposes. 
An attempt to develop an optimal segmentation for the TTO cannot be fully 
achieved because of the binding nature of limited data -only one particular year's 
enquiries and the lack of opportunity of obtaining better variables. The full 
optimisation of the study may only be achieved by the TTO's full commitment to the 
segmentation concept so as to have clear objectives, especially to adapt their running 
database according to the appropriate implementation of the segmentation approach. 
However, the final aim of this study, based on the data provided, is considered to be 
deductive in searching for the practical applicability of the methodologies to 
interpreting the particular data. Hence, this study attempts to help foster utilisation of 
the segmentation concept as providing a relatively dynamic guide to the TTO as well 
as giving further perspectives of development or research opportunities and 
recommendations. 
The sample database includes all enquiries to the TTO within a year period. It 
is obvious that trade and research enquiries have to be excluded from the analysis 
unless such industrial segmentation is aimed at the case of tour operators, agencies, 
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etc. Another exclusion also seems appropriate -that of telephone enquiries which may 
only be selected because the rest of enquiry types result in an increase in tile missing 
answers of tile sampled database (see frequency tables in Appendix IV). In other 
words, when telephone consurner enquiries are compared to all consumer enquiries, 
there is a negligible change in percentage in every answer category except that missing 
observations cause a dramatic drop in percentage figures. This can be intuitively 
explained in that only the telephone rnethod gives immediate two way communication 
so that more desired responses are likely to be gathered. It is impossible to get all 
answers from such method of 'letter', 'answering machine', etc., inquiries apart from 
specific one(s). 
The intention to use only consumer telephone enquiries as the main data input 
also limits this study in omitting the AID (or CHAID module in the SPSS) technique. 
The minimum data required should be in excess of thousand cases (Vavrik and 
Mazanec, 1990) or as many as two-thousand cases (Doyle and Fenwick, 1975) which 
is acceptable for the input data (roughly twenty-seven hundred) -even tough ten- 
thousand cases are recommended by Houghton and Oulabi (1993). However, it is quite 
predictable that establishing tree cells with the minimum requirement size of a count of 
'thirty' (or 'fifty' by Houghton and Oulabi, 1993) is impossible to expand the tree 
branches as much as desired. For instance, when the variable 'beentotr' is considered it 
has less than 20% frequency of 'yes -been to Turkey' and expanding this cell might 
eventually stop the split early, whereas other branch ('no') might as well be expanded 
enough. Nevertheless, the full use of the TTO's database can easily overcome the 
considerations above as well as those limitations and caveats in Exhibit 4.1. 
The use of the variables in the database also show some limitations. For 
instance, brochure requirement questions are felt to be doubtful as to whether they 
might give additional information rather than operational handling as sending required 
brochures or passing the inquiries to the specialist tour operators. Additionally, 'special 
interests' questions are designed especially for the TTO keep as information 
docurnents to send to the enquirers upon request For example, 'public holidays', 'hotel 
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prices', 'travel advice', etc., may not reveal direct assumptions about the travellers. On 
the other hand, if the TTO desires, the above-nientioned specific requirements can be 
analysed individually to monitor each one against the other variables. Sorne other 
variables have relatively lesser response counts although they may provide a basis for 
effective segmentation. This is especially true for 'media source' and 'media comment' 
variables since they may provide indications for appropriate advertising channels. 
Unless the TTO finds a way to improve the response rate (in the consurner database - 
see Appendix IV, 'yes' answers to 'whether seen advertising' questions account for 
only 3.1 % of the total, whereas 'no' account for 30.8% and missing observations for 
66.1 %), as well as finding enough counts for each media type and listed media source, 
media assessments can be neglected. 
Finally, the original data would also benefit from some alterations, such as new 
recodings and groupings of the variables (as shown where necessary later) in order to 
increase their statistical powers for the analysis and/or simply for the requirements of 
the SPSS program. 
5.4.4.2 Cross-tabulations 
The statistical use by the TTO of its database is limited to some basic degree of 
frequency results of every category count. Indeed, the simpler tests are of importance 
in order to see the nature of their data, but more carefully examined frequencies and 
distributions of their data may allow them to establish and test contingency tables 
before moving to more sophisticated techniques. 
The cross-tabulations and their tests here are aimed at comparing the number 
of tables (which are constructed in every possible two-way pairing of the above 
selected variables) with the nominal frequencies that would be expected if there were 
no association between each two variables in question from the tables. By simply 
checking the significance value levels, it is possible to establish statistically significant 
indications for associated pair variables. In other words, if the two pairs statistically 
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show no association with each other than these variables may be excluded f1roni further 
analysis, e. g. Multivariate cross-tabulations or correspondence analysis, 
The observed statistics of significance and approximate significance results and 
their explanations are shown in the surnmary of cross-tabulation analysis table 
(Appendix V). When the observed significance levels are almost zero, which forms the 
basis for the rejection of the null hypothesis, then the variables are either independent 
or there is no association. However, this does not necessarily mean that the 
relationship between other variables is very strong, because the values and the 
significance level of the chi-square statistics provide little information. The observed 
significance levels suggest that the two variables are either independent or not but 
provide no explanation about how the two variables are related (if there is a 
dependency). Moreover, because the chi-square values depend on the sample size, on 
the number of rows and columns, and on what the extent of independence is or not, 
chi-square values cannot be compared with different sample sizes. 
There are some conditions which must be met for a good approximation of the 
distribution of the statistics. First of all, the data must include random samples from 
multi-nominal distribution. The one year period database entries of the TTO is 
convincing enough as randomly provided nominal levels of the data. Secondly the chi- 
square tests are only valid if the expected frequencies for the cells in the tables are 
sufficiently large, e. g. no fewer than I- Moreover, fewer than 20% of the cells are 
accepted as having an expected frequency of less than 5. These conditions may well 
indicate whether the tests can validly be used on the data in the tables. However, some 
studies suggest that the conditions are too stringent and should be relaxed (Everitt, 
1977). From the examination of cross-tabulations, there are some paired variables 
which are affected by these limitations for instance, 'visicod2' versus 'holtyp2' table 
statistics show the minimum expected frequency as 0.005 and 72.2% cells with an 
expected frequency of less than 5. In this case, recodings to group regions and type of 
holiday preferences made it possible to overcome the shortcoming of these limitations, 
1 24 1 of mininium expected frequency and 10% of cells with expected frequency less 
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than 5 are gathered for 'visicod3-holtyp4. However, some other cases are still affected 
and probably need amalgamation of groupings. If this does not solve the problem, 
collecting more data (tile TTO have more than six years database) in order to test the 
hypothesis to see tendencies for associations between the variables to be related to area 
of segmentation work, 
The TTO should disregard the above conditions because, assuming the full use 
of the TTO's database may fully ease the above limitations, even though amalgamating 
categories should not be considered to remove cells with small expected frequencies. If 
there are still some cells which undermine the validity of the statistics, than the 
corresponding attributes should be dropped from the cross-tabulation analysis or even 
from the database. Hence, all possible cross-tabulations are carried out here especially 
to show suggestive constructions of this technique for the utilisation by the TTO. 
Moreover, there are variables which show association, yet some may violate the 
conditions, but can be used to take part in other analysis, e. g. correspondence analysis. 
if the differences (or associations) between groups are statistically significant, it is not 
necessarily meant that this is practically substantial for everyday use for the TTO. That 
is, the practical importance of the variables is, therefore, subject to dynamic 
judgements of the TTO. 
Since the collection of chi-square statistics itself does not provide a good 
measure of association, the modified measures of association (explanations and values 
in Appendix V) can be gathered to enable it to compare chi-square values from tables 
with different sample sizes and different dimensions (the phi-coefficient, the coefficient 
of contingency, Cramer's V). However, these measures are difficult to interpret and 
are not very satisfying. In other words, there is no easy way of putting into words any 
cornparative comment on the chi-square measure values (for instance 0.14164 phi- 
coefficient value as a variable to distinguish which people have been to Turkey before 
or not and whether they are making their own travel arrangements or not). Despite the 
comparative abilities between other results of tables, the strength of association being 
compared cannot be easily related to an initiative concept of association. Some other 
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measures are thus introduced to make clear interpretations, i. e proportional reduction 
in error (PRE) measures, These measures overwhelmingly produce better predictions 
of the values of dependent variables when the values of relevant independent variables 
are known. Two situations in error reductions, one where independent variable is used 
and one where it is not used, are taken into account. It should always be remembered 
that no single measure adequately summarises all possible types of association. In 
addition, measures vary in their interpretation and in the way they define perfect and 
intermediate association. 
The calculated value of lambda shows by how many percentages the error is 
reduced in predicting the dependent variable when using the independent variable. The 
largest value that the lambda can be is 1. This could only be observed if, for instance, 
each motivation attribute counts only for one region but no other regions. In other 
words, for each category of the independent variable motivation, there is one cell 
(responding to regions) with all of the cases. Therefore, it can be said that there is a 
100% no error to guess that the value for all cases, i. e. if the motivation is known, the 
region can be predicted perfectly, whereas if the value of lambda is small (close to 0), 
this implies that the introduction of the independent variable reduces the error by little, 
if at all. Thus, it can be concluded that no relation exists between the variables. 
However, other measures of association can produce a relationship even where lambda 
possesses a value of 0. 
After running the tests of each possible pairing of variables, significantly 
associated ones (bold typed in the summary table in Appendix V) are taken into 
account and their every possible statistic detail, as displayed by the SPSS, is also 
deerned to be shown in the Appendix V to which all the explanations of statistics are 
also attached, 
Continuity correction and Fisher's exact tests are excluded from the summary 
table due to their application only for W tables, Linear by linear association (Mantel- 
Haenzel) is eliminated because it suits ordinal data and linearities between data are not 
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aimed at being explored. Pearson and likelihood ratio values are considered for chi. 
square statistics. From chi-square base measures of association, Cramer's V is chosen 
simply because of its superiority to others. The uncertainty coefficient measure is left 
out due to its significant level which gives the results of the significance level of 
likelihood ratio. Lambda and (Goodman Kruskal) tau of PRE measures are examined 
separately to arrive at the conclusion of appropriate associated variable pairs which are 
finally determined as 'beentotr', 'independ', 'beeninde'(as a combination of the 
previous two), 'motives', 'visicod', 'holtyp' and 'nocod' (except between 'beentotr' 
and 'nocod3' according to the 'larnbda' and the 'tau' tests, and 'motive' and 'holtyp' 
are excluded due to failing of the criteria for the cross-tabs). 
Since all measures show different kinds of association, lambda values are 
compared at the final stage because some pairs are shown not to have association 
according to the approximate significance of lambda, However, this measure provides 
an opportunity to rank the pairs according to their significance association level and 
their values in error reduction. In other words, every other significance level, apart 
from the lambda from tile pairs is 0. These associated pairs do not show the same 
association of the lambda measures since their approximate significance level is 
different. 
ý The recodings of 'visicod', 'motives' and 'nocod' are discussed to suit the data 
for the cross-tabulation statistics as well as 'beeninde' in the combination of 'beentotr' 
and 'independ'. 'Visicod2' amalgamates the regions of Central, Southeast and East as 
Anatolia, whereas 'visicod3' add Black Sea to those three regions. These recodings are 
the result of two main causes: those regions which show considerably low responses 
are assumed to be visited by similar types of tourists, and their tourism offerings are 
similar towards the explorer type of tourists for all year round tourism. Moreover, 
these regions can be considered to be in the very early stage of their product life 
cycles. Finally, 'visicod4' omits the low counts of Anatolia and Black Sea regions only 
to consider the remaining responses, 
206 
'Motives2' involves omitting the 'delicious food' attribute because it has again 
a low response (only four) and one can easily predict that this motive is unlikely to be a 
dominant one to travel to any country unless it becornes very much a specific stimulus, 
'Holtyp2' is first recoded as twenty categories with combined responses of holiday 
type preferences and later 'holtyp3' with ten categories (see Appendix IV) to, -perform 
cross-tabulation statistics because multiple response categories (in its simplest form) 
cannot be used directly in the statistics. A third grouping seemed to be necessary, due 
to low observed categories, as 'holtyp4' included five categories: 'sightseeing'; 
4sightseeing and beach', 'sightseeing, beach and nature'; 'beach and beach with other 
combinations', and 'others'. 'Nocod2' categorises the travellers into six groups 
according to being individual, two adults or more than three travellers, and each with 
children. 'Nocod3' is also believed to make broader groupings but still distinctive in 
combining three 'with children' groupings into single one as travellers with children. 
In addition to the above discussions and with regard to the lambda figures, the 
pairs are listed (in table 5.3) from the most likely associated ones to the least likely 
ones (first variables are determined as dependent on the second ones). Similarly, 
Goodman and Kruskal Tau measure is also shown in the table for the same pairs. The 
cross-tabulations are relaxed in statistical analysis to make them more reliable since the 
expected values of any cell are increased to more than a value of 1, and the expected 
values less than 5 are reduced to the under 20% criteria. The table summarises only the 
pairs (as in Appendix V) which ease the above restrictions and only those valid pairs 
are shown as immediate following options to the failed criteria for pairings. For 
example, 'beentotr-nocod2' give a minimurn expected frequency of 0.742 -although 
the other restriction is acceptable (16.7%). The next possible pairing is then 
determined as 'beentotr-nocod3' which reveals better results of 29.693 and 0% 
respectively. Similarly, 'visicod4-motives2' is chosen after weighing the earlier six 
options starting from 'visicod-i-notives' towards 'visicod3-i-notives2'. 
Parallel to the lambda results, it can be interpreted that the most likely 
associated pairs are the type of holiday groupings ('holtyp4') variable and regions with 
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Beentotr Have you ever been to Turkey? (Previous visitors vs. New visitors) 
independ Will you be making your own travel arrangements? (independent travellers vs Package holiday makers) 
Beeninde Combination of Beentotr and Independ' 
Visicod Whereabouts in Turkey will you be visiting? (Region) 
Visicod2 Central, South East and East regions combined as Anatolia 
Visicod3 Anatolia and Black Sea combined as one region 
Visicod4 Omits of Anatolia and Black Sea 
Motives What made you choose Turkey as a holiday destination? (Motives) 
Mofives2 Omits'delicious food motive 
Holtyp What type of holiday are you looking foO (Holiday-type possible thirty si x combinations) 
Holtyp2 The categories (20) for every single type of holiday preferences (12) and with other more observed multiple response 
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Holtyp3 Re-coded combinations (10) of the above to increase the counts at rnore obseNed level of frequencies 
Holryp4 Five groupings as sightseeing sightseeing and beach sightseeing b each nature and archaeology' nat ure and nature 
with others and otheis 
Nococl How many people vvýll be travelling in your party? (Individuals s Couple s Groups & with children) 
Nocod2 Six groupings as individuals two adults three and more than three adult s and each with childfen 
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tile Anatolia and Black Sea combination. By this, it is rneant that knowing tile region 
preferences may give predictions of the type of holiday preferences of the tourists with 
a21.96% error reduction possibility. Likewise, tourist motives for travelling to Turkey 
(excluding that of the cuisine) may suggest to which three regions (or their 
combination) the tourists will travel or if there is no particular decision upon the region 
preferences. The sarne motives may also predict the combined variable of previous- 
new visitors with their travel arrangements (with low 2.5 1% error reduction) as well as 
that of only being previous or new visitors (6.84%). The third categorisation of the 
travellers according to companion number or whether having children ('nocod3') may 
also expose significantly tile travel arrangements either independent travellers or 
package holiday makers. Additionally, byjust knowing the same categorisation of the 
travellers, previous or new visitors with their travel arrangements, their motives 
(without 'delicious food') may be determined. Lastly, at a reasonable significance level 
the lambda tests suggest that if the preferences of the travellers to a particular region 
option is known, there is a possibility (with a 8.13% error reduction) to determine 
whether the travellers have been to Turkey before or not and this influence on their 
travel arrangements. 
Appendix V also includes some of the associated variables in multiways (as 
with a controlled variable) and cross-tabulations to offer further possibilities for the 
TTO. In this way, it is conceivable to see parallels between more than two variables in 
order to establish what the data potentially reveals. 
Involving more variables in the analysis may make the study quite complex 
frorn the TTO's point of view but simple cross-tabs may also conceal some critical 
facts which could be used for further analysis. For example, when previous visitors to 
Turkey are taken into account as a controlled variable against the 'travel arrangements' 
and 'motives' (as in number 12 pairings in the appendix), there is no evidence of any 
significant association, whereas 'new visitors' shows otherwise. 'New visitors', 
regardless of whether they are independent travellers or package holiday-makers, also 
provides association against the region and motive preferences. 'Previous visitors', 
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again shows no association for 'motives'. This is another reason which Supports the 
utilisation of the combined variable of the two: new versus previous travellers and 
independent travellers versus package holiday-makers. 
. 5.4.4.3 
Correspondence A natvsiv (CA) 
Correspondence Analysis (CA) can produce dual low-dimensional (usually two 
or three) vector spaces to position points both of rows and columns from a cross- 
tabulation table, as briefly explained in Chapter 4. Its use of categorical data allows 
researchers to get a graphical representation of the residuals from the independence 
model and especially to explore the data in order to apply different situations which 
involve multiple variables. 
By simply considering cross-tabulations alone, gathering interpretable summary 
of data, in terms of nurnerical descriptions, is quite hard to assimilate. The cross- 
tabulations carried out for the TTO's case has proved that dealing with more than 
hundred pages output (cross-tabs and their statistic results) is predictably undesirable 
from the TTO's point of view. Thus, the essence of a graphical display may be useful 
to summarise the data into pictorial descriptions, which is obviously worth more than 
hundred pages of numbers. Greenacre (1984) supports the assistance of graphical 
displays for three main reasons: "summarising a large mass of numerical data, 
simplifying the aspect of the data by appealing to our natural ability to absorb visual 
images and (hopefully) providing a global view of the information, thereby stimulating 
possible explanations" (p. 3). 
The data obtained from the TTO cannot be summarised by a few histograms in 
an attempt to make graphical displays of each possible cross-tabulation. Even if it is 
attempted, it will no longer be an easy graphical display to evaluate the similarities and 
differences amongst the profiles of the variables. In the cross-tabulation study which 
involves a large number of responses, there is always a danger of excluding such 
patterns of association between the variables (especially for the categories which have 
few responses) It is also difficult to detect these among a huge number of possible 
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tables by simply looking at them. Hence, CA aims to reveal those patterns (if available) 
within an exploratory framework. 
The displays of CA may be improved by applying a third further dimension but 
this would be very much at the expense of visual complication for interpreting the 
outcorne. Indeed, sacrificing as little information as possible, to obtain two-dimensional 
displays of CA (instead of showing exact profiles of such histograms or cumulative 
frequencies as in the case of the TTO) can surely make more beneficial to gain tile 
interpretability against the loss in information. 
In CA, a number of different attributes of the data can be expressed in a single 
concise map. The display of each set (rows and columns) of points, thus, determined 
the nature of similarities and dispersions either within each set or for corresponding 
points between both sets. In other words, CA illustrates not only the relationships 
between the rows and the columns but also the relationships between the categories of 
either the rows and the columns in the same dimensionality. The map can initially be 
formed using the chi-squared metric distance to position the rows and the columns 
independently, and then it is possible to use the matrix algebra to grasp the relationship 
between the rows and columns and superimpose both on the same map. 
Although CA is quite a flexible technique which is applicable to a wide range of 
issues and situations, CA is not appropriate for hypothesis testing. Furthermore, CA 
has no approach itself for convincingly determining the appropriate number of 
dimensions. Hence, it is entirely left to the researchers to balance the interpretability as 
discussed above. Another drawback is that adding or omitting objects (individually 
and/or as a set) may become critical for the purpose of generalisation. This, however, 
must carefully be assessed in terms of the validation of the analysis to get a true 
interpretation of the research results. 
To ease the above mentioned disadvantages of CA for the TTO's case, it is 
important to take appropriate steps before applying the analysis. First of all, the use of 
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variables can be derived firorn tile earlier cross-tabulation analysis in which tile 
associated pairs are gathered (table 5.3) according to reliability nature of cross-tabs 
and its appropriateness for hypothesis testing. Sarne variable pairings can be. focused 
(even by neglecting their dependency outcomes) for two-dimensional displays of CA. 
The choice of two-dimensionality is mainly desired to facilitate its 
interpretation and the total inertia representation of these variable pairs is fairly good at 
expressing the sets of points (those get worse if the relative contribution is well below 
100). Again, the outcome of the cross-tabulation has become an assessment in 
establishing the two-dimensionality. By using this suggested variable pairings of the 
cross-tabulations, it is possible to understand that omitted variables are not helpful in 
predicting the association and, thus, omitting those will presumably not undermine the 
validity of CA. Similarly, cross-tabulations prove the importance of re-codings to 
combine low observed attributes in accordance with prior similarities (e. g. Central, 
East and South East are combined as Anatolia) and the exclusion of inappropriate 
attributes like the 'delicious food' motive. Unlike other techniques, CA also supports 
the combination of (two or more) identical profiles together to get a single row or 
column profile without affecting the geometry of the points in the other set (known as 
4principle of distributional equivalence'). 
The results of cross-tabulations can be used as a base for validating the 
outcome of CA for the data provided by the TTO. However, the use of the original 
form of each appropriate variable (e. g. 'visicod' instead of 'visicod4') must be 
evaluated for the whole database of the TTO. It is also (strongly) suggested to the 
TTO to improve validity of all available variables and to seek the possible inclusion of 
new relevant variables so that CA can then be fully stretched to broaden its ability to 
be utilised in the segmentation study. Nine appropriate variable pairings (since 
transposing row and column do not change the outcome, and CA is interdependence 
technique) are used in CA and the SPSS calculations and displays are shown at the end 
of the chapter in Exhibit 5.2 -also includes MaplO for 'holtyp4-motive2' which is not 
qualified for cross-tabs. In the tables of CA, however, dependent and independent 
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variables are indicated as columns being independent and rows being dependent (in 
- 'triangles' and 'dots' respectively) regarding tile cross-tabulation analysis. displays, 
Through CA, the association of destination regions in Turkey and the 
distinguishing motivations of those referring to each region can then be shown in two- 
dimensional displays of both preferences of regions and respondent motives. The 
regions perceived as similar are determined by close proximity to each other and, 
likewise, the most distinguishing holiday motivations of respondents are also located in 
the proximity of the 'motive' points to each other. In a strict sense, the proximities 
should be compared only within 'region' points or within 'motive' points, but there are 
distinct patterns if general corresponding points can be distinguished. It is, therefore, 
important that the interpretation of the distances between points of different variables 
should not be over extended because of the insignificance of their distance 
measurement. In other words, the distances between points of the same variable set are 
designated with regard to the relevant chi-square distance, whilst the triangular 
(barycentric) co-ordinates of two profiles provide the between-set relationship. 
There are some key statistic results which should be pointed out before 
proceeding to the interpretation. If the first dimension of the percentage representation 
of the inertia is relatively high enough (close to 100%), then even one-dimensional CA 
can be assumed as an approximate view of the data (the inertia percentages of the first 
dimension for all pairings are scattered between 80% and 87% except 'holtyp 
pairings). More formally, however, this particular dimension is commonly assigned as 
the first principle axis (dimension). The principal dimension explains much more of the 
variance in general (and also in the attributes) than the remaining dimension(s). The 
inertia (e. g. 0.19950 for 'holtyp4-visicod3' pair) along the first principle axis is derived 
frorn the weighted sum of squared distances to the origin of the both sets of points (or, 
equivalently, in the SPSS output as squared singular value of 0.44666). 
For each row or column points the contribution of the points to the inertia of 
each dimension (narned as absolute contribution to inertia) can be calculated to 
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determine which points play the higher contribution to the dimensions. For instance, 
'Mari-nara' contributes 0 727 (72.7%) to the inertia of the first dimension whereas 
12.4% to the second one. In the SPSS output the absolute contributions are counted as 
the squared score of each point for any dimension multiplied by the marginal response 
of the same point and then divided by a singular value of the dimension. To put it more 
simply, the absolute contribution to the inertia denotes a percentage of variance 
determined by each point in relation to each of the dimensional axes. Hence, they 
become one of the substantial statistics in interpreting the importance of each profile 
(of row or column) towards indicating the direction of the dimensions. 
The relative contributions of the inertia (labelled as the contribution of 
dimensions to the inertia of each row or column point in the SPSS results) are usually 
gathered to monitor the quality of the representation of each point in the joint space. 
Thus, this quality measure is an indication of how well each point is represented in the 
appropriate dimension of the space by summing up the quality representation of each 
point. The loss of information can be quantified as the difference from unity and if it is 
equal to unity, no information is used for the relevant point in that dimensional 
reduction. Relative contributions to inertia may also be examined in how much of the 
variance of each attribute is explained by each of the dimensions. If a few attributes 
show a poor quality fit in any dimensional space then having another dimension may 
essentially result in an increased fit. 
The display of CA has always been argued for a more justifiable interpretation, 
especially comparisons for 'within-set' (row-to-row and column-to-column) and 
'between-set' (row-to-colui-nn) distances. For instance, Carrol, Green and Schaffer 
(1986 and 1987) attempted to make the 'between-set' interpoint distances 
interpretable in a geometric argurnent by proposing their so called 'GGS scaling' based 
on 'pseudocontingency table' which analyses the indicator matrix associated with the 
cross-tabulation table. However, their proposal was criticised by Greenacre ( 1989) 
who claimed that their approach had serious shortcomings and provided a theoretical 
and empirical appraisal (e. g. the proposal performed multiple CA on bivariate data and 
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its failure to scale true interpoint distances and their quality of representation in a fitted 
configuration of points). 
Greenacre (1989) shows a more stringent view on studying between row-to- 
column distances and suggests more appropriate techniques (like Multidimensional 
scaling) for measuring such proximity between target market groups and ideal 
products. The exact definition of the 'between-set' distances is debatable according to 
Greenacre as he tries defining it: "... a relevant between-set distance should be related 
directly to the row-colurnn associations in the table and also should include some form 
of standardization to allow comparisons among all between-set distances" (p. 363). He 
further clairns that there is a common intention to plot both row and column points in a 
joint space but there is no single style of interpretation applicable to all points. 
In symmetric plots (canonical normalisation as an ideal standardisation in the 
displays of SPSS), only within-set distances are interpretable but positions of rows in 
accordance with columns may be interpreted since the two sets of points occupy 
roughly the same amount of the plotting display. It is possible for each dimension in 
the symmetric plots (as in the SPSS program) that the rows become the weighted 
average of the columns divided by the matching singular value. Hence, the differences 
or similarities between the two variables can be examined without considering the 
exact measurement option between-sets but with their approximate positioning on the 
plot. Principal normalisation should also be considered if the differences or similarities 
between categories of the sets (either row or column) are wanted to be determined. 
This standardisation is the result of the distances between the chosen variable points 
which become approximations of the chi-square distances as to maximise the distances 
between only chosen variable points, since other variable points stay closer to the 
origin. 
There are some other additional considerations (if they are needed) can be 
expected from the rnap of CA: 
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0 points near origin have small deviations and similarly the same points of the 
sarne set near to each other, 
0 each point vectors frorn the origin can be examined against each other and their 
correlation among the points of the same set can be calculated, 
0 perpendicular distances of the points of the same set from the point vector(s) of 
the other set can be visualised. 
According to above principal discussion of interpreting both statistical output 
and display outcomes of CA as well as the nature of the data used, two approaches to 
choose the form of variables for CA are deemed to be determined. In the first one; the 
variable choice is based on those which gathered according to the associatiops of the 
cross-tabulation analysis (Exhibit 5.1). Secondly, considering the broad application of 
the database of the TTO, the simplest forms, with necessary combined or recoded 
attributes, are chosen, regardless of the criteria of cross-tabs (Exhibit 5.2). This is also 
aimed as an empirical example for the TTO especially to analyse any desired attributes 
for determining optimal tourist targets with the available data. 
In general, many of the graphical results are consistent (as a self-validation of 
CA) with the intuitive assumptions. For example, 'Mediterranean' and 'Aegean' have 
similar profiles with respect to certain attributes of 'motive' as well as 'Marmara', 
which includes Istanbul, primarily stimulates travellers for its historical richness and as 
a business centre. 
5.4.4.4Ainiing atSpecific TouristSegments 
If the Marmara is chosen as a destination as in Map I (in Exhibit 5.1 ), tourists 
have in their mind sightseeing only. However, the Aegean and Mediterranean are more 
suited beach and sightseeing type of holiday. Tourists, who have not decided which 
region to visit, quite predictably, want to take beach holidays and its combination with 
other types (which are not categorised in other groupings). This may be interpreted in 
that tourists have an image of Turkey as a beach holiday destination and they may not 
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have enough information about Turkey's regions (or offerings at the time of the 
enquiry). 'Sightseeing, beach and nature' and 'other' categories show that a 
combination of the regions may be visited firstly and Anatolia and Black Sea is 
favoured secondly. 
If people have been in Turkey and want to travel independently (Map2), their 
interests of holiday type are sightseeing, beach and nature with also others apart from 
not listed in the categories, Likewise, old tourists who prefer package holidays only 
take beach holidays as well as other combinations with beach type of holiday. New 
independent tourists are more interested only in sightseeing, whereas the package 
holiday-makers consider sightseeing and beach holiday at the same time. This may also 
be quite distinctive in grouping rows and column points in that each group appears in 
the four quadrants separately. 
Business requirements and historical richness are the main motives for tourists 
to visit the Marmara region as in Map3, further away from other regions. The Aegean 
and the Mediterranean are perceived as beeing similar destinations but while the low 
cost of living and personal recornmendations play a key role in choosing the Aegean, it 
may also be natural beauty, a new destination and hospitality which are given for the 
Mediterranean. Undecided tourists do not clearly show their motives, however they are 
close enough to natural beauty, personal recommendation and combination of motives. 
'2 adults' (likely couples) are interested in sightseeing, beach and nature type of 
holiday (Map4), whereas tourists with children only want to go sightseeing and 
experience the beach holiday. More than two travellers are also shown to be interested 
in sightseeing alone or beach and its combination with others. Lastly, individuals state 
their interest in the rest of the types of holiday, such as more individual type of holiday 
preferences, e. g. activity holidays, 
According to Map5, as British package travellers normally seek new 
destinations and Turkey is one of the new options to experience for them. They might 
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secondly, but not primarily much, attracted by the historical richness of Turkey. 
Personal recommendations and historical richness (and less likely combination of 
motives) are the most decisive factors for new and independent travellers. Business 
requirement, on the other hand, seerns to be the only relevant motive for the same type 
of travellers. It is quite imaginable that, although a previous and independent category 
may include business travellers, business people are not likely to enquire about more 
information about their destination when their trips become more routine. Most 
previous and independent travellers are coming back to explore the natural wealth of 
Turkey, with a combination of other motive categories. Similarly, natural beauty 
attracts previous-package holiday-makers, but they are also returning because of the 
low cost of living factor as well as the hospitality of people, which may also attract 
previous independent travellers. 
It can be said that previous travellers can be grouped together regardless of 
being independent or not (only distinction low cost does not seem tQ attract 
independent travellers). New travellers are, similarly, a bit close but comparatively 
further apart. Certain motivation factors affect previous and new travellers because of 
their first natural impact on tourists. For instance, personal recommendation, new 
destinations are more likely to appeal new visitors to any destination, since when they 
decide to return to same place they seek more tangible and experienced 'motives' such 
as natural beauty, low cost of living and hospitality of people. This is quite clear in the 
case of the data analysed and CA makes it validly surnmarised on the map. 
On Map6, it is visually clear that four groupings may be applied to each 
quadrant. Thus, previous visitors prefer travelling to Anatolia and Black Sea region 
independently and they take a package holiday to the Mediterranean. On the other 
hand, new tourists, who like to make their travel arrangements, want to travel to a 
combination of regions (because they are independent, they have more flekibility to 
travel different regions) and Marmara, new package holiday-makers are having 
difficulty (or due to lack of information about where to go, but want to see Turkey) in 
choosing a particular destination, but if they have already decided, it is the Aegean. 
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There is potential here to make a distinction between two similar regions: the 
Mediterranean is visited more by previous package holiday-makers, whereas Aegean is 
relatively focused on by new tourists on package holidays. 
Although Map7 does not provide a clear picture, some useful points may be 
made. Independent individual travellers appear to have been to Turkey before, whereas 
new ones have companions or are less likely to be alone. It is quite natural that 
individuals, who have experienced Turkey before, may become reluctant to travel 
freely. Previous and package holiday-makers are more likely to be travelling with a 
companion (presumably couples). New and package holidays, may include any number 
of travellers (even with children) but not individuals. There is another important point 
that travellers with children appear not to be coming back to Turkey as much as 
desired or expected on the package form of holiday. This should be, for instance, dealt 
with by assessing the facilities for children and whether they are lacking in the product 
or not. 
Tourists who have a companion, according to Map8, are likely to be motivated 
by natural beauty and historical richness as well as a combination of reasons. On the 
other hand, more than two travellers (not much distinctive as '2 adults) show personal 
recommendation and low cost, while tourists who have children are more 
recommended to and attracted by Turkey as a new destination. Individuals, again, may 
be grouped with 'business requirement' and hospitality, which also be regarded as 
affecting other categories equally if the distances are compared. 
Finally, individuals, according to Map9, Anatolia and Black Sea, and Marmara, 
whereas travellers with children prefer Mediterranean presumably for sun and beach 
holiday. '2 adults' travellers meanwhile prefer Aegean (possibly also combination of 
regions). Those travellers in twos or more have not decided where to go. One should 
also note here again that one region (e. g. the Aegean) may have almost all the highest 
count for each category, (e. g. 175 observation for travellers with children) but some 
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categories are more distinctively (although lower count of 56 for 'with children') give 
tendencies to particular region. 
When 'Beeninde' pairings are considered, each four quadrant of the displays 
can be assigned to a particular point of 'Beeninde' as well as each dimension dividing 
into whether tourists are new or previous; or taking independent or package holidays. 
For instance, the display of 'Beeninde' versus 'Visicod3' clearly shows that right side 
of the origin reflects package holiday-makers, whereas independent tourists are on the 
left side. Similarly, the upper part of the display shows the previous travellers and the 
lower part indicates new tourists. Therefore, clockwise starting from the upper left, 
each quadrant can be assigned to previous and independent; previous and package; 
new and package-, and new and independent. This makes grouping regions relatively 
easy according to 'Beeninde'. 
Except for the Marmara, business requirements and especially historical 
richness as motives do not attract travellers to other regions despite readily having 
those features. Similarly, natural beauty is one of the unclear motives assigned to any 
region. Therefore, these features of the regions can be promoted towards potential 
tourists to inform their existence. 
Table 5.4 attempts to summarise all the maps' outcome in providing every 
category of the dependent (according to the cross-tabulation analysis) variables against 
all other categories of independent variables. In this, the table can show all the maps' 
whole outcomes into a single list of groupings, which may be applied for choosing a 
specific group to imply rest of the segmentation process, e. g. co-ordinating within 
marketing mixes, evaluating the marketing approaches, etc. 
For instance, the TTO has always considered previous visitors as secondary 
target group in favour of new visitors. Previous and independent tourists have 
tendencies of travelling alone, usually to Anatolia and the Black Sea mostly to explore 
the natural beauty of the place(s) they visit and with other motives in mind. Those 
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BEENINDE Afotires2; rssico& A Nocod3 
... ................... .............................. --**-*****-*-* ........ New InW;. . ...... ...... I recommendation & Historical richness (Business Rcq. ) 
Marmara & Combination of regions 
2 adults & 3+ adults 
New Package New destination (Historical`ýý 
Aegean & Undecided to a particular region 
3+ adults; 2 adults & Travellers with children ............................... Previous &, rnde. Natural beauty & Combination of motives 
Anatolia and Black Sea (all other regions) 
Individuals 
..... ................... S& Package .. ....... ..... ....... .... ..... ... ........ .... . .... ...... ........ ..... ... Natural beau ty, Lo w cost of li vin g& Hospitali ty 
Mediterranean 
2 adults 
VISICOD4 
........................ 
Motises2 & Nocod3 
.................................... ........ ....... . ...... Aegean ....... 0 ................................................. . ....................................... 
. Low cost of living & Personal recommendation 
0 2 adults 
Mediterranean Hospitality & New dQWZ;, ýi 
0 Travellers with children 
0 Historical richness & giýiness requirement 
0 Individuals 
Natural beauty 7; Wen Visicod3 'is taken into account) 
Individuals 
Personal recommendaýi'ýWZK; 
iý; T 
3+ adults 
0 OFý Combinatio'*n'*** 
0 2 adults 
MOTIVES2 Nocod3 
Personal rec. Travellers with children 
.................. #ýyftal*t Y ........ 0 .............................................................................................................................. 
....... Individuals 
0 3+ adults 
Y ....... ... 2 adui ts 
. ...... . ................... 
richness 2 adults 
New destination Travellers with cEld;;;; 
1 i ; Kiý-, 
Business requirements Individuals 
Combination ..... . ........................................................ ............ ............. .......... 2 adults 
HOLTYP4 
...... . ............................... 
Beeninde, r1sicod4 & NocodJ 
.... . ........... .................................................................................. Sightseeing I .............. New and independent travellers 
Marmara 
3+ adults (2 adults) 
....................................................... .. .................................................................. Sightseeing & beach ........ . ........................ I ............... .................................. New and package holiday-makers 
Aegean & Mediterranean 
Travellers with children (2 adults) 
................................................................ ......... .............. 0 ...................... Sightseeing; beach ... ............. .............. .................... . ........... ... Previous and independent travellers 
nature Combination of regions (Anatolia and Black Sea) 
2 adults 
. .................................................................... 4, ii 
other 0 
.................... .......... Previous and package holiday-makers 
combinations 0 undecided to a particular region 
. .... * 
ldrcn) chi wijý 3+ adults (Travc 1lcrs ................................... ........................ . ..... &i ....... ........................................ er combined _ ... .. 0 
. , .... . . . ................. 0.., .......... ........ ..... ..... ......... Previous and independent travellers 
categories 0 Combination of regions 
Individuals 
Note (pa*r**e*'n*iýii;; i; 
ý; nýi'*cai; es'iesT*Iikely options andfirst category is assum 
I to c2ýr ýsnd better than the ýoilowii! g ones 
TABLE 5.4: Summarised Table for Each Dependent Variable Against All Other 
Variables 
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people also show 'sightseeing, beach and nature', a multiple response of holiday type 
as well as other multiple response cornbinations There is another concern that this type 
of tourists are not very specific about a particular region according to the display of 
CA. It is obvious that, for example, new or previous package holiday-makers favour 
Turkish resorts in the Aegean and Mediterranean regions, which can easily serve those 
bulk tourists with similar needs. However, differentiating the tourism product offerings 
towards those individual independent tourists who have been in Turkey before, is one 
of the challenging tasks for Turkey to satisfy these considerably lesser number (9.7% 
which is also slightly higher than 'previous & package' 8.6% according to the enquirer 
database) but presumably more demanding tourists. AJthough those independent 
travellers are individuals, it can be expected that they are likely to spend more 
compared to package holiday makers or (possibly) tourists who travel together. 
Mthough the surnmarised table lacks in providing visual groupings (due to 
complexity of analysing all variables together in a joint map), it is, as a final list, good 
at seeing all chosen segmentation bases interacting according to cross-tabulations and 
CA. Thus, this suggested listing can be fruitful to aim at particular groups which either 
showing potential or being desired by the TTO to market Turkey with right 
adjustments to its offerings (and regions). Alternatively, if the outcome of the table 
does not agree with the Turkish tourism marketing policies or a particular offering or a 
region is wanted to be introduced to tourism, then the aim should be seardhing for 
beneficial attributes (in the table) to match those policies or offerings. For instance, if 
Anatolia and the Black Sea (as always in Turkish governments' agenda) is desired to 
attract more tourists, particularly couples or group travellers, then corresponding 
motive attributes (e. g. historical richness, new destination or combination of motives 
for ` 2, adults' and 'low cost' for '3+ adults') may be considered when promoting this 
destination along with definitely showing its natural beauties. As one might expect, 
although the summarised table very much shows concise results, its use along with 
certain objectives of the TTO gives almost greater extracted information. 
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The above approach is based on cross-tabulations as a result of associations 
which is used in CA. To airn at more specific tourist segments, however, may be more 
appealing to the TTO. Thus, a more independent approach can be taken into account 
as using CA alone and introducing those variables as interdependent with their simplest 
but more meaningful forms since some variables do not provide the desired expansion 
of categories e. g. 'nocod3' and 'holtyp4'. The TTO can then analyse any single 
necessary attributes or categories to get a more comprehensive picture. Once again, 
CA is carried out for this purpose and ten maps are provided in exhibit 5.2 with an 
order from the most well explained displays by two dimensions towards the least 
cumulative proportional explanation of inertia percentages for both dimensions. 
Another summarised table matrix is suggested here (table 5.5) for a better 
understanding, instead of comparing each map of CA. The appearance of the matrix 
may encounter complexity, especially in its transposed form. When its basics, however, 
are understood in detail, it provides a simplest but substantial method as long as not 
undermining the certain criteria and easing the shortcomings of CA. The last four of 
the maps in the exhibit are excluded from the matrix table for two reasons: first, they 
have less than 90% of total proportional explanation in their displays (note that map 10 
of exhibit 5.1 also is the only one under 90% and excluded because of the criteria of 
the cross-tabs) and at least maximum 5 dimensions are needed to explain the 
correspondence fully (100%). Secondly, the relative complexity of outcomes is 
believed to undermine the efficiency of the interpretation since the points are scattered 
closely. 
The table 5.5 includes rows and columns of each variable of the selected 
displays. Instead of carrying the full appearance of a rnatrix, it is proposed that it is 
transposed form of it with a half matrix. Thus, the left divisions of each cell indicate 
(normal of the matrix) row categories with their representatives on the maps are firstly 
considered to find out the corresponding column categories (points). Whereas, the 
right parts of the cells (transposed form) take the column points first to get 
corresponding points of the row categories. To put it more simply, each left division of 
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New & I Now& Pm& Prv& Left Right 
Ind. Poe. Ind. PIC. cell cell 
V N! "herramen 01, (a) 0 Left cell& show the rows as taken primary points to compare against the 
closer column points 
Aegean 31 31 
1 111 21 1 1 
Right cells (transposed divisions) show the coluinns u taken primary 
- points to determine the closer tow points S Marmara ( (1) ;W 21 3-1 0 Numbers Indicate the Oudgmental approximate) closer point I re"ge, we do expliumilons of the aftelsed Umbels below 
C Anatelin & B. S. 131 r I 
' 
12 21 '1 i 
* Undecided 121 
1 7117 
31 t7SICOD3 
* Comblandois (D (2) 21 Mod. Aeg. Mar. A&BS und. COUL 
M Personal 12 Q3 11 Q1 01 em mend. _ - 0 Hospitality 31 31 21 1 31 1 7711 2 
b 
4! v1v TI 
T LOW Cost of 31 21 41 3 
--" - -e _0 r7 7 -7- X of ': QDI 1 l 1 
Natural 13! 
1 21 1 2 beauty 
- - - 1 
V Hifflorkid 2 1 1 2=1 31 41 (1) D 31 12! richnegs 
E Now 21 111 W 1 41 01 of 
dexthintion I I 
S Business 1 31 -1 21 1 2 21 21 31 requirement 1 1 1 
2 
rC*mbimtlm 
3 31 1 2 1 
ý 
EDI 
01, (M 
1 
31 01 
1 
of 
B (Bench) 
' 
21 1 
I 
31 1 
I (D 11 (3) (2), . 03 0111 C3) 
31 1 
I 
S (Sightseving) W (D D 21 - ---r- ---r-, --` 
0 B-S 
1 
71) cl) 3f 
p 
21 31 
L B-N(Nature)-& 31 13 1 W 2t 121 23 
_ýLArchavellojty) 1 
T B-N-3 
1 
131 13, 31 1 
_7 
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12 
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children 
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TABLE 5.5: A Proposed Matrix Table for Facilitating the Interpretation of the 
Displays of the Correspondence Analysis (CA) 
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the cells indicates (on the map) tile appropriate point of row categories as if it becomes 
tile origin of the map and searches for the approximately nearest (statistically closer 
deviations). Similarly, divisions of cells make the above assumption of origination for 
column points. The numbers provide the approximity (not metric) and judgmental 
rankings of closer points. Hence, the number I is assigned for the closest point and 
numbering is carried out until each meaningful corresponding point. In order to 
minimise the difficulty of visualising how close the points are or how meaningful it is to 
group them, some symbols and marks are attached to numbers e. g. circling and 
exclamation marks (see their explanations in table 5.5). 
Interpreting the matrix may start by looking at the row of points first to arrive 
at the corresponding point of the columns. (i. e. any numbered left cell) as well as 
determining the meaning of the number (e. g. whether close enough; whether can be 
grouped or whether negligible although the first close point). The examination of 
transposed matrix points (right cell divisions) may then reveal whether some raw 
points are also equally corresponding to the column points (if the numbers are equal) 
which is priorised this time. For example, for the 'Marmara' region, 'historical 
richness'(indicated as (1) in the right cell) is more likely to be observed as a motive and 
likewise, if the tourists are motivated by historical richness of Turkey (indicated also as 
, A) in the left cell) they are more likely to go to 'Marmara' first. If other column points 
that have different numbers in their cells (the left and right divisions may not have the 
same number), searching the other column points, which are more likely to be 
observed by other row categories, may give more insides. For instance, for the 
'Aegean' region 'personal recommendation' is the first motivational decision ( L-O in the 
right cell), whereas personally recommended tourists (L2) in the left cell) prefer the 
Aegean secondly. When the left cells of the row are searched immediately, 
'Mediterranean' can be seen (LQ as the first destination choice according to 'personal 
recommendation'. 
By also examining the empty cells in the table, some potential areas may be 
aimed at attracting those tourists if the opportunities arise, Or, if the TTO wants to 
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penetrate new markets, it is possible to check the corresponding cells (or points in the 
maps) in order to reveal what the current trend is for the targeted markets. For 
instance, if dimensions can be defined well (as in 'old-new tourists' or 'independent- 
package type tourists'), it is then possible to determine the approximate distance of 
points closer to each other (if no grouping is possible) either on dimension one or two 
so that some information, at least, can be gathered. 
After digesting the basic function of the matrix table, any desired category can 
be explored against other variable categories as well as with the same group of 
categories. Yet again, the proposed matrix table is very much simplified in-t. he sense 
that all expanded variables and their interdependence inclusion (as opposing the earlier 
approach), but when it is attempted to extract the information, the interpretation of the 
rnatrix may become quite enlarged for all categories (thirty-eight in this study). Making 
the point more clear, the following examples are undertaken to clarify the usefulness of 
the matrix table. A combination of region travellers, undecided travellers to a particular 
region as well as a combination of the motives are deemed to be explored in order to 
find out either 'what combinations are most likely or what reasons affect undecided 
travellers to a particular region. Moreover, 'low cost of living' is deemed a good case 
since Turkey always (somehow) directly or indirectly promotes itself as a cheap 
destination. 
Combination region travellers, who represent 21.5% of the total regions 
observations, have very much combined motives to travel to the Turkish regions and 
this combination of motives are presumably (in order of most attracted stimulus) 
hospitality, personal recommendation, new destination and low cost of living because 
these attributes are closer points to combined region travellers. This group appears to 
be new and independent tourists and these may be previous and independent tourists. 
Marmara is the more likely region chosen by new and independent tourists so there is a 
high possibility that tourists, who want to have a combined region preference, consider 
seeing Marmara. When these groups of travellers are considered from their type of 
holiday responses, it can be expected that they favour 'nature' as well as its 
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uncategorised combinations with other type of holidays. It is also true that if a traveller 
has this category in mind, then they seem to go to more than one region. Other less 
observed (as in 'other' category) multiple responses of holiday types also indicate that 
they want to see more regions, which is quite clearly the only region category option 
for the 'other' of 'holtyp3'. 
The undecided region travellers (8.1%) are motivated mostly by the hospitality 
of the Turkish people (as unlikely in the other approach which determines personal 
recommendation and natural beauty) and combination of other motives. They are 
usually new tourists with package holidays in mind commonly in the Aegean and may 
possibly take independent holidays as well. 'Beach, nature and sightseeing' 
combination of holiday type appears to suit undecided region travellers followed by 
'beach and beach with others' and less distinctively 'beach, nature, sightseeing and 
architecture', which first, however, determines combined region of travellers. 
Travellers with combined motives (33.1 %) are more likely to be previous and 
independent (whose first choice is natural beauty however) and new and independent 
travellers (whose prior motives are personal recommendation and historical richness). 
Predictably, combined motivated tourists will be more likely to visit different regions 
(after combined motives their other motives are hospitality, personal recommendation 
and new destination) and thereafter the Aegean (but firstly chosen by personal 
recommendation, undecided region travellers (firstly motivated by hospitality) and 
Mediterranean (which is mainly selected because of the low cost of living, as a new 
destination and personal recommendations. 
The low cost of living is one of the less mentioned motives (1.2%) and it is also 
unlikely that it might be chosen in combined motives (because its point is relatively 
further away from combined motive point in all maps). Although it is more likely to 
make a statistically significant mistake, due to low observation (30), it does not have 
much importance as to take a serious attribute for Turkish tourism but it may, give 
quite a reasonable insight for the TTO. Therefore, with gathering more conclusive 
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outcomes by analysing all the database responses, this can be justified as less desirable 
attribute to use in promoting Turkey. 
The low cost of living is more likely to be answered by the Mediterranean 
travellers (both points are intact on the joint space), whereas the Aegean comes as a 
second destination which attracts travellers more by personal recommendations, a 
combination of motives and being a new destination. The percentage of low cost of 
living responses for Mediterranean (16.7% -five responses out of thirty) is higher than 
the normal expectation (11.1% in all consumer responses). Similarly, the Aegean 
increases its percentage from 44.6% to 46.7% (fourteen responses out of thirty). More 
noticeably Marmara (two responses) has the less percentage share in low cost of living 
responses (6.7%) which drops from 13.5% of all responses. Previous and package 
holiday-makers and independent travellers indicate low cost of living but it is not their 
first motivational choice. Hence, there is no point in insisting on 'low cost of living' 
motivation since new tourists do not show any signs of it. It can be concluded that 
previous travellers have naturally experienced this motivation when they visited 
Turkey, but other motives still play an important part in coming back instead. 
Finally, the rest of the maps, which are not included in the table matrix, are 
individually considered for interpreting only their visually distinctive remarks instead of 
trying to group the points of the variables. On the Map VII, individuals usually prefer 
the Marmara, and Anatolia and Black Sea; and couples and small group travellers who 
have children tend to go the Mediterranean. The couples and 'less than ten adults' 
seem to have not decided which region to visit but it is more likely to be the Aegean. 
Travellers between two and four persons may also go to a combination of regions. 
Map VIII does not help much for getting distinctive information, -but two 
remarks can be made. Group travellers (rnore than four with chiidren) and individuals 
with children are (predictably) concerned with the low cost oar living, and business 
requirements may be related to the individuals. 
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On Map IX, historical richness is very much preferred by the 'sightseeing, 
archaeology and archaeology with others' category. Beach and nature combination is 
also expectedly scattered around natural beauty. 'New destination' motivation attracts 
mostly 'beach' or 'other' categories of holiday-types, whereas sightseeing holidays 
might be chosen because of personal recommendations and business requirements - 
business travellers may be targeted by promoting sightseeing tours. Low cost of living 
motivates tourists who want beach and sightseeing holiday. 
The number of travellers and the type of holiday preferences (Map X) also 
provide relatively little information. One point might be the travellers between two and 
four with children prefer a combination of beach, sightseeing and nature holiday and 
individuals may be related to the 'others' category of multiple responses of holiday- 
types. The rest of the points on the map are either close to each other or further away 
from the scattered points. 
S. 4.4.5 Determining the Opinial Tourist Targets Overall 
The TTO, if it becomes convinced after such initial studies as attempted here, 
should also consider some other additional remarks for an improved segmentation 
analysis. The TTO may apply more combined variables (as in the example of 
'Beeninde') of the current database in order to find out more meaningful 
corresponding attribute or categories. This can be carried out either by determining 
those higher counted combinations (e. g. each region travellers may be altered as a new 
variable according to either new or previous ones, or by deciding whether it is package 
holiday-makers or independent ones) or desired combinations, which may not readily 
provide enough data input. This can be done by collecting further data such as short- 
break holidays (no response at all) with sightseeing or with such motives like 
'historical richness' or 'natural beauty'. In this way, major cities aimed to market 
(currently Istanbul in Marmara, Ankara in Anatolia; Izmir in Aegean; and Antalya in 
Mediterranean) for short-break travellers can be distinguished from the desired 
attributes. Additionally, Istanbul, for example, can be positioned according to the 
above possibilities -since everything exists in the short-break package holiday to 
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Istanbul so that either its history, natural beauty or sight seeing holiday appeals are 
more reflected. To surn tip, multivariate CA can be applied in the sense that more 
adjusted variable inputs may take part in the analysis according to the specific needs of 
the TTO. 
Furthermore, the TTO can use some supplementary profile points, which do 
not play a direct role to gather the charts, to show, for instance, where a new tourism 
offering would be positioned or what effect a change in the 'Turkey image' would 
have for the tourist segments. This again can be expanded as above by splitting a 
specific (existing or potential) destination or a specific tourism product of Turkey (e. g. 
Istanbul as a short-break holiday or as a business, congress, etc. centre) so that 
comparisons can be made for an enhanced product positioning strategy. Alternatively, 
if a perfect- combination of attributes can be distinguished, this potential also enables 
the TTO to pinpoint certain characteristics of ideal tourism offerings (as ideal points on 
the displays of CA). 
Moreover, the TTO can apply CA to a multidimensional time series by 
analysing each year's data along with appropriate statistical test (e. g. McNemar test for 
nominal data). Hence, the TTO can monitor any significant changes of enquirers' 
responses over time by applying all variables in order to react according to those 
changes. This enables the TTO to control the trend changes for tourism attractions in 
general or more specifically towards Turkey. For instance, the previous travellers may 
particularly be focused on by asking separate questions such as their previous 
experience(s) as to whether they were satisfied or not, or for what reason(s) they chose 
to travel again, etc. Monitoring the trend changes should be co-ordinated with the 
Ministry of Tourism in Turkey in order to build, improve or maintain the necessary 
tourism infrastructure and offerings. 
To conclude, the TTO should, indeed, consider further tourist characteristics in 
order to get more specific tourist segment profiles by introducing new variables to 
their database (or taking other forms of primary market research): Those 
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characteristics may also be related to either certain tourism products which Turkey is 
currently offering or to potential tourism product developments and/or diversifying the 
products. In this way, the TTO can monitor the improved database to search for 
expanding the current tourism season to all year round business. For instance, if the 
appropriate trends reveal, individual business travellers may be aimed at for attracting 
incentive tourism with their families or to tempt for short-break holiday with their 
spouse. The scenario for the changing trends can be enormous but pinpointing the 
potential opportunities may becorne crucial in gaining not only better tourist earnings 
but also in with the expanding the tourism season and product offerings with a right 
diversification. However, this should be very much parallel with maintaining the 
essential infrastructure for the current tourist attractions. 
5.5 CONCLUSION 
Turkey, as a recent active player of international tourism, is the only country in 
Europe with a constant increase in tourist numbers and the UK market is the only 
tourist-generating market for Turkey consistently and constantly growing compared to 
other European markets. All these facts support the idea that the TTO is of paramount 
importance for Turkish tourism. Modelling market segmentation and then its sensible 
employment for other Turkish Tourism Offices abroad could be discussed as well as 
evaluating its guidance and flexible usefulness for other tourism organisations involved 
in Turkish tourism. 
The use of the TTO's database in an attempt to provide a better analysis has, at 
least, proved that there is already a potential for the TTO to use its own resources not 
only for an effective market research, but also for a refined segmentation study. 
However, it is also believed that the content of the database can not purely be utilised 
for these purposes (since it is designed for the operational functions of the TTO or for 
gathering the basic frequency count analysis), and needs to be improved for in both 
general market research and segmentation study terms. 
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If the TTO is interested in all the discussion above along with the review of all 
previous and proceeding chapters, re-organisation of its database should become 
imminent for enhancing the marketing research objectives and segmentation purposes, 
in particular, as well as catering for the needs of all Turkish tourism participants. it is 
also recommended that the TTO should capitalise on a well-established database 
management after shaping it towards today's needs, but the change of its directors 
should not affect the proper employment of the database as a useful source for 
segmentation studies. However, the segmentation policy should also include reaching 
the right segments (with a more feasible primary marketing research) rather than using 
the TTO's database, which were answered by people who made enquires -even tough 
it is partly justified that it may be of a significant use. 
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EXHIBITS. 1: APPROACHI 
(The tables of each map are presented on a single page to make the comparison easier) 
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The table to be analyzed: (HOLTYP4-VISICOD3. Mapl) 
1 2 3 4 56 
Marmara Aegean Mediterr Anatolia Combinat Undecid* Margin 
I Ssesing 195 227 59 3 144 24 652 
2 Ss*eing& 11 432 95 1 54 fil 654 
3 S. s-B-N 1 121 36 11 158 40 367 
4 B&B othe 2 115 32 4 52 29 234 
5 Others 22 25 7 5 38 7 104 
----- 
Margin 
-- 
31 
------- 
920 
----- - ;; 
9 
-------- -- 
24 
------ -------- - 
161 20; 1 446 
Dimension Singular Inertia Proportion cumulative 
Value Explained Proportion 
1 . 44666 . 19950 . 639 . 639 
2 . 33032 . 10911 . 349 . 988 3 . 05316 . 002 83 . 009 . 997 4 . 02973 . 000 88 . 003 1.000 
Total 1.0 1.0 
Row Scores: 
HOLTYPE4 Marginal Dim 
Profile 1 2 
1 Sseeing . 324 -. 854 . 289 2 Sseeing& . 325 . 676 . 481 3 S. s-B-H . 182 . 196 -1.047 4 B&B othe . 116 . 496 -. 215 5 Others . 052 -. 703 -. 660 
Contribution of row points to the inertia of each dimension: 
HOLTYPE4 Marginal Dim 
Profile 1 2 
1 Sseeing . 324 . 530 . 082 2 Sseeing& . 325 . 333 . 228 3 S. s-B-N . 182 . 016 . 606 4 B&B othe . 116 . 064 . 016 5 Others . 052 
- 
. 057 
------- - 
. 068 
------- 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
HOLTYPE4 Marginal Dim Total 
Profile 1 2 
I Ssesing . 324 . 921 . 078 . 999 2 Sseeingfi . 325 . 727 . 272 . 999 3 S. s-B-N . 182 . 045 . 949 . 994 4 B&B othe . 116 . 835 . 116 . 950 5 Others . 052 . 541 . 353 . 894 
Column Scores : 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 115 -1.681 . 598 2 Aegean . 457 . 393 . 348 3 Mediterr . 114 . 311 . 180 4 Anatolia . 012 -. 118 -1.807 
5 Combinat . 222 -. 284 -. 910 6 Undecide . 080 . 529 -. 309 
Contribution of column points to the inertia of each dimension: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 215 . 727 . 124 2 Aegean . 457 . 158 . 167 3 Mediterr . 114 . 025 . 011 4 Anatolia . 012 . 000 . 118 5 Combinat . 222 . 040 . 556 6 Undecide . 080 . 050 
-- 
. 023 
---- -- ------ 
1.000 
-- 
1.000 
Contribution of dimensions to the inertia of each column point: 
VISICOD3 Marginal Dim Total 
Profile 1 2 
1 Ma - ra . 115 . 914 . 086 1.000 2 Aegean . 457 . 631 . 366 . 
997 
3 Mediterr . 114 . 784 . 193 . 
976 
4 Anatolia . 012 . 005 . 841 . 
846 
5 Combinat . 222 . 115 . 878 . 
994 
6 Undecide . 080 . 764 . 193 . 
957 
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The table to be analyzed: (HOLTYP4-BEZNINDE: Map2) 
1 2 3 4 
prev. an prev. an now and now and Margin 
I Sseeing 54 40 267 281 642 
2 Sseeing& 36 53 68 503 660 
3 S. S-B-N 48 34 142 147 371 
4 B&B othe 18 26 47 140 231 
5 Others 12 
----- ----- 
10 36 
----- --- 
46 
---- ---- 
104 
---- -- - 
Margin 
: 
68 
; 
63 560 1117 2008 
- 
Dimension 
1 
2 
3 
Total 
Row Scores: 
HOLTYPE4 
Singular 
Value 
. 34101 
. 08051 
. 02624 
Marginal Dim 
Inertia 
. 11629 
. 00648 
. 00069 
. 12346 
Proportion 
Explained 
. 942 
. 053 
. 006 
---------- 
1.000 
Cu=lative 
Proportion 
. 942 
. 994 1.000 
---------- 
1.000 
Profile 12 
1 Sseeing . 320 -. 510 -. 323 2 Sseeings . 329 . 759 -. 070 3 S. 9-B-N . 185 -. 537 . 389 4 B&B othe . 115 . 272 . 317 5 Others . 052 -. 362 . 345 
Contribution of row points to the inertia of each dimension: 
HOLTYPE4 Marginal Dim 
Profile 12 
1 Sseeing . 320 . 243 . 413 2 Sseeing& . 329 . 556 . 020 3 S. s-B-N . 185 . 156 . 347 4 B&B othe . 115 . 025 . 144 5 Others 
. 052 . 020 . 076 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
HOLTYPE4 Marginal Dim Total 
Profile 12 
1 Sseeing . 320 . 913 . 086 . 999 2 Sseeing& . 329 . 997 . 002 . 999 3 S. s-B-N . 185 . 884 . 109 . 993 4 B&B othe . 115 . 673 . 217 . 890 5 Others . 052 . 824 . 176 1.000 
Column Scores: 
BEENINDE Marginal Dim 
Profile 12 
1 prev. an . 084 -. 443 . 633 2 prev. an . 081 . 091 . 632 3 new and . 279 -. 843 -. 186 4 new and . 556 . 476 -. 094 
Contribution of column points to the inertia of each dimension'. 
BEENINDE Marginal Dim 
Profile 12 
1 prev. an . 084 . 048 . 416 2 prev. an . 081 . 002 . 403 3 new and . 279 . 581 . 120 4 new and . 556 . 369 . 061 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each column point: 
BEENINDE Marginal Dim Total 
Profile 12 
1 prev. an . 084 . 651 . 313 . 
964 
2 prev. an . 081 . 072 . 817 . 
889 
3 now and . 279 . 988 '011 
1.000 
4 new and . 556 . 991 . 009 
1.000 
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The table to be analyzed: (VISICOD4-MOTrWS2: M&P3) 
1 2 3 456 7 
Personal Hospital Low coot Natural Historic Now deft Business 
I Marmara 68 9 2 1 106 44 14 
2 Aegean 363 41 14 68 37 211 2 
3 Moditerr 76 10 5 13 8 66 0 
4 Combinat 144 is 6 23 40 61 5 
5 Undicode 54 2 3 is 10 39 
-- -- 
1 
----- 
Margin 
-------- 
705 
-------- - 
83 
------- 
30 
-- - -------- -------- ---- 
123 201 421 22 
8 
Combinat Margin 
I Marmara $1 325 
2 Aegean 333 1075 
3 Moditerr 84 262 
4 Combizat 214 508 
5 Undicede 70 197 
Margin 
........ 
782 
........ 
2367 
Dimension singular Inertia Proportion cumulative 
Value Explained Proportion 
1 . 38994 . 15205 . 881 . 881 
2 . 11696 . 01368 . 079 . 
960 
3 . 06655 . 00443 . 026 . 986 4 . 04919 . 00242 . 014 1.000 
Total 7258 .00100 
Row Scores: 
VISICOD4 Marginal Din 
Profile 1 2 
1 Marmara . 137 1.529 -. 182 2 Aegean . 454 -. 332 -. 180 3 Maditerr . 111 -. 352 -. 337 4 Combinat . 215 . 003 . 625 5 Undicede . 083 -. 247 . 121 
Contribution of row points to the inertia of each dimension: 
VISICOD4 Marginal Din 
Profile 1 2 
1 Marmara . 137 . 823 . 039 2 Aegean . 454 . 129 . 126 3 Moditerr . 111 . 035 . 107 
4 Combinat . 215 . 000 . 717 5 Undicode . 083 . 013 . 010 
-- ------ --- 
1.000 
----- 
1.000 
Contribution of dimensions to the inertia of each row point: 
VISICOD4 Marginal Din Total 
Profile 1 2 
1 Marmara . 137 . 996 . 004 2.000 2 Aegean . 04 . 877 . 078 . 955 3 Moditerr . 111 . 611 . 168 . 779 4 Combinat . 215 . 000 . 978 . 978 5 Undicede . 083 . 341 . 024 . 366 
Column Scores: 
MOTrVZS2 Marginal Dim 
Profile 1 2 
1 Personal . 298 -. 205 -. 084 
2 Hospital . 035 -. 180 -. 398 3 Low cost . 013 -. 349 -. 131 
4 Natural . 052 -. 626 -. 019 5 Historic . 085 1.845 -. 104 
6 Now dest . 178 -. 217 -. 517 
7 Business . 009 2.390 . 131ý 
8 Combinat . 330 -. 109 . 428 
Contribution o f column p oints to the inertia of each divAnsicD3 
MDTIVES2 marginal Din 
Profile 1 2 
I Personal . 298 . 032 . 018 2 Hospital . 035 . 003 . 048 3 Low cost . 013 . 004 . 002 d Natural . 052 . 052 . 000 5 Historic . 085 . 741 . 008 6 New deft . 178 . 021 . 407 7 Business . 009 . 136 . 001 8 Combinat . 330 . 010 . 517 
- -- ------ --- 
1.000 
- --- 
1.000 
Contribution o f dimensions to the inertia of each column Point: 
MOTIWS2 marginal Din Total 
Profile 1 2 
1 Personal . 298 . 768 . 
039 . 807 2 Hospital . 035 . 155 . 
226 . 381 3 Low coot . 013 . 684 . 
029 . 713 4 Natural . 052 . 786 . 
000 . 786 5 Historic . 085 . 999 . 
001 1.000 
6 New dest . 178 . 329 . 
563 . 892 7 Business . 009 . 998 . 
001 . 999 a Combizat . 330 . 172 . 
796 . 968 
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The table to be analyzed: (HOLTYP4-NOCOD3: Map4) 
1234 
Indiv. 2adults 3+adults with chi Margin 
1 Sseeing 49 469 95 32 645 
2 Sseeing& 17 486 60 95 658 
3 S. s-B-N 21 276 30 44 371 
4 B&B othe 9 157 36 33 235 
5 Others 13 78 76 104 
Margin 109 1466 228 210 2013 
Dimension Singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 17392 . 03025 . 759 . 759 2 . 09129 . 00833 . 209 . 969 3 . 03556 . 00126 . 032 1.000 
--------- ---------- ---------- 
Total . 03985 1.000 1.000 
Row Scores: 
HOLTYPE4 Marginal Dim 
Profile 12 
I Sneeing . 320 -. 508 -. 164 2 Sseeing& . 327 . 442 . 031 3 S. s-B-N . 184 . 130 . 308 4 B&B othe . 117 . 216 -. 494 5 Others . 052 -. 603 . 839 
Contribution of row points to the inertia of each dimnsion: 
HOLTYPE4 Marginal Dim 
Profile 12 
1 Sseeing . 320 . 475 . 095 2 Sseeing& . 327 . 368 . 003 3 S. s-B-N . 184 . 018 . 192 4 B&B othe . 117 o031 . 312 5 Others . 052 . 108 . 398 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
HOLTYPE4 Marginal Dim Total 
Profile 12 
1 Sseeing . 320 . 939 . 052 . 991 2 Sseeing& . 327 . 983 . 003 . 986 3 S. s-B-N . 184 . 252 . 744 . 996 4 B&B othe . 117 . 224 . 615 . 838 5 Others . 052 . 477 . 484 . 960 
Columin Scores: 
NOCOD3 Marginal Dim 
Profile 12 
1 Indiv. . 054 -1.082 . 544 2 2adults . 728 -. 001 . 082 3 3+adults . 113 -. 359 -. 788 4 with chi . 104 . 959 -. 001 
Contribution of colum points to the inertia of each dimension: 
NOCOD3 Marginal Dim 
Profile 12 
1 Indiv. . 054 . 365 . 176 2 2adults . 728 . 000 . 054 3 3+adults . 113 . 084 . 770 4 with chi . 104 . 551 . 000 
-------- -------- 
1.000 1.000 
Contribution of diniensions to the inertia of each column point: 
NOCOD3 Marginal Dim Total 
Profile 12 
1 Indiv. . 054 . 848 . 112 . 
961 
2 2adults . 728 . 000 . 620 . 
620 
3 3+adults 
. 113 . 282 . 714 . 
995 
4 with chi . 104 . 975 . 000 . 
975 
240 
0 
CL 
M 
:3 
-C> 61 
0 8 
Z E .0 CL - r3 
a 
12 --, 
. 92 
1 U) il =O 
w LM 
LU 
(1) öle m 
S- 00 
9 
00L 
0 
(0/o6'OZSU! eldxa) Z UOlsu8wlO 
L() 
CR 
T- 
q 
0 
It 
0 
U) 
0- 
CL 
x 
c 
0 
E 
a 
c 
(0 
cu 0 
241 
The table to be analyzed: (BEENIWDZ-MDTIVE82: MAp5) 
1 23 4 56 7 
Personal Hospital LOW cost Natural Historic New dest Business 
I prev. an 31 26 7 22 21 4 2 
2 prev. an 32 31 5 24 8 11 0 
3 now and 245 17 3 29 60 72 14 
4 now and 382 11 is 59 
... 
108 331 
..... ........ .. 
6 
...... 
Margin 
........ 
690 
........ ........ 
as 30 
........ 
134 197 418 22 
a 
Combinat Margin 
I prev. an 122 235 
2 prev. an 96 207 
3 now and 235 675 
4 now and 347 
----- 
1259 
-------- 
Margin 
--- 
Boo 2376 
Dimension Singular Inertia Proportion cumulative 
Value Zxplained Proportion 
1 . 37376 . 13970 . 806 . 806 2 . 17220 . 02963 . 171 . 977 3 . 06247 . 00390 . 023 
.... 
1.000 
---------- 
Total 
......... 
. 17325 
...... 
2.000 1.000 
Row Scores: 
BEENINDE Marginal Dim 
Profile 12 
1 prev. an . 099 1.171 -. 060 2 prev. an . 087 1.280 -. 449 3 now and . 284 -. 009 . 645 4 now and . 530 -. 424 -. 261 
Contribution of row points to the inertia of each dimension: 
REWINDS marginal Dim 
Profile 12 
1 prev. an . 099 . 363 . 002 2 prev. an . 087 . 382 . 102 3 now and . 284 . 000 . 687 4 now and . 530 
-- 
. 255 . 209 
- -------- ---- - 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
BEENINDE Marginal Dim Total 
Profile 12 
1 prev. an . 099 . 959 . 001 . 960 2 prev. an . 087 . 919 . 052 . 971 3 now and . 284 . 000 . 994 . 994 4 now and . 530 . 851 . 148 . 999 
Column Scores: 
MOTIVES2 Marginal Dim 
Profile 12 
1 Personal . 290 -. 337 . 355 2 Hospital . 036 2.056 -. 504 3 Low cost . 013 . 732 -. 899 4 Natural . 056 . 623 -. 380 5 Historic . 083 -. 157 . 168 6 Now dest . 176 -. 783 -. 626 7 Business . 009 -. 040 1.939 
a Ccubinat . 337 . 389 . 077 
Contribution of column points to the inertia of each dimension! 
MDTIVES2 marginal Dim 
Profile 12 
1 Personal . 290 . 088 . 212 2 Hospital . 036 . 404 . 053 3 Low cost . 013 . 018 . 059 4 Natural . 056 . 059 . 047 5 Historic . 083 . 005 . 014 6 Few dest . 176 . 288 . 401 7 Business . 009 . 000 . 202 8 Combinat . 337 . 137 . 012 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each column Point* 
MOTIVES2 Marginal Dim Total 
Profile 12 
1 Personal . 29o . 632 . 322 . 954 2 Hospital . 036 . 960 . 027 . 987 3 Low cost . 013 . 532 . 369 . 901 4 Natural . 056 . 846 . 145 . 991 5 Historic . 083 . 333 . 176 . 508 6 New dest . 176 . 772 . 228 1.000 7 Business . 009 . 001 . 997 . 998 a Combinat . 337 . 957 . 00 . 974 
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The table to be analyzed: (BZZHZNDZ-VXBXCOD3: Map6) 
123456 
Marmara Aegean Mediterr Anatolia Combinat Undecide margin 
I prev. an 36 83 30 to 67 6 232 
2 prev. an 19 ps 3S a 20 17 20S 
3 new and 139 215 39 9 243 39 683 
4 now and 126 606 160 3 172 129 1276 
margin 320 1092 263 30 510 191 2396 
Dimension Singular Inertia Proportion cumulative 
Value Explained Proportion 
1 . 32118 . 10316 . 834 . 034 
2 . 14147 . 02001 . 162 . 996 
3 . 02296 . 00053 . 004 1.000 
--------- ---------- ---------- 
Total . 12370 1.000 1.000 
Row Scores: 
BEKNINDE Marginal Dim 
Profile 12 
1 prev. an . 097 -. 497 . 761 
2 prev. an . 086 . 336 . 007 
3 now and . 26S -. 789 -. 224 
4 new and . 533 . 4S7 -. 152 
contribution of raw points to the inertia of each dimension: 
BZZNINDZ Marginal Dim 
Profile 12 
1 prev. an . 097 . 071 . 418 
2 prev. an . 086 . 030 . 394 
3 now and . 205 SS3 . 101 
4 now and . 533 . 346 . 087 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each row Point: 
BEEKINDE Marginal Dim Total 
Profile 12 
I prev. an . 091 . 462 . 525 . 
986 
2 prev. an . 086 . 276 . 701 . 977 3 new and . 205 . 965 . 034 . 
999 
4 new and . 533 . 953 . 046 1.000 
Column Scores: 
VISICOD3 Marginal Dim 
Profile 12 
1 Marmara . 134 -. 615 -. 151 
2 Aegean . 452 . 392 -. 054 
3 Mediterr . 110 . 477 . 508 
4 Anatolia . 013 -. 821 2.780 
5 Combinat . 213 -. 832 -. 079 
6 Undecide . 080 . 505 -. 366 
Contribution of column points to the inertia of each dimension: 
VISICOD3 Marginal Dim 
Profile 12 
1 Marmara . 134 . 157 . 022 
2 Aegean . 452 . 216 . 009 
3 Mediterr . 110 . 078 . 200 
4 Anatolia . 013 . 026 . 694 
5 Combinat . 213 . 459 . 009 
6 Undecide . 080 . 063 . 076 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each column point: 
VISICOD3 Marginal Dim Total 
Profile 12 
1 Marmara . 134 . 973 . 026 . 
999 
2 Aegean . 452 . 999 . 000 . 
997 
3 Mediterr . 110 . 666 . 333 
1.000 
4 Anatolia . 013 . 165 . 032 . 
997 
5 Combinat . 213 . 996 . 004 
1.000 
6 Undecide . 090 . 774 . 160 . 
9S4 
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The table to be analyzed: (BEENINDE-NOCOD3: Map7) 
1234 
Indiv. 2adults 3+adults with chi Margin 
1 prev. an 29 154 23 29 235 
2 prev. an 8 163 22 15 208 
3 new and 77 472 86 45 680 
4 new and 43 Bel 161 185 1270 
-------- -------- -------- -------- -------- 
Margin 157 1670 292 274 2393 
Dimension Singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 17689 . 03129 . 830 . 830 
2 . 07452 . 00555 . 147 . 978 
3 . 02890 . 00084 . 022 1.000 
---------- 
Total 1.000 
Row Scores: 
BEENINDE Marginal Dim 
Profile 12 
1 prev. an . 098 -. 437 . 539 
2 prev. an . 087 . 064 -. 690 
3 now and . 284 -. 552 -. 094 
4 new and . 531 . 366 . 063 
Contribution of row points to the inertia of each dimension: 
BEENINDE Marginal Dim 
Profile 12 
1 prev. an . 098 . 106 . 383 
2 prev. an . 087 . 002 . 555 
3 new and . 284 . 490 . 033 
4 new and . 531 . 402 . 029 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
BEENINDE Marginal Dim Total 
Profile 12 
1 prev. an . 098 . 574 . 367 . 
940 
2 prev. an . 087 . 019 . 895 . 
914 
3 new and . 284 . 978 . 012 . 
990 
4 now and . 531 . 985 . 012 . 
997 
Column Scores: 
NOCOD3 Marginal Dim 
Profile 12 
1 Indiv. . 066 -1.402 . 481 
2 2adults 
. 698 . 017 -. 143 
3 3+adults 
. 122 . 054 -. 
029 
4 with chi . 115 . 643 . 
627 
Contribution of column points to the inertia of each dimension: 
NOCOD3 Marginal Dim 
Profile 12 
1 Indiv. 
. 066 . 
729 . 204 
2 2adults 
. 698 . 
001 . 192 
3 3+adults 
. 122 . 002 . 
001 
4 with chi . 115 . 267 . 
604 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia Of each column point: 
NOCOD3 Marginal Dim Total 
Profile 12 
1 Indiv. 
. 066 . 
953 . 047 
1.000 
2 2adults 
. 698 . 
030 . 894 . 
923 
3 3+adults 
. 122 . 
079 . 
009 . 089 
4 with chi . 115 . 
713 . 286 . 
999 
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The table to be analyzed: (MOTMS2-NOCOD3: 14apS) 
1 2 3 4 
Indiv. 2adults 3+adults with chi Margin 
I Personal 33 490 120 90 733 
2 Hospital 10 59 11 6 86 
3 Low cost 1 16 a 5 30 
4 Natural 3 104 14 is 139 
5 Historic is 148 is 21 205 
6 New dest 31 287 51 54 423 
7 Business 15 7 2 0 24 
8 Combinat so 
-- 
605 
-- -- 
77 83 815 
Margin 
------ 
161 
-- -- 
1716 
-------- 
301 
-------- -- 
277 
------ 
2455 
Dimension Singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 23848 . 05667 . 815 . 815 2 . 10921 . 01193 . 171 . 985 3 . 03197 . 00102 . 015 1.000 
Total 
Row Scores: 
MOTIVES2 Marginal Dim 
Profile 1 2 
1 Personal . 299 -. 181 -. 363 
2 Hospital . 035 . 438 -. 003 
3 Low cost . 012 -. 324 -1.433 
4 Natural . 057 -. 364 . 237 
5 Historic . 084 . 194 . 304 
6 Now dest . 172 . 054 -. 054 
7 Business . 010 4.628 -. 499 
8 Combinat . 332 -. 022 . 306 
Contribution of row points to the inertia of each A' nsion: 
MOTIVES2 Marginal Dim 
Profile 1 2 
1 Personal . 299 . 041 . 360 
2 Hospital . 035 . 028 . 000 
3 Low cost . 012 . 005 . 230 
4 Natural . 057 . 031 . 029 
5 Historic . 084 . 013 . 070 
6 Now dest . 172 . 002 . 005 
7 Business . 010 . 878 . 022 
a Combinat . 332 . 001 . 284 
-- ------ -- 
1.000 
------ 
1.000 
Contribution of d' nsions to the inertia of each row point: 
MOTIVES2 Marginal Dim Total 
Profile 1 2 
1 Personal . 299 . 
350 . 641 . 
991 
2 Hospital . 035 . 816 . 000 . 
816 
3 Low cost . 012 . 100 . 897 . 997 
4 Natural . 057 . 603 . 155 . 
958 
5'Historic . 084 . 469 . 526 . 
995 
6 New dest . 172 . 198 . 093 . 291 
7 Business . 010 . 995 . 005 1.000 8 Combinat . 332 . 011 . 973 . 984 
Column Scores: 
NOCOD3 Marginal Dim 
Profile 1 2 
1 Indiv. . 066 1.835 -. 065 
2 2adults . 699 -. 105 . 184 3 3+adults . 123 -. 151 -. 606 
4 with chi . 113 -. 253 -. 224 
Contribution of column points to the inertia of each 11 nsion: 
NOCOD3 Marginal Dim 
Profile 1 2 
1 Indiv. . 066 . 926 . 003 2 2adults . 699 . 032 . 216 3 3+adults . 123 . 012 . 730 4 with chi . 113 . 030 
-- 
. 052 
- ---- -- ------ 
1.000 
- 
1.000 
Contribution of " nsions to the inertia of each col umn Point: 
NOCOD3 Marginal Dim Total 
Profile 1 2 
1 Indiv. . 066 . 999 . 001 1.000 2 2adults . 699 . 410 . 578 . 
988 
3 3+adults . 123 . 070 . 915 . 
985 
4 with chi . 113 . 545 . 195 . 
740 
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The table to be analyzed: (VISICOD3-NOCOD3: Hap9) 
' 2 3 4 
Indiv 2adult a 3+adults wi th chi Margin 
1 Marmara 47 237 26 17 327 
2 Aegean 34 750 139 156 10,79 
3 Mediterr 13 170 33 51 267 
4 Anatolia 4 24 1 2 31 
5 C(=binat 51 360 74 30 515 
6 Undecide 
- 
a 
------- 
140 
-------- -- 
28 
-- - 
22 
---- 
198 
-- 
Margin 157 1681 
-- -- ; 
01 27; 
- ; 
417 
- 
Dimension Singular Inertia Proportion 
Value zxplained 
1 . 21023 . 04420 . 864 2 . 07263 . 00527 . 103 3 . 04068 . 00165 . 032 
Total 
--------- 
. 05113 
---------- 
1.000 
Row Scores: 
Cumulative 
Proportion 
. 664 
. 968 1.000 
---------- 
1.000 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 135 -. 812 . 340 2 Aegean . 446 . 341 -. 025 3 Mediterr . 110 . 427 . 447 4 Anatolia . 013 -. 719 . 656 5 Combinat . 213 -. 435 -. 322 
6 Undecide . 082 . 155 -. 293 
Contribution of row points to the inertia of each Alm nsion: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 135 . 425 . 216 2 Aegean . 446 . 246 . 004 
3 Mediterr . 110 . 096 303 
4 Anatolia . 013 . 032 . 076 
5 Combinat . 213 . 192 . 305 6 Undecide . 082 
- 
. 009 
- 
. 097 
---- -- - 
1.000 
------- 
11000 
Contribution of dirm nsions to the inertia of each row point: 
VISICOD3 Marginal Dim Total 
Profile 1 2 
1 Marmara . 135 . 940 . 057 . 997 2 Aegean . 446 . 977 . 002 . 979 3 Mediterr . 110 . 647 . 245 . 891 4 Anatolia . 013 . 668 . 192 . 861 5 Combinat . 213 . 019 . 154 . 970 6 Undecide . 082 . 426 . 523 . 949 
Column Scores; 
IqOCOD3 Marginal Dim 
Profile 1 2 
1 Indiv. . 065 -1.360 . 421 2 2adults . 695 -. 048 -. 028 
3 3+adults . 125 . 185 -. 515 4 with chi . 11S . 856 . 489 
Contribution of column points to the inertia of each dim nsion: 
NOCOD3 Marginal Dim 
Profile 1 2 
1 Indiv. . 065 . 572 . 158 2 2adults . 695 . 007 . 007 3 3+adults . 125 . 020 . 456 4 with chi . 11S . 401 
- -- - 
. 379 
- --- - 
1.000 
------- 
1.000 
Contribution of dimensions to the inertia of each column point: 
NOCOD3 Marginal Dim Total 
Profile 1 2 
1 Indiv. . 065 . 956 . 032 . 
987 
2 2adults . 695 . 390 . 046 . 
436 
3 3+adults . 125 . 226 . 607 . 
033 
4 with chi . 115 . 891 . 101 . 
991 
Inertia 
. 04420 
. 00527 
. 00165 
. 05113 
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EXHIBIT 5.2: APPROACH 11 
(The tables ofeach map are presented on a single page to make the comparison easier) 
252 
The table to be analyzed: (REEMINDE-VISICODS: M&pI): 
wasm as in Zxhibit 5.1, map 6) 
The table to be analyzed: (HOLTYP3-SESNINDE; Map 11) 
1 2 3 4 
pr*v. an prov. an now and now and Margin 
I Beach 4 7 7 33 51 
2 $seeing 54 40 267 281 642 
3 B&Ss 36 53 68 503 660 
4 B-N-Ss-A 48 34 142 147 371 
5 B-N-so 1 6 12 27 46 
6 B-So-A I 1 5 is 25 
7 So-ALA 5 3 10 17 35 
8 Brother 12 12 23 62 109 
9 N&other 4 S 15 18 42 
10 Others 3 2 11 
----- 
11 
-- --- - - 
27 
----- 
Margin 
-------- 
168 
-------- 
163 
--- 
560 
-- - - 
1117 2008 
Dimension singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 34287 . 117 56 . 915 . 915 2 . 09202 . 008 47 . 066 . 981 
3 . 04987 . 002 49 . 019 1.000 
Total . 128 SI 00 1.000 
Row Scores: 
HOLTYPE3 Marginal Din 
Profile 1 2 
1 Beach . 02S -. 497 -. 555 
2 Bossing . 320 . 508 . 302 
3 US@ . 329 -. 757 . 062 
4 B-N-88-A . 185 . 535 -. 369 
S 9-10-86 . 023 -. 180 . 149 
6 B-So-A . 012 -. 468 . 619 
7 So-ArA . 017 . 190 -. 556 
a Brother . 054 _. 1SS -. 540 
9 Nfiother . 021 . 376 -. 307 
10 Others . 013 . 561 -. 040 
Contribution of row points to the inertia of each dimension: 
HOLTYPS3 Marginal Dim 
Profile 1 2 
1 Beach . 02S . 018 . 085 
2 Sseeing . 320 . 242 . 318 
3 B&Ss . 329 . 550 . 014 
4 9-17-se-A . 185 . 154 . 274 
5 B-9-Se . 023 . 002 . 006 
6 9-80-A . 012 . 008 . 052 
7 So-A&A . 017 . 002 . 059 
8 Brother . 054 . 004 . 172 
9 N&other . 021 . 009 . 021 
10 Others . 013 
-- 
. 012 
---- 
. 000 
---- -- - 
1.000 
--- 
1.000 
Contribution of dimensions to the inertia of each row point: 
HOLTYPE3 Marginal Dim Total 
Profile 1 2 
1 Beach . 025 . 672 . 225 . 898 
2 $seeing . 320 . 913 . 087 1.000 
3 BASS . 329 . 997 . 002 . 999 
4 9-11-36-A . 185 . 884 . 113 . 997 
5 B-N-Se . 023 . 141 . 026 . 167 
6 9-88-A . 012 . 658 . 309 . 966 
7 So-A&A . 017 . 242 . 556 . 798 
a Brother . 054 . 242 . 758 1.000 
9 Nsother . 021 . 686 . 123 . 809 
10 Others . 013 . 994 . 001 . 995 
Column Soores : 
BEENINDS Marginal Dim 
Profile 1 2 
1 prov. an . 084 . 442 -. 725 
2 prov. an . 081 -. 089 -. 620 
3 now and . 279 . 845 . 204 
4 now and . 556 -. 477 . 097 
Contribution of column points to the inertia of each dimension: 
BEENINDS Marginal Dim 
Profile 1 2 
1 prov. an . 084 . 048 . 478 
2 prov. an . 081 . 002 . 
339 
3 now and . 279 . 581 . 126 4 now and . 556 
-- 
. 369 
-- 
. 057 
- ----- ---- - 
1.000 
- 
1.000 
Contribution of dimensions to the inertia of each column point: 
BEENINDE Marginal Dim Total 
Profile 1 2 
1 prov. an . 084 . 528 . 
381 . 909 
2 prev. an . 081 . 049 . 
634 . 682 
3 now and . 279 . 984 . 
015 1.000 
4 new and . 556 . 988 . 
011 . 999 
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The table to be amalyzed: (BEEMINDE-HOME82i HapIll): 
same as La Exhi-bit 3.1, Map 5) 
The table to be analysed: (HOLTYP3-VIBICOD3: Map rV) 
1 2 3 4 5 6 Marmara Aegean Madit*rr Anatolia Co=bLnat Undec ide Margin 
I Beach 0 34 23 0 4 4 55 
2 89seLng 195 227 59 3 144 24 652 
3 BESS It 432 95 1 54 61 654 
4 B-N-Ss-A 1 121 36 11 158 40 367 
5 a-N-SS 0 25 5 1 7 6 44 
6 B-80-A 0 14 4 0 3 4 25 
7 Ss-Ar. A 11 6 1 1 14 1 34 
8 Sfiother 2 42 10 3 38 15 110 
9 Nfiother 6 12 3 4 24 3 42 
10 Others 5 7 3 0 10 3 28 
margin 
----- 
231 
----- 
920 
----- 
229 
------ 
24 
--- -- ;; 
6 
----- 
161 
---- 
2011 
Dimension singular Iner tia Proportion cumulati ve 
Value Explained Proporti on 
1 . 45389 . 206 02 . 605 . 605 2 . 34725 . 120 58 . 354 . 959 3 . 09787 . 009 58 . 028 . 988 4 . 05218 . 002 72 . 008 . 996 5 . 03901 . 001 52 . 004 
1.000 
------ - 
Total 
--- 
340 
---- 
43 
----- ; ---- 
1.0 0 
-- 
1.000 
- 
Row Scores: 
HOLTYPZ3 Marginal D. Ist 
Profile 1 2 
1 Beach . 027 -. 768 -. 471 2 Ssesing . 324 . 834 -. 331 3 BESS . 325 -. 691 -. 429 4 B-N-Sv-A . 182 -. 148 1.029 5 B-N-As . 022 -. 626 . 076 6 B-Se-A . 012 -. 719 -. 151 7 So-Ark . 017 1.289 . 453 8 Bsother . 055 -. 230 . 745 9 Uother . 021 . 416 . 884 
10 Others . 014 . 494 . 392 
Contribution of row points to the inertia of each dimension: 
HOLTYPE3 Marginal Dim 
Profile 1 2 
1 Beach . 027 . 036 . 017 2 Sseeing . 324 . 497 . 103 
3 BESS . 325 . 342 . 172 
4 B-N-Se-A . 182 . 009 . 556 5 B-N-Sa . 022 . 019 . 000 6 B-Ss-A . 012 . 014 . 001 7 SO-A&A . 017 . 062 . 010 a Bfiothor . 055 . 006 . 087 
9 Nfiother . 021 . 008 . 047 
10 Others . 014 
- 
. 007 
- 
. 006 
- - ---- - 
1.000 
------- 
1.000 
Contribution of dimensio ns to the inertia of each row point: 
HOLTYP93 Marginal Dim Total 
Profile 1 2 
1 Beach . 027 . 644 . 185 . 829 2 Sensing . 324 . 892 . 108 . 999 3 BESS . 325 . 770 . 227 . 998 4 B-9-Se-A . 182 . 026 . 963 . 989 5 S-N-Ss . 022 . 833 . 010 . 862 6 S-Ss-A . 012 . 795 . 027 . 822 7 Se-ALA . 017 . 903 . 08S . 989 a Bfiother . 055 . 106 . 849 . 95S 9 N&other . 021 . 108 . 374 . 482 
10 Others . 014 . 475 . 228 . 703 
Column Scores : 
VISICOD3 Marginal DIM 
Profile 1 2 
1 Marmara . 115 1.656 -. 681 2 Aegean . 457 -. 412 -. 328 
3 Maditerr . 114 -. 346 -. 225 4 Anatolia . 012 . 167 1,943 5 CombLnat . 222 . 345 . 909 6 Undecide . 080 -. 508 . 366 
Contribution of column points to the inertia of each dimension: 
VISICOD3 Margizal Dim 
Profile 1 2 
1 Marmara . 115 . 694 . 153 2 Aegean . 457 . 171 . 142 3 Maditerr . 124 . 030 . 017 4 Anatolia . 012 . 001 . 130 5 Combinat . 222 . 058 . 
528 
6 Un4ecide . 080 . 046 . 031 
-- ------ - 
1.000 
------- 
1.000 
Contribution of dimensions to the inertia of each column POictt 
VISICOD3 marginal Dim Total 
Profile 1 2 
1 Marmara . 115 . 885 . 114 . 999 2 Aegean . 457 . 667 . 
323 . 990 3 Maditerr . 214 . 60d . 195 799 4 Anatolia . 012 . 006 . 
655 . 662 5 Combizat . 222 . 156 . 
828 . 984 6 Un4scide 080 
. 630 . 
249 . 879 
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The table to be analyzed: (BEEKINDE-RoCon: map V) 
1 2 3 4 7 
Individu Individu 2 adults 2a chil 3-4 adul 3-4 aa S+ adult 
I prev. an 29 1 154 23 14 5 5 
2 prev. an 8 0 163 9 15 6 5 
3 new and 77 1 472 33 58 10 12 
4 new and 43 
- - 
2 
- - 
Bel 
- 
143 
-- ---- --- 
112 31 
---- -------- --- 
34 
----- 
Margin 
----- - 
157 
---- - - -- 
4 
----- 
1670 
-- - 
208 199 52 56 
8 9 10 
5+ G chi 10+ adul 10 + ch Margin 
I prev. an 0 4 0 235 
2 prev. an 0 2 0 208 
3 new and 1 16 0 680 
4 now and 8 15 
- 
1 1270 
-- 
Margin 9 
; 
7 1 2 3;; 
Dimension singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 18638 . 03474 . 799 . 799 
2 . 08285 . 00686 . 158 . 
957 
3 . 04330 . 00188 
- 
. 043 
- 
1.000 
---------- 
Total 
------- 
. 04348 
- --------- 
1.000 1.000 
Row Scores: 
BEENINDt Marginal Dim 
Profile 1 2 
1 prev. an . 098 -. 453 . 528 
2 prev. an . 087 . 057 -. 766 
3 new and . 284 -. 565 -. 081 
4 new and . 531 . 377 . 071 
Contribution of row points to the inertia of each dimension: 
BEENINDE Marginal Dim 
Profile 1 2 
I prev. an . 098 . 108 . 330 
2 prev. an . 087 . 001 . 615 3 now and . 284 . 486 . 022 
4 new and . 531 
- 
. 404 
------- --- 
. 032 
----- 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
BEENINDE Marginal Dim Total 
Profile 1 2 
1 prev. an . 098 . 545 . 329 . 874 
2 prev. an . 087 . 011 . 874 . 885 3 new and . 284 . 969 . 009 . 978 
4 new and . 531 . 980 . 016 . 996 
Column Scores: 
NOCODZ Marginal Dim 
Profile 1 2 
1 Individu . 066 -1.365 . 461 
2 Individu . 002 -. 354 1.777 
32 adults . 698 . 016 -. 138 42& chil . 087 . 654 . 739 5 3-4 adul . 083 AD7 -. 050 
6 3-4 aa . 022 . 424 -. 130 7 5+ adult . 023 . 389 . 055 
a 5+ & chi . 004 1.461 . 655 
9 10+ adul . 015 -. 737 . 114 
10 10+ a ch . 000 2.022 . 859 
Contribution of column points to the inertia of each dimension: 
NOCODZ Marginal Dim 
Profile 12 
1 Individu . 066 . 656 . 168 
2 Individu . 002 . 001 . 064 
32 adults . 698 . 001 . 161 
42& chil . 087 . 199 . 574 
5 3-4 adul, . 083 . 005 . 003 
6 3-4 &c . 022 . 021 . 004 
7 5+ adult . 023 . 019 . 
001 
a 5+ a chi . 004 . 043 . 
019 
9 10+ adul. . 015 . 045 . 002 
10 10+ a ch . 000 . 009 . 
004 
-------- -------- 
1.000 1.000 
Contribution of dimensions to the inertia of each column point: 
NDCODE Marginal Dim Total 
Profile 12 
1 Individu . 066 . 952 . 
048 1.000 
2 Individu . 002 . 071 . 799 . 870 32 adults . 698 . 028 . 
927 . 955 
42& chil . 087 . 637 . 362 . 998 5 3-4 adul . 083 . 184 . 018 . 
202 
6 3-4 &c . 022 . 712 . 
030 . 742 
7 S+ adult . 023 . 968 . 
009 . 977 
a 5+ a chz . 004 . 747 . 
067 . 814 9 20+ adul . 015 . 840 . 
009 . 849 20 10+ G ch . 000 . 862 . 
069 . 931 
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The table to be analyzed: (NOTIVES2-VISICOD3: Map VI) 
1 2 3 4 56 Marmara Aegean Haditorr Anatolia Combinat Undecide Margin 
I Personal 68 363 76 3 144 54 708 
2 Hospital 9 47 10 2 is 2 as 
3 Low cost 2 14 5 0 63 30 
4 Natural 1 69 13 13 23 is 136 
5 Historic 106 37 a 2 40 10 203 
6 Now dest 44 211 66 1 61 39 422 
7 Business 14 2 0 2 51 24 
8 Combinat 81 333 84 9 
---- 
214 70 790 
-- - - -- -------- 
Margin 
-------- 
325 
-------- - 
1075 
------- 
262 
-------- 
31 
- - ---- 
508 197 2398 
Dimension Singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 38535 . 14850 . 718 . 718 2 . 19995 . 03998 . 193 . 911 3 . 11591 . 01343 . 065 . 976 4 . 06320 . 00399 . 019 . 995 5 . 03079 . 00095 . 005 1.000 
Total 
--------- 
. 20685 
---------- 
1.000 
---------- 
1.000 
Row Scores: 
NOTIVES2 Marginal Din 
Profile 1 2 
1 Personal . 295 -. 203 -. 183 2 Hospital . 035 -. 183 . 105 3 Low cost . 013 -. 348 -. 286 4 Natural . 057 -. 607 1.657 5 Historic . 085 1.850 . 016 6 New dest . 176 -. 214 -. 244 7 Business . 010 2.189 1.475 8 Combinat . 329 -. 108 -. 040 
Contribution of row points to the inertia of each dimension: 
MOTIVES2 Marginal Dim 
Profile 1 2 
1 Personal . 295 . 032 . 050 2 Hospital . 035 . 003 . 002 3 Low cost . 013 . 004 . 005 4 Natural . 057 . 054 . 779 5 Historic . 085 . 752 . 000 6 Now dest . 276 . 021 . 052 7 Business . 010 . 124 . 109 8 Combinat . 329 
-- 
. 010 
- - 
. 003 
----- - ---- - - 
1.000 1.000 
Contribution of dimensions to the inertia of each row point: 
WOTIVES2 Marginal Dim Total 
Profile 1 2 
1 Personal . 295 . 581 . 245 . 826 2 Hospital . 035 . 146 . 025 . 171 3 Low cost . 013 . 559 . 197 . 755 4 Natural . 057 . 204 . 788 . 992 5 Historic . 085 . 999 . 000 . 999 6 Now dest . 176 . 273 . 184 . 456 7 Business . 010 . 806 . 190 . 996 8 Combinat . 329 . 165 . 012 . 176 
Column Scores: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 136 1.531 -. 031 2 Aegean . 448 -. 330 -. 066 3 Mediterr . 109 -. 350 -. 231 4 Anatolia . 013 -. 156 3.811 5 Combinat . 212 . 004 -. 038 6 Undecide . 082 -. 244 . 218 
Contribution of column points to the inertia of each dimension: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 136 . 825 . 001 2 Aegean . 448 . 127 . 010 3 Maditerr . 109 . 035 . 029 4 Anatolia . 013 . 001 . 939 5 Combinat . 212 . 000 . 002 6 Undecide . 082 . 013 
-- 
. 020 
----- -- ------ - 
1.000 1.000 
Contribution of dimensions to the inertia of each column point: 
VISICOD3 Marginal Dim Total 
Profile 1 2 
1 Marmara . 136 . 996 . 000 . 
996 
2 Aegean . 448 . 862 . 
018 . 880 3 Mediterr . 109 . 573 . 130 . 
703 
4 Anatolia . 013 . 003 . 
994 . 997 5 Combinat . 212 . 000 . 
006 . 006 6 Undeczde . 082 . 370 . 
153 . 523 
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The table to be analysed: (VISICOD3-HOCOD; Map V11) 
1 2 3 4 567 
Individu Individu 2 adults 2 a chil 3-4 adul 3-4 ac S+ adult 
I Marmara 47 a 237 14 19 35 
2 Aegean 34 3 750 112 94 35 22 
3 Mediterr 13 0 170 39 23 98 
4 Anatolia 4 0 24 1 110 
5 Combinat $1 1 360 26 49 3 10 
6 Undecids 1 0 140 
-- 
20 
------- --- 
19 18 
----- -------- -------- -------- 
Margin 137 
-------- - 
4 
------ 
1681 212 204 52 59 
8 9 10 
S+ a chi 10+ adul 10+ G ch Margin 
I Marmara 0 3 0 327 
2 Aegean 5 17 1 1079 
3 Mediterr 3 2 0 267 
4 Anatolia 0 0 0 31 
5 Combinat 0 is 0 SIS 
6 Undecide I 1 0 
-- - - 
198 
------- -------- 
Margin 9 
-------- - 
38 
- -- - 
1 2417 
Dimension Singular Inertia Proportion cumulative 
Value rxplained Proportion 
1 . 21509 . 0462 
6 . 162 . 
762 
2 . 08736 . 0076 3 . 
126 . 888 
3 . 06610 . 0043 7 . 
072 . 960 
4 . 04825 . 0023 3 . 
038 . 999 
5 . 00932 . 0000 9 . 
001 
---------- 
1.000 
---------- 
Total 
------ 
. 0606 
--- 
8 1.000 I. ODO 
Row Scores: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 135 -. 787 . 408 
2 Aegean . 446 . 338 -. 029 
3 Mediterr . 110 . 460 . 490 
4 Anatolia , . 013 -. 670 . 661 
5 Corbinat . 213 -. 416 -. 370 
6 Undecide, . 082 . 180 . 012 
Contribution of row poi nts to the inertia of each dimension: 
VISICOD3 Marginal Dim 
Profile 1 2 
1 Marmara . 13S . 390 . 257 
2 Aegean . 446 . 238 . 041 
3 Haditerr . 110 . 109 . 304 
4 Anatolia . 013 . 027 . 064 
5 Combinat . 213 . 225 . 334 
6 Undocide . 082 
- 
. 012 
-- - -- -- 
. 000 
----- ; i 
.00 
; 
1.00 
Contribution of dimensions to the inertia of each row point: 
VISICOD3 Marginal Dim Total 
Profile 1 2 
1 Marmara . 135 . 895 . 098 . 993 
2 Aegean . 446 . 894 . 02S . 
919 
3 Mediterr . 110 . 507 . 210 . 
257 
4 Anatolia . 013 . 507 . 200 . 
707 
5 Cowbin&t . 213 . 773 . 189 . 962 
6 Undecide . 082 . 152 . 000 . 152 
NOCODE Marginal Dim 
Profile 1 2 
1 Individu . 065 -1.334 . 464 
2 Individu . 002 . 626 -1.826 
32 adults . 695 -. 047 -. 019 
42a chil . 088 . 775 . 321 
5 3-4 adul . 084 . 114 -. 395 
6 3-4 Ac . 022 1.046 ASS 
7 S+ adult . 024 . 464 -. 029 
8 S+ a chi . 004 1.680 1.316 
9 10+ adul . 016 -. 325 -1.462 
10 10+ G ch . 000 1.573 -1.023 
Contribution of column points to the inertia of each dimension. 
NOCODE Marginal Dim 
Profile 1 2 
1 Indxvidu . 065 . 538 . 160 
2 Individu . 002 . 003 . 063 
32 adults . 695 . 007 . 003 
42a chil . 088 . 245 . 108 
5 3-4 adul . 084 . 012 . 151 6 3-4 ac . 022 . 109 . 051 
7 5+ adult . 024 . 024 . 000 
8 S+ 6 chi . 004 . 049 . 074 9 10+ adul . 016 . 008 . 385 
20 10+ G ch . 000 . 005 . 005 
.0 1. 
Contribution of dimens ions to the Inertia of each co lumn pcintý 
NOCODE Marginal Dim Total 
Profile 1 2 
1 Individu . 06S . 940 . 046 . 
907 
2 Individu . 002 . 152 . 526 . 679 32 adults . 695 . 389 . 026 . 
41S 
42a chil . 088 . 893 . 065 . 
958 
5 3-4 adul . 094 . 243 S09 . 
752 
6 3-4 6c . 022 . 655 . 050 . 
70S 
7 5+ adult . 024 . 557 . 001 . 
558 
8 5+ 6 chi . 004 . 716 . 178 . 
894 
9 10+ adul . 016 . 088 . 721 . 
808 
10 10+ G ch . 000 . 429 . 074 . 
503 
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The table to be analyzed: MOTIVE22-MOCOD. Map VIII) 
12 '1 45789 10 Individu Individu 2 adults 2A chil 3-4 adul 3-4 4C 5+ adult 5+ a chi 10+ adul 10+ A ch Margin 
I Personal 33 2 490 61 so 16 17 4 23 1 133 
2 Hospital 10 0 59 4723010 86 
3 Low cost 11 16 0323220 30 
4 Natural 30 104 12 964010 139 
3 11, stIrlIc is 0 242 16 13 44110 205 
. ... . st 311 28 1 45 38 7 12 11 423 
I business is a7010001 24 
1 Cowbinat so 0 60S V 53 is 16 110 815 
-------- -------- -------- -------- -------- -------- -------- -------- -------- -------- -------- 
Margin 161 4 1716 211 204 S2 59 9 38 1 24SS 
Dimension Singular Inertia Proportion Cumulative 
Value Explained Proportion 
1 . 23946 . 03134 . 534 . 534 
2 . 18497 . 03421 . 329 . 953 
3 . 09873 . 00975 . 092 . 944 4 . 06117 . 00374 . 035 . 979 5 . 03901 . 00152 . 014 . 993 6 . 02406 . 00058 OOS . 998 7 . 01320 . 00017 . 002 1.000 
--- ;; ---- ---------- ----- 
Total .1 32 1.000 1.000 
Row Scores: 
NOTIVES2 Marginal Dim 
Profile 12 
I Personal . 299 . 183 -. 235 2 Hospital . 035 -. 431 . 009 
3 Low cost . 012 . 637 -3.339 4 Natural . 037 . 358 . 232 5 Historic . 084 -. 19S . 136 6 Now dest . 112 -. 054 . 112 7 Business . 010 -4.599 -. 031 
8 Combinat . 332 . 007 . 227 
Contribution of row points to the inertia of each dimension- 
KOTIVE92 Marginal Dim 
Profile 12 
I Personal . 299 . 043 . 089 2 Hospital . 035 . 021 . 000 
3 Low cost . 012 . 021 . 746 4 Natural . 057 . 030 . 016 5 Historic . 084 . 013 . 008 
6 Now dest . 172 . 002 . 012 
7 Business . 010 . 864 . 036 
8 Combinat . 332 . 000 . 092 
Contribution of dimensions to the inertia of each row point: 
NDTIVES2 Marginal Dim Total 
Profile 12 
1 Personal . 299 . 225 . 280 SOS 
2 Hospital . 035 . 642 . 000 . 642 
3 Low cost . 012 . 041 . 829 . 929 
4 Natural . 057 . 433 . 140 . 573 
5 Historic . 084 . 373 . 141 . 514 
6 Now dest . 172 . 034 . 110 . 144 
7 Business . 010 . 972 . 024 . 996 
8 Combinat . 332 . 001 . 682 . 683 
Column Scores: 
NOCODE Marginal Dim 
Profile 12 
1 Individu . 066 -1.824 -. 186 
2 Individu . 002 . 995 -S. 025 
32 adults . 699 . 098 . 124 42& chil . 086 . 196 . 243 
5 3-4 adul . 083 . 166 -. 2S2 
6 3-4 ac . 021 . 359 -. 451 
7 S+ adult . 024 . 275 -. 697 1 S+ a chi . 004 . 823 -4.316 
9 10+ adul . 013 . 074 -1.516 
10 10+ & ch . 000 . 774 -1.271 
Contribution of column points to the inertia of each dimension: 
NOW= Marginal Dim 
Profile 12 
1 Ind. %vLdu . 066 . 911 . 012 2 Individu . 002 . 001 . 222 32 adults . 699 . 028 . 058 42G chil . 086 . 014 . 021 5 3-4 adul . 083 . 010 . 029 6 3-4 &c . 021 . 011 . 023 7 S+ adult . 024 . 008 . 063 9 S+ & chi . 004 . 010 . 369 9 10+ adul . 013 . 000 . 192 10 10+ G ch . 000 . 001 . 004 
0 
Contribution of dimensions to the inertia of each column point: 
NOCODC Marginal Dim Total 
Profile 12 
1 Individu . 066 . 991 . 008 . 999 2 Individu . 002 . 045 . 879 . 923 32 adults . 699 . 362 . 445 . 807 42G chil . 086 . 220 . 261 . 482 5 3-4 &dul . 083 . 117 . 209 . 32S 6 3-4 ac . 021 . 217 26S . 482 7 S+ adult . 024 . 112 S57 . 
669 
& S+ G chi . 004 . 041 . 810 . 
911 
9 20+ adul . 025 . 002 . 605 . 
601 
10 10+ G ch . 000 . 061 . 127 . 
188 
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The table to be analyzed: (HOLTYP340TIVE52: Map 11) 
1 2 3 4 56 78 Personal Hospital Low cost Natural Historic Now dest Business Combinat Margin 
I Beach 24 1 1 1 1 13 0 13 64 
2 Issaing 318 8 2 7 17 113 14 101 640 
3 5458 133 26 11 25 11 160 2 285 653 
4 a-W-28-A 27 19 0 42 38 19 a 224 369 
5 B-N-So 6 2 0 14 27 0 12 43 
6 B-Sm-A 4 1 a 1 45 0 to 25 
7 So-A&A 5 1 1 1 13 9 05 3S 
8 Saother 14 6 6 23 6 16 0 38 111 
9 vaother 5 1 0 6 81 0 13 41 
10 Others 7 1 0 1 28 07 26 
---- -------- -------- 
margin S43 
-------- - 
66 
------- - 
21 
------- 
123 
-------- -------- 
162 358 
-------- ---- 
16 108 1997 
Dimension Singular Inertia Proportion cumulative 
Value Explained Proportion 
1 . 48093 . 2312 0 . 624 . 624 2 . 25450 . 0641 7 . 175 . 799 3 . 20902 . 0436 9 . 218 . 917 4 . 13106 . 02282 . 062 . 9,18 5 . 08393 . 0070 4 . 019 . 997 6 . 02890 . 0008 4 . 002 1.000 7 . 01323 . 0001 8 . 000 1.000 
Total . 3705 .0; 0 1.000 
Row ftore@: 
HOLTYPE3 Marginal Dim 
Profile 1 2 
1 beach . 021 -. 532 -. S12 
2 $mooing . 320 -. 891 . 211 
3 Bass . 321 . 220 -. 630 
4 B-N-Se-A Ass . 89S . 342 S 5-9-Is . 022 . 857 1.025 6 8-50-A . 013 . 167 . 20S 7 Ns-A&A . 018 -. 331 1.222 
a B&other . 056 . 780 S12 9 Niather . 021 . 344 . 900 
10 Others . 013 -. 192 -. 207 
Contribution of row poi nts to the inertia of each dimension, 
HOLTYPt3 Marginal Dim 
Profile 1 2 
1 Beach . 027 . 016 . 029 2 sessing . 320 S29 . 055 3 Bass . 327 . 033 Sit 
4 B-N-Ss-A . 185 . 308 . 085 5 a-u-sm . 022 . 033 . 089 6 B-Ss-A . 013 . 001 . 002 
7 So-A&A . 010 . 004 . 203 8 B&oth*r . 056 . 070 . 057 
9 NGother . 021 . 005 . 06S 10 Others . 013 . 001 . 004 
; -; -oo 
0;; 
Contribution of dimensions to the inertia of each raw point: 
HOLTYPt3 marginal Dim Total 
Profile 1 2 
1 Beach . 027 . 512 . 251 . 763 
2 $mooing . 320 . 960 . 028 . 988 
3 Bass . 327 . 122 . 789 . 971 4 B-N-So-A . 18S . 778 . 060 . 838 
5 9-N-50 . 022 . 282 . 214 . 496 
6 9-SS-A . 013 . 084 . 068 . 152 1 sm-A&A . 018 . 040 . 288 . 328 
a 59other . 056 . 400 . 091 . 492 9 N&other . 021 . 147 . 534 . 682 
10 Others . 013 . 126 . 149 . 276 
Column Scores: 
NOTIVES2 Marginal Dim 
Profile 1 2 
1 Personal . 212 -. 870 . 020 2 Hospital . 033 . 6'16 -. 092 
3 Low cost . 011 . 441 -. 511 
4 Natural . 062 1.176 1.063 
5 Historic . 081 -. 354 1.218 
6 Now doot . 179 -. 220 -. 493 
7 Business . 008 -1.564 . 415 8 Coeftbinat . 355 . 615 -. 215 
Contribution of column points to the inertia of each dimension: 
WDT1VZS2 Marginal Dim 
Profile 1 2 
1 Personal . 272 . 429 . 000 2 Hospital . 033 . 031 . 001 3 Low cost . 011 . 004 . 011 4 Natural . 062 . 117 . 273 5 Historic . 081 . 021 . 473 6 Now dest . 179 . 010 . 171 1 business OOB . 041 . 005 8 Corrbinat . 355 . 279 . 065 
-- - ------- -- 
1.000 
---- 
1.000 
Contribution at dimensi ons to the inertia of each column Point: 
KOTIVICS2 Marginal Dim Total 
Profile 1 2 
1 Personal . 272 . 951 . 000 . 952 2 Hospital . 033 . 959 . 010 . 968 3 Low cost . 011 . 060 . 043 . 103 4 Natural . 062 . 534 . 231 . 765 5 Historic . 081 . 101 . 633 . 
734 
6 Now dest . 179 . 151 . 402 . 554 7 Business . 008 . 819 . 030 . 
050 
I Combinat . 355 . 822 . 053 . 
076 
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The table to be onalyzedi (HOLTYP3-*OCODs Map 
123456169 10 
Individu Individu 2 adults 2A chil 3-4 a4ul 3-4 a S+ adult 5+ a chi 10+ Adul 10+ ch Margin 
I Beach 40 27 a714200 53 
2 Sooeing 49 2 469 25 57 6 is 0 20 0 $45 
3 ass. 17 1 406 76 42 if 25 230 658 
4 A-m-se-A 22 0 276 37 22 75030 371 
5 8-9-59 00 30 6413000 44 
6 &-$$-A 00 19 2310000 25 
1 go-ALA 50 28 02a0000 35 
a SGother 50 @1 7 it 54000 113 
9 Fficther 20 33 4100010 41 
10 Others 60 17 1201100 26 
margin lot 2 1466 266 151 37 50 5 21 0 2013 
Dimension Singular Inertia Proportion cumulative 
Value Rxplain. d Proportion 
1 . 20041 . 04016 . 452 . 452 
2 . 17499 . 03062 . 345 . 
791 
3 . 10030 . 01006 . 113 . 911 4 . 07285 . 00531 . 060 . 971 3 . 03814 . 00250 . 017 . 987 
6 . 02399 . 00058 . 006 . 994 7 . 02030 . 00041 . 005 . 999 
6 . 02114 . 00012 . 001 1.000 
--------- ---- 
Total osa74 1,; 0 
Row scores; 
HOLTYPZ3 Marginal via 
Profile 12 
I Beach . 026 . 456 2.035 
2 $seeing . 320 -. 541 -. 074 
3 3629 . 327 . 426 -. 058 
4 104 it -: 174 :::: 82: -A : 
022 52 : 68: 01 
-A . 012 . 144 -. 3.12 
71 
:; 
-, A*fiA . 017 -e6o -. 022 
0 &&other . 036 . 267 -. 033 
57 3.10 `7 
014 93 
0 
th. r 
: ... :: 2 i: 
986 
Contribution of row points to the inertia of each dimensions 
HOLTYP23 Marginal Dim 
Profile 12 
. 024 . 021 . 623 I :::: h 
2 ing . 320 . 469 . 020 3 : 3827 : 219 , 
1402 
: 
0"2. 
1a5 So . 022 . 052 . 001 
6 3: 5; -k . 012 . 012 . 006 
7 :: -A&A . 027 . 064 . 000 
h 008 . 000 tý : 
020 0 016 .,: th:. 
r 056 : 
00 
10 Other. . 014 . 059 
: 
31 4 
-------- -------- 
1 . 000 1.000 
Contribution of dimensions to the inertia of each row point: 
HOLTYPR3 Marginal Dim Total 
Profile 12 
h : 0204 : 053 : 
0923 
:: 67 :::: ing 32 51 217 
.31.: 
03 
o, 3 3652 2 53 11 
4 a-M-18-A . 164 . 146 . 1" . 341 5 a-10-18 . 022 . 502 . 005 . 507 
10-A . 012 . 263 . 121 . 312 1, :; 
-A&A . 017 . 415 . 000 . 493 a 36 hv 056 : 07: 082 ot : 020 : 
0036 
1 ofioth: r 00 23 
: 243 
10 other. . 014 . 172 . 690 oil 
Column scoreal 
NOCOD9 Marginal Dim 
Profile 12 
1 Individu 054 -1 107 603 
2 Individu 
: 001 -: 280 -: 377 
32 Vults . 720 -. 006 -. 121 
42 chil . 082 . 156 . 163 1 3-4 adul 073 - 163 . 263 6 3; 4 6*: ol 11 
: 
'1 7-II 
73 adult . 025 . 00 5 
:. 3: 
. I- G chi 002 . 838 6.711 1 10+ adul . 013 -1.712 -. 318 20 10+ 1, ch . 000 . 000 . 000 
Contribution of column points to the inertia of each dimension: 
VOCOOK Marginal Dim 
Profile 12 
1 Individu 054 331 112 
2 Individu 001 000 
: 
001 
32 adult. . 728 . 000 . 06, 
42, chil 082 316 013 
1 3-4 adul 
: 
075 : 01 0 
: 
030 
66. Is .7.001 
3-4 Is o 07 
+ adul . 023 .I 
75t 00 . 01, !6 chi . 002 . 00, . 11 *0. 
adul . 013 . 116 . 
6021 
to 10" & ch . 000 . 000 . 000 
-------- -------- 
1.000 11000 
Contribution of dimensions to the inertia of each column pointl 
NOCOD9 Marginal Dim Total 
profile 12 
1 Individu . 054 . 700 . 101 . 801 2 Individu . 001 . 030 . 044 . 076 32 adults . 72B . 002 . 847 . 849 421 chit . 082 . 627 . 023 . 920 , 3:: adul 75 087 : 117 4 0 
: 2: 
2 636 
: 0010 : 
574 0a5 
7 5* adult . 025 . 005 . 427 . 
432 
a 5- 1. chi . 002 1011 . 956 . 
113 
1 10+ adul . 013 . 664 . 053 . 
717 
10 104 G ch . 000 . 000 . 000 . 000 
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CHAPTER 6 
6. FURTHER CONSIDERATIONS AND THE TTO'S FUTURE 
SEGMENTATION ROLE IN THE TURKISH TOURISM 
6.1 GENERAL CONSIDERATIONS FOR NTOs 
Market segmentation and targeting decisions must not be based across a broad 
range tourism product category. If there is no tourist interest about a particular 
category then there is no point promoting that product appeal. 
If a destination has a high tourist share, then the NTO may concentrate on 
converting potential tourists into actual visitors, while the NTOs of smaller tourist- 
share destinations might be more interested in switching visitors of rival destinations to 
their attractions. 
If NTOs can manage to identify their targets, they may consider industrial (tour 
operators, agents, etc. ) segmentation where NTOs prefer indirect contact to targeted 
tourists. In this way, NTOs can provide the right prornotional materials such as specific 
brochures, information and specific targeted tourists' details to the appropriate 
channels. NTOs should also advise the home-based tourism suppliers how to handle 
different groups of tourists according to their specific needs, in addition to providing 
them with efficient information on how to do business with appropriate channels. 
NTOs should not spend a fixed amount of the total marketing budget (as in the 
TTO) on their marketing research. It should vary with the destination needs at a given 
point in time. Market research spending must be seen as an investment for NTOs to 
make their tourism marketing efforts for growing business desirably. This is 
particularly true for market research, which has an equal importance, or possibly more, 
to tourism product investments. Thus, if NTOs see market segmentation as an 
investment and start with this investment in a given year, in the long term they can 
expect the return not only in terms of increased numbers of tourists but also in terms of 
desired and satisfied tourists. This is also supported with a marginal investment in the 
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coming years to monitor the efficiency and possible adjustments of the market 
segmentation system. 
Almost every NTO would prefer to have an expert body to give assistance in 
their marketing challenge. This all depends on the NTOs' budgets. However, 
developing market segmentation programmes should be cost effective enough. Today, 
many NTOs neglect the huge potential expertise, i. e. academics. Academics are eager 
to get real-world projects but they have tighter research budgets. With relatively small 
investments, NTOs can benefit cost-effectively often from the same outcome of 
professional expertise, and it can turn out to be a very worthwhile investment. 
Academics can also gain practical application opportunities to test the latest theories 
and methodologies without the cost of collecting data. 
NTOs usually employ advertising agencies to tackle their promotional facilities. 
By little investment such as through the use of academics and students, they may use 
some useful techniques to find, if any, diverse opportunities. This may allow them to 
add some more useffil data gathering techniques to their available data resources (e. g. 
the TTO's running database). Involving heavy knowledge of statistical methods may be 
passed to the academics for construction of the models in advance and importantly 
practicality of the models' implementations can be monitored dynamically for certain 
time periods. 
61.1 Consideratiotis on Some Segnivitatimi Bases 
If an NTO targets geographical countries as important markets, then its tourist 
offices in those countries should further undertake segmentation studies. 
Sometimes, heavy users -loyal tourists who have been to the destination before 
may have more impact on the potential tourists and may be heavily targeted. Knowing 
their loyalty factors may also guide segmentation studies to increase more loyal tourists 
and particularly to reach prospective tourists via word of mouth as the best prospective 
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promotion option. However, the bulk of tourism potential still lies in first time visitors, 
especially those tourists who want to see different destinations. 
Heavy users may sometimes be price-conscious, deal-prone, and consequently 
become disloyal to the destinations. Offering these types of tourists a great deal to win 
them today can be costly in the long term because they can easily be switched by 
similar competitors' offerings. Some heavy users may be locked into a rival destination 
psychologically and difficult to attract. If NTOs, therefore, know the loyalties of these 
types of user, then potential loyal tourists can be reached with the projections of the 
particular segment. Obviously satisfying and retaining the right loyal tourists is much 
more worthwhile and much easier than gaining new tourists. 
NTOs' best potential tourists are not necessarily the ones who look very much 
like the current tourists. If NTOs really want to know who the best prospects are, they 
must study their target in great depth. This can lead to money wasting when they 
completely rely upon past information as every factor affecting tourists' tastes and 
behaviours are changing constantly. 
Income should not be a concern in itself because it is not possible to know the 
proportion of disposable income, which is quite a dominant factor for holiday decision- 
making. 
Although big customers account for a disproportionate share of the sales 
volume of the destinations, they are often the most demanding on the lowest possible 
price and the highest level of services. This is true from the NTOs' point of view when 
the big tour operators are taken into account since they dominate the tourist flow and 
have the big slice of the cake with high negotiation advantages. NTOs can attract big 
numbers of tourists via these operators but operators make more profit than the 
destination. Therefore, individual tourists who arrange their own travel may well be 
beneficial more than high volume which may also cause the well-known negative 
impacts of tourism such as over-bookings and cancellations, exceeding the carrying 
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capacity of the destination, physical and social impacts. NTOs somehow have to find 
tile optirnal balance of the above considerations. 
Needs-based segmentation strategies may not be the most profitable way to 
segment especially when a superficially appealing segment is identified by an NTO. 
Although this segment may be very desirable, the media and message strategies may be 
wrong or may not reach them. Thus, it is not enough to identify and label interesting 
benefit segments for NTOs since they might not be actionable. 
Tourists' benefits from holidays can be complex and combined. One tourist 
may want to benefit mainly from a beach holiday but at the same time may wish to 
sightsee, cultural and historical observations, shopping, etc. 
NTOs can divide tourists easily into personality types and the results can be 
fascinating, but it is questionable whether the results are based on the real-world value. 
As recent findings prove, personality types do not explain what or why tourists take 
holidays. 
Similarly even improved psychographic bases can at best only remotely exp am 
tourists' behaviour and their responses. As psychographic segmentation techniques are 
more generalised in marketing practice, applying the ready segmentation scheme can 
be misleading for specific tourist destinations unless a customised pyschographic 
segmentation study is utilised. 
Attitude segmentation usually represents a hybrid between the benefit and the 
pyschographic modes of segmentation. This approach assumes that the analyst knows 
the critical tourists' attitudes underlying tourist behaviour in the product category and 
that each of these has been reliably and validly measured. The typical method is 
clustering analysis to group tourists into segments with similar attitudes. If NTOs 
construct these segments according to different attribute statements but similar other 
variables, there is a limited opportunity to be taken for the attitude segments, Hence, 
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when the attitudes are well measured and combined with other types of information, 
attitude segments can then becorne a basis for an efficient targeting strategy. 
The explorer type of tourist will normally visit once only, but for a longer 
period, unless they become enthusiastic with the destination. The vacation type of 
tourist may extend or repeat their visits as long as they are satisfied. Occasional visitors 
may repeat their holidays, e. g. honeymoon vacationers may want to return to the same 
place as an occasion to be remembered. 
6.2 RECOMMENDATIONS FOR TURKISH TOURISM AND THE TTO 
If the competitors one by one start to attract particular segments of tourists on 
the basis of satisfying these segments by the correct assessments of their own special 
capabilities, then self-conscious segmentation may become absolute, not only for 
success, but also to survive in that particular market. Besides, benefits from adding the 
values of offerings may also merit positive recognition from tourists. Therefore, with a 
value-adding competition, tourists can get further satisfaction as well as experiencing 
an industry progress overtime through new product developments instead of imitations 
of tourist products. This also brings about the common benefits of stabilised market 
segments existing with well-established loyalty. 
If tourist characteristics and product features only are considered, some 
optimum product appeal for an average segmented tourist can be achieved' through 
product differentiation. Alternatively, Turkey should differ its products by taking into 
account the product offered by all competitors to all segments. Turkey, therefore, must 
seek to evaluate those competitors' offerings and its offerings, which all appeal to the 
same desired segments and at the same time Turkey must designate its strongest areas 
of ability. 
Turkey has to be careful when it targets desired segments by considering every 
possible internal and external factor. For instance, when the Turkish currency is losing 
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power against other currencies, aiming at the higher income tourist can be unrealistic if 
the Turkish tourism capacity is filled by bargain hunters. 
Additionally, in making optimum use of the segmentation strategy for Turkey, 
there are some crucial managerial thoughts: 
I. Avoid stagnation, successful management of Turkish tourism should willingly 
take risks by responding to emerging opportunities in an adaptable manner, 
otherwise managerial stagnation may be unavoidable and destructive. There is 
always a danger if the Turkish tourism philosophy assumes that the future will 
be similar to the past or present increasing trend, by completely ignoring 
external factors, e. g. competition. Hence, detecting opportunities and utilising 
them will usually give maximum benefits (if it is acted through appropriate 
marketing mix before competitors). 
2. Appropriate organisational arrangements in Turkish tourism; if. tourism 
organisations have a strict centralisation philosophy (i. e. as in the Turkish 
Ministry of Tourism and Turkish Tourism Offices abroad), it is obviously 
impossible to carry out some quick action that may frequently be required, such 
as reacting to changing tourist preferences, competitors' actions in the 
particular markets, altering marketing resources accordingly, etc. 
3. Active research orientation; constantly monitoring the environment is the 
primary concern for successful Turkish tourism in order to obtain the essential 
segmentation structure of the market. Turkey should employ market research 
to reveal problems and opportunities by detecting the environment instead of 
desperately using market research when a problem becomes apparent or when 
Turkey has a need for to the marketing of new tourist products. 
Capitalising on technological opportunities-, the existing substantial form of 
techniques and technological improvements can confound Turkish tourism 
marketers in terms of segmentation analysis, but since no one can be expected 
to be an expert in all areas, a team approach may handle this strategy 
de, teri-nination. However, the team must avoid a one technique-mania and must 
be sure the technique(s) can address the requirements of the tourists and 
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Turkish tOUrism. In other words, the technology and techniques should be 
fitted to the marketing problem instead of fitting the problem to tile techniques. 
As the importance and popularity of direct marketing (and database marketing 
in particular) increases, the TTO should consider the improved analytical methods for 
finding segment members and use their marketing efforts by the right database 
management. 
If the inquiries to the TTO indicate attitudes or behaviours of the tourists, then 
the TTO should establish a subset of survey measures which are optimally able to 
predict similarity in a particular segment. This can be achieved on the phone after the 
usual questions for classification purposes are dealt with by coding the further reduced 
survey measures (selecting the best questions out of the subset). 
If the TTO is not able to gain this new information from the inquiries, existing 
information should be used for segmenting purpose. In addition, the TTO's database 
can be merged with data obtained from other sources such as geo-demographics -e. g. 
ACORN-, magazine subscription lists, etc. to predict the best possible segment 
membership. 
The TTO must also develop its estimation of the success rate of the marketing 
action for each segment by weighing the relative cost and value of finding the members 
of segments. 
The TTO has somehow to find an applicable way of updating its database since 
segments may change over time in the form of tourists moving between segments, 
emerging, declining or disappearing segments. This is especially viable when even a 
single measure of tourist behaviour is available by an ongoing database update, rather 
than having many measures obtained at once from a single survey or database enquiry. 
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6.2. / Newer variahles. 1bi- the 7TO 
The TTO should broaden its marketing vision in creating multiple views of the 
UK market. In other words, the TTO should consider several different segmentation 
issues dynamically instead of considering all segmentation bases to choose one or 
combined ones for implementing one segmentation strategy. This is to say that 
different segmentation strategies have different strengths and drawbacks. Some might 
be more useful for current market targeting (e. g. AID, factor, cluster, etc. ), others may 
be useful for product development strategies (e. g. conjoint, POSSE, simulation, etc. ). 
Ideally, the TTO should link the alternative approaches to determine their similarities 
along with their individualities to gain maximum imPact on its segmentation strategies. 
Geo-demographic segmentation with the postcode system and the power of 
modern computers has becorne more attractive than other classic variables, e. g. 
demographics alone, social class, etc. The TTO should find a suitable geo- 
demographic system in order to expand its databases towards more specific and 
powerful data gathering either in the same database system, or by primary data 
collection for transferring to a current system, or by making-up a new system. It 
should preferably be by extension of the current database system. In this way the TTO 
can .- 
0 gather the exact count of the target household (especially at promotions 
directly or via tourism trade to count the exact number of promotional 
materials, brochures, leaflets, etc. ); 
0 match the target segments against the media (who show their readership by 
geo-demographic classification); 
0 select the best closest tourism trade for reaching tourists, 
0 adjust the correct level of promotional requirements of trade demands in the 
appropriate areas. 
Bearing in mind the current marketing environment of the TTO, the economic 
value of tourists to Turkey must be of concern even for estimation of the lifetime value 
of each tourist segment. Thus, the best tourists should be identified and pinpointed for 
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special treatment to keep them as valued assets for Turkey. Regarding tile economic 
value issue, tile cost to serve different segments for estimating profitability should also 
be quantified rather than concerning only revenue measures. This can also be extended 
to other types of costs such as environmental, or social costs that tourists bring along 
to Turkey. 
Channels and their preferences and usage should more carefully align with 
tourists' requirements in accordance with tourist value and profit measures which are 
reflected differently by each channel. For the TTO, this can be better applied effectively 
to their current policy to helping tour operators in their promotions, i. e. choosing only 
the appropriate ones which can serve prior segments, rather than helping all operators. 
A tourist's lifetime value with respect to Turkish tourism can be quite an 
important issue for the TTO for identifying potential tourists who are not ready to take 
a holiday in Turkey. This is especially appropriate when Turkey wants to introduce 
new tourist products, and needs to appeal to the correct market. The answer lies in 
finding and evaluating the market and then offering the product (as in the tourist 
typologies of wanderlust, allocentric, explorer, etc. -figure 2.11). Hence, if the optimal 
prospect can be identified early enough when new products need to be developed, then 
new offers can be accomplished according to the desires of the potential tourists. In 
order to avoid the potential risk of not reaching the majority of potential future 
tourists, the TTO may investigate other tourist products of competitors for the trend of 
general early adaptation and/or use some experimental methods (e. g. conjoint 
measurements) to define product attributes accordingly or simulation methods to 
create the market scenario for today's tourist to tomorrow's environment. 
278 
CHAPTER 7 
I' 
7. CONCLUSION AND RECOMMENDATIONS 
7.1 GENERAL REVIEW 
Market segmentation has usually dominated and received the most attention in 
marketing. It is hard to find a marketing journal which does not cover the segmentation 
issue and likewise the marketing text books almost reserve one complete chapter to the 
subject. There are also many books which try uniquely to comprehend market 
segmentation. 
Although the segmentation exercise involves substantial and professional desk 
research in economic analysis, it is relatively straightforward. However, the h-uman and 
motivational side of the study is more difficult and complex, because tourists may not 
fit precisely into just one segment. It is, therefore, essential to have reliable market 
research and survey tools with the combination of NTOs' skill to feel intuitively 
tourists' interests. 
Market segmentation needs to be recognised in the concept of its potential 
value as a main source of concern for competitive strategy. It can be well practised if 
both parties -companies and consumers- benefit. Thus, it may also be in the interests of 
consumers if it is perceived as a logical extension of the basic principles of marketing in 
the competition arena. 
Market segmentation must be considered as an on-going process in parallel 
with keeping the marketing strategy monitored according to the changing structure of 
the market. Besides, just as consumers change and learn, it is necessary to observe the 
competitors' changing and learning behaviour in order to take action in differing their 
capabilities from those which were applied previously. 
The segments should be identified in terms of volume and value with a cost- 
effective marketing response and the group of tourists within each segment should 
behave in a similar way according to their desires and expectations. The expectations 
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can be influenced by the promotion as activity which they build on or create a desirable 
image. Tile promises offered in the promotion must be delivered in order not to lose 
credibility and well-establislied image. 
Market segmentation techniques have advanced in diversity from standard 
approaches (e. g. multiple regression and discriminant analysis) to such procedures such 
as AID, factor-cluster analysis, perceptual and preference mapping and conjoint 
scaling. These have also led to complex and excessive techniques which have resulted 
in a profusion of segmentation bases -perceptual -preference segments, needs-oriented 
segments, cornmon-problems segments, benefit s-seeking segments, psychographic 
segments, etc. 
Although the basics of segmentation analysis were established decades ago, 
identifying different types of consumers (tourists) is still the main objective to the end 
results of segmentation. The only change over the years is how segmentation analyses 
are done with regard to the influences of the marketing environment, and reflections of 
new algorithms, less costly and easier computing and presentations. 
Segmentation analysts traditionally used data-reduction techniques, such as 
fact or-clustering, to provide insights into the key underlying dimensions of the market 
and they also have the desirable property of being uncorrelated with each other and 
then to group the customers according to similarity of their response pattern to the 
variables. 
The use of response function (similarity of response) as a basis of segmentation 
analysis is a relatively newer approach rather than the basis of similarity profiles of 
characteristics. "This has long been recommended as a criterion for ewilualitig 
segments-, what's new is dýfhfiqg a segment on this basis. " (Wyner 1995, p-40) 
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Although the benefit of this method is potentially actionable due to direct 
marketing impact, estimating tile models of similarity-profile and the need for large 
sample sizes are the main obstacles. 
If the modern market i ng-driven strategy is avoided, then high volume mass 
movernent to Turkey or any other destination is inevitable with lower earning margins. 
When growing takes place, cutting low margins can affect incoming tourists high but it 
is possible to lose economies of scale owing to competition, new ernerging destinations 
or changing tourists' habits. Therefore, it is the right time for Turkey to consider 
market segmentation to ease the experienced mass tourism effects (like in Spain and 
Greece) before reaching saturation level and Turkey should jump into the new leading 
modern marketing strategies i. e. market segmentation and its emerging concepts. 
7.2 FURTHER RESEARCH POSSIBILITIES AND RECOMMENDATIONS 
The role of market segmentation research is relatively more basic and probably 
more valuable than the idea of just cutting up a market like a cake into small slices. 
Market segmentation analysis examines a market structure as perceived by consumers 
by making use of such research models. It then helps analysts to forecast the demand 
intensity for a particular positioned product in the products space. 
There are basically three purposes and their potential problems (which may also 
give potential interest for further expansion of segmentation research) for the 
marketing managers and researchers: 
how to differentiate the products in groups which are perceived according to 
their strengths, weaknesses, similarities, etc. However, constructing a product 
space is not always easy especially when trying to obtain geometric 
representation of consumers' perceptions of products in a given category. 
To know about consurners' desires and how satisfied or unsatisfied they are by 
the current market The object is to obtain density distribution carefully by 
positioning consumers' ideal in the same space. 
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0 To integrate findings strategically in order to determine tile optimal 
opportunities for new products and modify these products with respect to their 
image to produce a higher sales volurne. Constructing such a model again 
makes it hard to predict preferences of consumer groups toward modified 
products. 
Future research possibilities of market segmentation can be recommended in 
two main areas, in academics and in practice (in the case of NTOs): 
0 NTOs should be more aware of academic researches and up-to-date 
improvements in the field to expand their studies, while academics should have 
more consideration of the practical implications of their studies: i. e. their study 
should be meaningM for the intended area of segmentation analysis for the 
body (e. g. NTOs) who would practise. 
Human and technological sophistication is increasing all the time. New changes 
bring new research possibilities such as generic algorithms, virtual reality or 
movement towards fully customised marketing. Since some successful 
applications are seen in general marketing (for customised marketing) and in 
the appropriate fields, the above given three examples may be combin6d in the 
future to have a great potential not only for NTOs, but also for general 
marketing purposes. For NTOs, they can be applied to serve every individual 
tourist in advance, at the physical involvement of holiday and afterwards. 
Tourists may start their enquiries by connecting the high-tech databases to 
arrange their very much customised travel need. They may use virtual reality 
software to experience what sort of experience is available and interactively 
require what they want more of, meanwhile central computer systems can sort 
all variables of the particular tourist to establish individual identity by applying 
specifically formulated generic algorithms. All this individually gathered unique 
information is then translated for the right tourism participants to tailor their 
products and services for the individual. 
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4 
There is a recent concern in marketing that two powerful or promising brands 
(destinations) working together can do more than they could separately, joint 
promotion for instance. Countries and destinations with similar tourism product 
offerings may use the new management strategy of 'co-opetition', which embraces the 
combination of co-operation and competition. In this way, rival countries in a market 
work together to achieve certain objectives of tourism marketing policies as well as 
fighting over business. From the tourism point of view, for example, Turkey and 
Greece offer similar tourist products but for political reasons received tourists are 
discouraged to visit Turkey from Greece. However, there is a high potential for 
attracting tourists by amalgarnating these two countries' tourist products. Hence, one 
research may be focused on this idea in order to show potential benefits to the rival 
countries or destinations. 
In an ideal world scenario, the TTO or any interested researcher (only for 
academic purposes) should compare their segmentation studies with other tourist 
offices, but this is quite impossible due to competition. If it becomes possible, they 
should search for the type of the data they use, what sorts of segmentation studies are 
undertaken, compare their databases for applicability for segmentation (e. g. choosing 
common bases for exchange) and adjust their database collection accordingly to be 
aimed at the desired segments. 
To conclude, this PhD study should only be taken as a suggestive guidance for 
NTOs to implement their very own segmentation strategies in order to find the most 
efficient, scientific way of choosing their target group based on its potential benefit 
contribution to the destination. Hence, the study should not be seen as the best 
generalised solution, rather it should direct individual NTOs to their specific 
segmentation study as a base reference to be on the right track for success. 
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RESIDENT A person is considered to be a resident 
in a country if the person: 
a) has lived for most of the past year (12 
months) in that country, or 
b) has lived in that country for a shorter 
period and intends to return within 12 
months to live in that country. 
TOURIST 
(overnight visitor) A visitor who stays in the country 
visited for at least one night. 
Notes: 
(a) Foreign air or ship crews docked or in lay over and 
who use the accommodation establishments of the 
country visited. 
(b) Persons who arrive in a country aboard cruise ships (as 
defined by the International Maritime Organization. 
1965) and who spend the night aboard ship even when 
disembarking for one or more day visits. 
(c) Crews who are not residents of the country visited ands 
who stay in the country for die day. 
(d) Visitors who arrive and leave the same day for leisure 
and recreation, business and professional or other 
tourism purposes including transit day visitors en 
route to or from their destination countries. 
VISITOR Any person who travels to a country 
other than that in which s/he has his/her 
usual residence but outside his/her usual 
environment for a period not exceeding 
12 months and whose main purpose of 
visit is other than the exercise of an 
activity remunerated from within the 
country visited. 
SAME-DAY 
VISITOR A visitor who does not spend the night 
in a collective or private 
accommodation in the country visited. 
(e) Overnight visitors en route from their destination 
countries. 
As defined by the United Nations in the 
Recommendations on Statistics of International 
Utgration, 1980. 
(g) Who do not leave the transit area of the airport or the 
port, including transfer between airports or ports. 
(h) As defined by the United Nations I ligb Commissioner 
for Refugees, 1967. 
6) When they travel from their country of origin to the 
duty station and vice versa (including household 
servants and dependants; accompanying or joining 
them). 
Classification of International Visitors for Statistical Purposes 
Source: World Tourism Organization (WTO) and Cooper el al. (1993, p. 44) 
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THE DATABASES OF THE TURKISH TOURISM OFFICE IN 
LONDON (TTO) 
I Enquiries Main Database 
2 Infonnation Main Database 
3 Addresses Main Database 
4 Appointments Main Database 
5 Accounting Main Database 
6 Hotel Guide (TURKEY) Main Database 
7 Travel Agents Guide Main Database 
8 Press Evaluation Database 
9 Trade Evaluation (UK) Database 
10 Advertising Database 
II Production Database 
12 Travel Press (UK) Database 
13 Fairs (UK) Database 
14 Workshops (UK) Database 
15 Host-Public Relations Database 
16 Negative Publicity Database 
17 Library (UK) Database 
18 Office Equipment (UK) Database 
19 Liberty Database 
20 Video Film Archive Database 
21 Visual Material Database 
22 Printed Material Database 
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A1.1, CONSUMER ENQUIRIES 
BEENTOTk Q2)Havp you P. v, -L t,,, Tuckey befoLe? 
Valid CLIM 
VAILIe Label VA I LIP Frequency Percent Percent Pe rcent 
Yes 1 462 6.3 113.2 18.2 
No 2075 28.5 81.8 100.0 
4749 65.2 Missing 
------- 
Tc, tAl 7286 
------- 
100.0 
------- 
100.0 
Valid Cases 2537 Missing ca se 5 4749 
BEENTOTR 
I 
All I .. w. *I I qull.. St 
100 
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20 
(L) 
CL 0 
Have you ever been to Turkey before? 
AIA, CONSUMER TELEPHONE ENQ UIRIES 
BEENTOTR Q2)Have you evei b. -t? n to Turkey before? 
Valid Cum 
Value Label Va I Ue FreCjUency Percent Percent Percent 
Yes 1 457 16.9 18.4 18.4 
No 2 2029 75.2 81.6 100.0 
211 7.8 
- ------- - 
Missing 
------- ----- 
T(, tal 2697 100.0 100.0 
Valid cases 2486 MiL; sing cases 211 
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Yes No 
Have ever been to Turkey before? 
ALL CONSUNIER ENQUIRIES 
INDEPEND Q3)Will you makinq YIILIL --wn travel arrangements? 
Valid Cum 
Value LabpI Value Requency Percent Pprcent Percent 
ye's 1 953 13.1 3ý. 3 38.3 
No -1 1535 21.1 
61.7 100.0 
4798 
--- 
65.9 
-- 
Missing 
------- ---- 
T, o-al 7286 
----- 
100.0 100.0 
Valid casps 2488 Missing ca 5es 4798 
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Yes No 
Will you ma king your own travel arra ngements? 
ALI, CONSUNIFIR TELEPHONE ENQ UIRIES 
INDEPEND Q3)Will you making YOLII: own travel arrangem ents? 
Valid Cum 
ValUe Lal: -1 VI IUI? Frequency Percent Percent Percent 
Yes 1 939 34.8 38.5 38.5 
No 1501 55.7 61.5 100.0 
257 9.5 
----- 
Missing 
------- ------- 
Total 2697 
-- 
100.0 100.0 
valid Cases -1440 Missing cases 
257 
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0 
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Will you making your own travel arrangements? 
ALL CONSUMER ENQUIRIES 
VISITCOD Q4)Whereabouts in Turkey will you be visiting? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Marmara 1 333 4.6 13.3 13.3 
Aegean 2 1124 15.4 44.7 58.0 
Meditrrranean 3 278 3.8 11.1 69.0 
Central 4 12 .2 .5 
69.5 
Black Sea 5 16 .2 .6 
70.2 
East 6 2 .0 .1 
70.2 
South East 7 1 .0 .0 
70.3 
Combination 8 543 7.5 21.6 91.9 
Undecided 9 204 2.8 8.1 100.0 
4773 65.5 
-- 
Missing 
------- 
Total 
------- 
7286 
----- 
100.0 100.0 
Valid cases 2513 Missing c ases 4773 
ALL CONSUMER TELEPHONE ENQUIRIES 
VISICOD Q4)Whereabouts in Turkey will you be visiting? 
Value Label 
Marmara 
Aegean 
Meditrrranean 
Central 
Black Sea 
East 
South East 
Combination 
Undecided 
Valid cases 2461 
\ASICOD 
Valid Cum 
Value Frequency Percent Percent Percen 
1 332 12.3 13.5 13.5 
2 1098 40.7 44.6 58.1 
3 272 10.1 11.1 69.2 
4 12 .4 .5 69.6 
5 16 .6 .7 70.3 
6 2 .1 .1 70.4 
7 1 .0 .0 70.4 
8 528 19.6 21.5 91.9 
9 200 7.4 8.1 100.0 
236 8.8 Missing 
Total 
------- 
2697 
------- 
100.0 
------- 
100.0 
missing cases 236 
n. 
, wy,. un's E., Cý- 
Whereabouts in Tufkeywil ycu be Msiting7 
\ASICOD 
A-0- UOd Elm r,. tvw- 
WheremboulS in Turkey wil you boAsling? 
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ALL C'ONSUNIER ENOUIRIFS 
N(. )( I)I IE Cl as -, -if 
i ,, it itm of 41 11-1 It::, * and with ch ildien 
Va Ii (A CLIM 
Valti.. ý Liho-l Vý4 I u., FL: e(: ILlpn(-y Percent Pe rrent Percent 
II Id iVi dUa Iý 1 169 2.3 6.6 6.6 
I 11'. 1i V idUa I With Chi 1 .1 4 1 6.8 
Two 4(lults 3 1779 24 .4 69.9 76.7 
Two, adults with chil 4 222 3.0 8.7 85.4 
Th L c-r-- FoLl L adLl It. S 210 2.9 8.2 93.6 
Th L -ý#- F(-)U L a(: ILIItS Wi 6 53 .7 2.1 95.7 
Fivp o)L lip-, up a(_fLjIts 7 60 .8 2.4 98.1 
FiVf' Or Moore AdUlt. S 8 9 .1 .4 98.4 
Tpm (1i move a,: Iults C1 39 .5 1.5 100.0 
Ten ()i fnc)l: *? adults w 10 1 .0 .0 100.0 
4740 65.1 
------- 
Missing 
------- 
Tcltal 
------- 
7286 100.0 100.0 
Valid "asýos 2546 Missing cases 4740 
ALL CONSUNIER TELEPHONE ENQUIRIES 
N(. )('(*)L)E Classification of adults and with children 
Valid Cum 
VAILle Lahol VA 1 LIA FreClUency Percent Percent Percent 
Individuals 1 169 6.3 6.8 6.8 
Individual & ohil. 2 4 .1 .2 6.9 
2 adults 3 1745 64.7 69.7 76.6 
4 217 8.0 8.7 85.3 
3-4 adults 5 208 7.7 8.3 93.6 
3-4 & chil. 6 53 2.0 2.1 95.7 
5+ af: ILIItS 7 59 2.2 2.4 98.1 
5+ & rhil. 8 9 .3 .4 98.4 
10+ adUltS 9 38 0 1.4 1.5 100.0 
10+ & I-hildrpn 10 .0 .0 100.0 
194 7.2 
- 
Missing 
-- - 
Tcltal 
------- 
2697 
------ 
100.0 
- - -- 
100.0 
Valid cases 250.1 Missing rases 194 
NXXD 
4) 
2 
4' 
CL 
(D 
2 
(L 
wo. do %olh 11-0-gus F--tim W-Iftft hf4dils 2zLAs 34 Ws 5. mus "amm 
Vd. tgý'" llf. 181R- F-1-M, kiNdif Adl 2&cH 34 &CN 5, &di 104dvdv 
Ciassficolim d alft aid vAh d*tm Cbs4ication d ackA s ard vith dikk En 
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AIA. CONSUNWR ENQUIRIES 
MOTIVES Q10)What made you choose Turkey as a holiday destination? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Personal Recommendat 
Hospitality of Peopl 
Low Cost of Living 
Natural Beauty 
Historical Richness 
Delicious Food 
New Destination 
Business Requirement 
Combination 
Valid cases 2515 
1 744 10.2 29.6 29.6 
2 88 1.2 3.5 33.1 
3 31 .4 1.2 34.3 
4 142 1.9 5.6 40.0 
5 207 2.8 8.2 48.2 
6 4 .1 .2 48.3 
7 445 6.1 17.7 66.0 
8 24 .3 1.0 67.0 
9 830 11.4 33.0 100.0 
4771 65.5 Missing 
Total 
------- 
7286 
------- 
100.0 
------- 
100.0 
Missing cases 4771 
MOTNES 
(AllconRowenquries) 
-b-d 
VO-d made you choose TLYkey as a holiday destination? 
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ALL CONSUNIER TE1, EP110NF ENQUIRIES 
MOTIVES Q10)What made you choose Turkey as a holiday destination? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Personal Recommendat 1 737 27.3 29.8 29.8 
Hospitality of Peopl 2 87 3.2 3.5 33.3 
Low Cost of Living 3 30 1.1 1.2 3,4.5 
Natural Beauty 4 140 5.2 5.7 40.1 
Historical Richness 5 206 7.6 8.3 48.4 
Delicious Food 6 4 .1 .2 48.6 
New Destination 7 429 15.9 17.3 65.9 
Business Requirement 8 24 .9 1.0 66.9 
Combination 9 820 30.4 33.1 100.0 
220 8.2 Missing 
- -- 
Total 
------- 
2697 
------- 
100.0 
-- - - 
100.0 
Valid cases 2477 Missing cases 220 
MOTMES 
(All conarv telephone en*irieO 
AP% 
EL 
VV-d nvda you drose TLrkey as a holiday destndicn? 
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All, CONSUMER ENOUIRIES 
MEE)IA('(-)M Q13)Any -11) thP ad Y(-. )Lj have seen? 
Va I id Cul" 
Valu. ý- Lat. sp. 1 Va 1 LIP FL e('IL)e I) Cy Percent Flo? rven t Per(-(' nt 
I like thomi 1 138 1.9 b5.4 65.4 
1 11''Ilt liko-. them -1 
6 .1 2.8 68.2 
(. 'I*)Lll(: l he hiuttou 1 16 .2 7.6 75.8 
Tho: iy dLP VPry g4illd 4 51 .7 24.2 100.0 
707.5 97.1 Missing 
----- ------- 
Total 7286 
------- 
100.0 
-- 
100.0 
Valid cases 211 Missing cases 7075 
M ED IACO M 
70 
60 
50 
40 
30 
20 
10 
CL 0 
I Ilk* them f dent I. ko them C ould be better They are very good 
Any com m ents on the ad you have seen? 
ALLCONSUNIERTELEPHO EENOUIRIES 
MEL)IA('(. )M Q13)Any r(. )mmr-nt: 5 on thp ad y(--)u have seen? 
Valid Cum 
VAILIP Label VAlLIe FLeqUenCy Percent Percent Percent 
I like them 1 133 4.9 66.8 66.8 
I d()nt like them 2 5 .2 2.5 69.3 
be better 3 15 .6 7.5 76.9 
Th4: -. y are very go(. )d 4 46 1.7 23.1 100.0 
2498 92.6 
----- 
Missing 
------- 
Total 
------- 
2697 
-- 
100.0 100.0 
Valid cases 1 Co Mi ss i ng ('asp$ 208 
MED IA C0M 
.......... 
ThOl 9-d 
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ALI, CONSUMER ENOUIRIFS 
ENQITYPE Q14)Type of enquiry 
Valid 
Value Label Value Frequency Percent Percent 
Telephone 
Letter 
Answer 
Exhibition 
Media Coupons 
Valid cases 7275 
6 
5 
4 
3 
2 
C) U 
C) 
cL 
1 2697 37.0 37.1 
2 3880 53.3 53.3 
3 678 9.3 9.3 
4 11 .2 .2 
5 9 .1 .1 
11 .2 Missing 
Total 
------- 
7286 
------- 
100.0 
------- 
100.0 
Missing cases 
ENQITYPE 
11 
leleprione Letter A nsw er Ex hib Rio n Media Coupons 
Type of enquiry 
ALI, CONSUMER TELEPHONE ENQUIRIES 
ENQITYPE Q14)Type of enquiry 
Valid Cu 
Value Label Value Frequency Percent Percent Perc 
Telephone 1 2697 100.0 100.0 100 
------- ------- ------- 
Total 2697 100.0 100.0 
Valid cases 2697 Missing cases 0 
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OTHER FREOUEACIES FOR ALL CONSUMER TF. 1, EPIIONF ENQUIRIES 
BEENINDE BP-ýI)tl-tL . 311d 
11141PI-1-111 
Val id CLUn 
Valu, u Label V3 I LIP Fi P. quem-y Percent Percent Percent 
1: )Lf4V. inct inct. 1 236 8.8 9.7 9.7 
pit-v. and park. 2 210 7,8 8.6 18.3 
nfýw AI'Id ind. 3 698 25.9 28.7 47.0 
nev and pack. 4 1290 47.8 53.0 100.0 
263 
------- 
9.8 
-- 
Missing 
T4.1ral 2697 
----- 
100.0 
------- 
100.0 
Valid oases 2434 miz;. 's, iIIq oases 263 
6C 
5C 
40 
30 
BEENINDE 
(All coniumer t @]*phone enquiries) 
20 
4- 
10 
prev. and ind prev. and pack mw and ind new and pack 
Beentotr and Independ 
VI: 3I(. '(. ')D2 (, rC)Llpe(: i Regions 
VaILle. Label 
Ma rilla ra 
Aegeýan 
mpctitel: ref)f?. al) 
Anat, dia 
Bla(7k : Iea 
C(milbillation 
ul)(. 47--ided 
Valid Cum 
Value Frequency Percent Percent Percent 
1 332 12.3 13.5 13.5 
2 1098 40.7 44.6 58.1 
3 272 10.1 11.1 69.2 
4 15 .6 .6 69.8 
5 16 .b .7 70.4 
6 528 19.6 21.5 91.9 
7 200 7.4 8.1 100.0 
236 8.8 
------- 
Missing 
------- 
T,, t' a1 
------- 
1697 100.0 100.0 
Valid -Asf: s 2461 Missing (-, 4s+. s 236 
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VISICOD2 
J All coosumw I elophome anquifios) 
40 
30 
20 
10 
2 
(1) 
CL 
m3mm Aegean Maditemean Aruftlia Black Sea CorMnation Undecided 
Grouped Regions 
Vl: "I(-'('. )D3 GrOLlped RegiOl-IS 
Valtio? Lal: m-d 
Ma Vnia va 
A, -, 
tpr renean 
Aj-at-lia & Black : 3, ea 
nat (-III 
t7 
.1 
Valid (-, Is, -s 2461 
10 
0 
Valid Cum 
Value Frequency Percent Percent Percent 
1 332 12.3 13.5 13.5 
2 1098 40.7 44.6 58.1 
3 272 10.1 11.1 69.2 
4 31 1.1 1.3 70.4 
5 528 19.6 21.5 91.9 
200 7.4 8.1 100.0 
236 8.8 
------- 
Missing 
------- 
T-tal 
------- 
2697 100.0 100.0 
Missing cases 236 
VISICOD3 
(All consumer I *I @phone enquiries) 
4C 
30 
20 
Marffwa A eg san Mediterrenean Arktolla&blacK 500 Corytination Undecided 
Grouped Regions 
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NOCODE2 Classification of the number of people 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Individuals 1 169 6.3 6.8 6.8 
Indi. &chil. 2 4 .1 .2 6.9 
2 adults 3 1745 64.7 69.7 76.6 
2 adu. &chil. 4 217 8.0 8.7 85.3 
3+ adults 5 305 11.3 12.2 97.5 
3+ adu. & chil. 6 63 2.3 2.5 100.0 
194 
------- 
7.2 
- - 
Missing 
------- 
Total 2697 
----- 
100.0 100.0 
Valid cases 2503 Missing cases 194 
NOCOD2 
(All conjunw t elephant enquiries) 
60 
40 
20 
cl) 
a) 
IL 
IrdviduWs Ird. Schl. 2 adLAs 2 acLL &NI. 3+ adLAs 3+ adLL & chi. 
Classification of the number of people 
NOCOD3 Classification of number of traveller 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Indiv. 1 169 6.3 6.8 6.8 
2adults 2 1745 64.7 69.7 76.5 
3+adults 3 305 11.3 12.2 88.7 
with child. 4 284 10.5 11.3 100.0 
194 7.2 Missing 
Total 
------- 
2697 
------- 
100.0 
------- 
100.0 
Valid cases 2503 missing cases 194 
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a 
60 
40 
20 
NOCOD3 
(All gonimmer t alophwo enquiri es) 
Inaiv. 2adults 3+adults with child. 
Classification of number of traveller 
HOLTYPE2 Type of holiday & their combinations 
(recoding and combining for 08) 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Ski 1 4 .1 .2 .2 
Tour 2 3 .1 .1 .3 
Beach 3 55 2.0 2.7 3.0 
Nature 4 6 .2 .3 3.3 
Sailing 6 4 .1 .2 3.5 
Trekking 7 4 .1 .2 3.7 
Sightseeing 9 663 24.6 32.3 36.0 
Archaelogy 10 6 .2 .3 36.3 
Water sports 11 1 .0 .0 36.4 
Other 12 1 .0 .0 36.4 
Beach & S. seeing 13 664 24.6 32.4 68.8 
Beach-Nat. -S. s. -Arch 14 374 13.9 18.2 87.1 
Beach-Nat. -S-s 15 46 1.7 2.2 89.3 
Beach-S. s-Arch. 16 25 .9 1.2 90.5 
S. s-Arch. 17 29 1.1 1.4 92.0 
Beach & other comb. 18 115 4.3 5.6 97.6 
Nature & other comb. 19 38 1.4 1.9 99.4 
S. s & other comb. (no 20 12 .4 .6 100.0 
647 24.0 
- 
Missing 
Total 
------- - 
2697 
--- -- 
100.0 
------- 
100.0 
Valid cases 2050 missing cases 647 
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HOLTYP2 
(Allcons"tolson anqumeo 
1) 
C. ) 
ci 
CL 
lp 
4b- (b 
Type of hdiday & thdr caTfinatiais 
HOLTYPE3 More observed types of holiday & their combinations 
(recoding and combining for Q8) 
Valid 
Value Label Value Frequency Percent Percent 
Beach 1 55 2.0 2.7 
S-seeing 2 663 24.6 32.3 
Beach & S. seeing 3 664 24.6 32.4 
Beach -Nature -S. see 4 374 13.9 18.2 
Beach -Nature -S. see 5 46 1.7 2.2 
Beach -S. seeing -Arc 6 25 .9 1.2 
S. seeing -arch. & ar 7 35 1.3 1.7 
Beach with other com 8 115 4.3 5.6 
Nature & -with other 9 44 1.6 2.1 
others 10 29 1.1 1.4 
- 
647 
------ 
24.0 
------- 
Missing 
------- 
Total 2697 100.0 100.0 
Valid cases 2050 missing cases 647 
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4 
. $--1 
10 
HOLTYP3 
I Al consuffier I @I @phone enquiries) 
30 
20 
0- 
Beach B&Ss B466 Se-A&A Ngdher com 
Ssedrg B-N-Ss-A B-SsA B&dher =rb. Othem 
Nbre observed types of holiday & their combinations 
HULTYPE4 Morp typ-ý-. s of holiday 
and for Q8) 
Valid Cum 
Vaiup Labr-l Valup. FrRquency Percent Pe rcent Percf-. nt 
Oiqht. serý. inq 1 663 24.6 32.3 32.3 
2 664 24.6 32.4 64.7 
S --: -ing, beach & Ila .: 3 374 13.9 18.2 83.0 
B-4a,, h & ): )c-. a(: -h with o 4 241 8.9 11.8 94.7 
CIt hr- rs 5 108 4.0 5.3 100.0 
647 24.0 
- - 
Missing 
------- 
Te. -tal 
------- 
2697 
---- - 
100.0 100.0 
Valid (, asr-: 5 . 050 Missing oases 647 
HOLTYP4 
(All can summer I flophone enquiries) 
40 
30 
20 
10 
U 
1 
w 00 
310 
Sseeing Sseeing&beach S s-B-N B&B other comb Others 
Grouped types of holiday 
APPENDIX V. - Cross-tabulations 
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CIII-SOIJARE STATISTIrS 
PF_4RSON YA TEPCORRECTION 
FOR CONTINUITY 
LIKELIHOOD RA TIO FISHER'S EXACT TEST 
WHEREUSED A stausbc often used to test Applied to improve the As in alternative to Pearson, is Alternative test for the W table hypothesis that the tow and approximation for aW table based on maximum-likehhood based on die hypctgeometnc 
column variables are independent theory and for large samples it distribution, suitable if N<20 
" ptnt jp! ý% ýery s#D 41 ! ts iýh iýULY i ii ý0 TIIESIS ............................................ - 110 : Vambles are independent or no association 
....... . . . ................ .......... 
....... i;;; l ýW ;. ', ;; Ia I W, ;; d 6. -4; en_c! ie-s>---5-. ; q`u_a_U y ex-c I usi-v-e -ca-lego-nes ...................... .......................... 
DF Degrees of freedoin(for an rxc table)-(r- I)x(c-1) where r-rows, c-colunins 
Observed sigiuficance level of die test: If the probability of the significance level is small enough (usually less than 5% or I %). the hypothesis that 
' ' ýqr qiý I jejected .... .... ........................ ... . . . iliii WUiISTIUS 
(Value results) 
. 
G2-2 
4 IJ ) where 7, "1 -j 
... ..... for all ........... the probabilities 
configurations with the given 
19. j marginal totals having the same or 
where inij expected numbers similar to Pearson but involves log is the natural s1gonthm (to die lower probability than that observed 
subtracting 05 from positive base'e') are surnmed, calculates exact 
n,. j observed numbers in cells differences between the residuals provides better approximation probabilities of obtaining the 
and addisig 0.5 to negative calculated by summing over all that is often 
faster (than Pearson observed results if the two variables 
are independent and marginal are (lifferences before squaring cells the squared residuals divided chi-square) to convergence to the fixed -in either one or two-tad tests by the expected frequencies chi-square distribution under null 
......... .... ........... . 
typpIllesis 
..... .1 ........... " l ' N&Wi ; 'ýi e c Wiisit UeU ;; h;; We tjtý ý; ýIe, 
not accurate when cell frequency is leis then five size and expected values are small 
MEASURES OF ASSOCIATION 
A) Ell H-SOVAR Ew P111 COEFFICIENT CRAMER'S V CONTINGENCY 
BASFDNIFASURES COEFFICIENT 
%%IIERE USED 0 to measure degree of association between variables 
0 based on and ualLied upon chi-square statistics to gather the modified measures ofassociation. thus all give same approximate significance 
results as in Pearson "F; CI: C i ji ý6 7fl ... ...... ..................................................................... w .............. 
. 
ýMTnjýt3 
. 
mý 
_ 
ý2 ? ypý. Wl,; 2ns directly because results oftneasures values are indexes ofassociations -ii6NS 
0 '*' ' -- "" ' "" *' ----- " .......... indexes that attempt to'q'uab fy die"relationslu'p 'b"et'w*ecn variablea'an &'cr*oss-classi ficatio'n 
.......... 
... ..... . 
ýcý212ýýStinciahon does not make sense but the strength ofthe asNociation can be measured 
........ .............................. ............................. 
where N is sample size . 12 (Value results) rC N 
modifies the Pearson chi-square dividing it by the where k is the smaller ofthe number of always less than I but never I 
sample size and takes the square root Organisation but rows and columns PW can be greater than I may attain the maximum of I for tables of 
................... .................................... . 
any dimension 
............................. ............................. NOTES values cannot be directly be comparable with other variable pairs unless sample size and proportions are carefully controlled 
B) P OPORTIONAL L4AIBDA GOODMAN & KRUSKAL UNCERTAINTY 
REDUCTION IN TA 11 COEFFICIENT 
ERROR (PREj 
IERE USED for each category of the independent variable, prechas compares predichon based on the maWal calculates both symmetric and &symmetric 
the category of the dependent variable that occurs proportions alone to prediction when the versions in error based on entropy criteria. 
most frequently; reflects die reduchon in error when values ofan additional variable are knowný gives same approxinnate sigruticance restilts 
values of the independent variable are used to predict wilike lambda. where the modal category is as in hkehhood ratio 
values orthe dependent variable-, also calculates used for predictions, tau uses the marginal 
..... ............................. 
! y. njT! TE M 
......................... 
JPLO. POýý(YVI-,! ýo! yinnetcSýEy! tiFýn 
iýUIX WýOlfl IESIS no hypothes assumptions chrectly becouse other measures ofassociation may find dependency 
....................................................................................... value results, show percentage reduction in error. are obtained to predict the outcome where either independent variable is used and/or one 
where is not 
aA value of I means that the independent variable peffdCdy predicts the dependent vanable, a value of 0 means that the independent variable is 
of no help in predicting the dependent variable 
" ASE 1: the asymptotic standard error ofthe PRE values wWch show how much the valuoi vary from sample to sample 
" ASEO. this standard error is based on the assumption that the popuilation coefficient is 0. whereas ASE I does not make that assumption 
" VAIJASE0. the ratio ofthe PRE (except tau) coefficient to its standard error, null hypothesis may be rejected when the value is large 
" it is possible for variables to be related even tough have a PRE oro 
*"*-"", ", *, *,, *, *, -"**'***-, -*, *I .............. * ............... . the' clo"s*c7r th'e'w*ic*e*rt'ai'n'ty'c'o'et'Ti'ci"e"nt* 
comes' 
(Value results) 
P 0) P (2 ) 
where tau column row 
(P, P') 
to its upper bound of 1. the more P(l) 
) 
C' information that is provided about die 
is sum ofthe total probabibbes ofthe where p. is the probability oreffor value or the second variable fyorn knowledge of in obscivation's value on the 
misclassified observatiom in row totals and 112) is column, p. is die probalithry error row first and its lower bound is zero when no 
swi) of the total nusclassified colimin probabilities and e. is die efforcolunin 
information about die value ofthe second 
except to h highest probabilities variable is obtained from knowledge of an 
observation's value on the first ............... 
pr o-v i de -b-e n-c rp r-el c ti o- n- o f-d i e- v-a-1 u-c-s 
-o dc....... 
J 
..... ................. ........................ 
pendent variable wh;; 
Ke ;! ýýs of an independent variable are known, symmetric version (except 
can be applied when dependent and independent value,; are not clearly distinguished, 
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SUMMARY: THE 
CROSS-TABULATED 
VARIABLES 
RESULTS 
cHI. SQUARE 
SIGNIFICANCE 
RESULTS 
OF THE (TWO-W 
STATIST/CSAPPROX/MAU 
S/6NIF/CANCf RI '; IJI TS 
- 
- 
AY) CROSS-TABULATION 
---------- TýAL UA TION Of CHI SOU; 
7R77- 1 
SIGNIF/ . 'ANCE & CRITERIA 
FOR CRO!; 1; 
TABS 
ANALYSIS 
"7 
()tl'; l V rIONS (2697) 
Bold pairings I)PEARSON I AMfi[)A I, H1 If, f11QN I (FW(NIQN. $11-7 0% (11 VAi 10 
;, )I /)ý I10 6), 11) 1ý"Iymml Tl? /( AH0, %AAI 7AIJ 1)(I II" Wl7tf N/71 Nl(ýN: ' Ni IMIlt Pq ý)Wd NVA TOON', 
b'A Th , wall r lv% Ymmf T"ff WNW( 'm I ý; 'f ( 71 0 tY[)/ N( I ., )% 'f mi.. %IN(, V4RIARI AVA I WI, ItO f" Qf1I NI JA'ý It iA t I, W) (NI IA4t't flý I)II'. t H VA fif)ký 
N PI N111 Nf 2owl IH I IW. r ; /, I ""t N, ') M 7At CfII 
'AVI rH ', I I I)NO VARIAMI I (11-"hit- 7)% f Ct II 
ANIAtIl I DI Pt Nit It N7 
Pt Pf NN NT 31WITli 
atentott & indt-peiid ........ . 0,00000 021813 v 144m. o. - - 434:. .... -9025 
0,00000 ()ýooooo 4 261 9,75 
0,21013 o'(Amo oo yes 3eentotr & vmco(12 00000o 036109 2741 .1 _1446.9069 000000 0 3(; lj09 00000() 14 v 9 31 
0 001131 14 3 yes 
0,00205 0.6w59 x 0.164:: 17 -'jO27- 7r, I oil 
motives2 OoOoO0 0011,71 148/ 2423 89 t 
000000 000086 000000 16 '-V4 10 1 
0 11679 ooo()()o 63 yes 
norod2 0.26wo 2441 0 742: wf 
visitcod2 0 00000 10 00028 1 5362 01 . '40" 6, J 
000000 000000 000 14 295 10 
054393 000000 00 yes 
n AfArul., ý A re%rvv% A ll-ý 14 1 47 X ")M q: 7A 
UIVULM t), L&A)VV WIV YtI5 
Independ & motives 000000 028748 1 531 ý1383 881- 
000000 028748 000000 18 314: 11 ( 
000000 11 1 yes 
Indeperid & nocoW 0,00000 0,00001 v 1.5,32 2 2397.88, E 
0 (XV00 O, ml ': o, omm 12 1/ 300. li'l 
: O, WOM 10.7 
. Yq$ Beeninde & visicod2 000000 000254 1 198,6 v 2196 88 ý 
000000 000035 0 00000 28 x 301: 11 1 
0.19059 000000 21 4 
10a Beeninde & visicod3 000000 000321 2 567 2 2396: 88, E 
000000 000053 000000 24 301: 11 1 
01ý 1051) 000000 83 
081: 4r, 74.4 
o, owm 0,00ow 0,0 yes 
Beeninde & lnolives2 1 
0 )()000 000036 000000 3-1 
0 19544 000000 125 yes 
14 tioeninde & nocodZ 0,00W)Q 0,00181 W4 
0 o0ow 01WAV 0, W000 ý4 A04: 11, 
0.00000 16,7 
Beeninde & nocod3 000000 0,001 B7 13.646 0 2393: 88, 
0,000M 000167 U00000 16 304 11 a 
.0 
omw 00 y" 
VISIcod2 & holtyp. 1 000000 000000 OWil 91 x 'ý01 1: 74! 
000000 000227 000000 126 x 686: 25, 
000000 000000 722 
VISIcod2 & holtyp3 000000 000000 0 124 34 x 2011: 74 
000000 000676 000000 70 x 686: 25 
000000 000000 486 
I 4h VISIcod2 & holtyp4 000000 0000oo x 0 517: 10 2011 74 
000000 000676 0.00000 35 x 686:: 25 
000000 000000 286 
14c Visicod3 & holtyp2 000000 000000 0 012:: 71 x )Ol 1 74 
000000 000227 000000 108 x 686: 25,4 
000000 000000 657 
14d VisicoO & holtyp3 000000 000000 0 298:: 22 x 2011.: 74 
000000 000676 000000 x 60 686: 254 
000000 000000 36,7 
VisicoO & holtyp4 000000 000000 1 241 3V 2011 745 
000000 0 00676 000000 30 686 25 4 
000000 000000 100 yes 
0 Arml 0ý15? 1 $1 - 
I 0,00vi : O, WO()r) IT5 . Yes visitcod2 & nocod., 000000 006501 0021) 1 !, ) x 2417 89 
000000 006501 000000 42 x 280 10 
0,00000 35.7 
1 visitcod2 & nocod3 000000 0.06501 x 0 974:: 6 2417: 89 
000000 006501 0,00000 28 x 280:: 10. 
000000 21 4 
16ý visitcod3 & nocod2 000000 006501 0 051: 10 x 2417:: 89. 
000000 006501 0.00000 36 x 280:: 10 
000000 27.8 
6c visitcod3 & nocod3 000000 006501 2 014:: 3 2417:: 89 
000000 006501 000000 24 280 10 
000000 1.1 r) yr-ý 
Holtype2 & nocod2 000000 000000 0001 8. ) x 2013 74 
000000 000001 : 000000 : i 108 x 684: 25 
040530 : 000000 759 
Holtype2 & nocod3 000000 000000 0 054:; 48 x 20 13:: 74 
000000 000001 o o0ooo 72 x 684ý 25 
040530 000000 667 
Holtype3 & nocod2 000000 000001 0025 34 x 2013: 74 
000000 000001 000000 60 x 684 25 
000000 567 
1 , 14 
HoltypeA ". nocod'i () () ()()()()I I i', l it, ý, () I. 1 14 
000000 000001 000000 40 x 684: 25 
000000 400 
HoltypP4 & nocod'-) 000000 000001 0 103 11 x -)o 1A 74 
000000 000001 o ooooo x 30 684 25 
000000 233 
Holtype4 & nocod3 000000 000001 S 631: 0 2013 74 
000000 ODOOM 000000 . 110 
v 684 25 
000000 Oo yes 
OOM OXYM44 O. Ow 16 24ýZ: M 
008769 : 0.00000 lea Medi. irom X beentotr 021761 0 Gý), V)6 1 1')4 1 195 7 
0 : 19339 0 i., H x 2502: 92 
0 65456 0 . 1,0,0 1" "1 MLIdilicoMS Independ 025,323 1.43& 3 186: 6ýý 
0,23278 0.5"o a 2509- 93A 
Mediacom & beeninde 020803 056336 0532 8 X 188 6 
0 17475 0 12702 16 x 2509. 93( 
056336 1)00 
MedlaCom VISIQod4 100 
OMM3 7, 
OýM, 59 55,0 
Mediacom & holtyp4 0 h8066 I x 141 51 
I 1560 0 94103 , 10 x 5 94 
0 hOO 
Mediacorn inotives2 0,00616 034465 0 053.: 19 x lqoý 7( 
0 07655 0,78147 0,11172 28 x 2507: 921 
0,17765 0,09M2 67,9 
Mediacom & nocod3 0 03240 0 ý). -8: 8 
x 191, 7 
0 01781) 00,11 1G x -2500: 92 
)Oo 
27 M663COM & Medtyp 0,64923 0,56336 q 0026 .0 IWI 71 
V)2w)o 
056336 0 06234 714 
Mfdtyp & beentotr 033163 1 00000 0438. 9 x 2 19, 81 
0 23257 0 3ý) 1: 13 16 x 2478 91 a 
1 0 13486 Iýfý i 
- , " 
31617 : 027524 600 
Medtyp & beeninde K), 0 4 ý) 
10 
C): % -1() 0207 x 13 7 
44 iAll 11) T, x '484 9" 1 
0 /, o 0 4AA, )d 
31 Medtyp 8ý visicod4 0 325W 0,1 W6 O. U Zo x 
037659 0,25-541 0,074ý7 40 2442:: 9ýlc 
0,31618 0,84135 72,5 
Medtyp & holtyp4 0 oOW) 0 00 ih, ) 0 071' x 1 
0 00M) 0 O'KIHO 40 x ')1)41 911 
000369 0 00 1 i(j i2 
Medtyp & motfves2 0,92848 051227 0028: Qx 213:: 70 
0,88746 0,98909 100000 56 x . 484: 921 
04X)61 * 0.182$ýo 75ý0 
ý, l Medtyp & nocod3 0 10631 1) 1x 0099 
044418 06-1957 32 x 2474: 91 7 
065633 688 
S99WTOM NxV%, ever been to Turkey beforel UZWTCYM News ever been to Turkey before' by HOLTYPI More observed types of 
PC by tWDR ND Will you making your own travel arrangemontSv holiday & their 0 
Phosser of valid aboorwat4ons a 1,414 Number of valid observations 2,027 
Ch. -Sq ... 
.................... 
V. I- 
........... 
Dr 
---- 
819.1fl-noo 
------------ 
Chi-square 
-------------------- 
Value 
----------- 
or 
---- 
SL9. Lfla-.. 
------------ 
Pearson 48.62073 1 . 00000 Pearson 21.03SI4 9 01249 Continuity Correction 
L k h 
46.07072 9 ODOOO : Likelihood Ratio 20.40*32 9 . 013 12 i eli ood list&* 
L -b - 
47.47913 1 00000 Llne"-by-ususaz 4.77961 1 . 02180 lhm-t y L -or 48.90067 1 . 00000 Association . 
go& t To Planar's Rabat Testl 
ons. T. I1 00000 
Minim- Expected Frequency - 4.107 
rwo-T. il : 00000 Colin with ampocted Pro que Bay <5-a of go 1 10.01) 
Minimum Z"ated rroqumnoy - vi. m 
Apprvý to 
statistic V. I%k AARI V. I/Asto Significance 
Appr lasts -------------------- --------- -------- -------- ------------ st"t. tse V. I- ANZI VdI/A4ZO significance 
.................... --------- -------- -------- ------------ phi . 10117 01249 
C. --s V . 10187 012 4, 
00000 contingency Coefficient 10135 01240 
00000 
contingency Coefficient . 14024 . 00000 1-9. do 
oymmot. i. . 00353 . 00797 44233 . 65824 Lambda : with DZINTOM dependent ooooo 0"00 0 
. Y- trio . 01884 . 01614 1.23152 . 81913 With NOLTYPS dpondaust 00439 00991 44235 65424 
:. th BUNTIDIR dependent . 00000 . 00000 Goodson G Kruskal Tam : 
'th INDEPIND dependent . 02794 . 02229 1.23152 . 21913 with SIRNTOTR depoodent . 01039 . 00469 . 01254 O.. M. n , X-. IL. L To. : with NOLTTP3 dependent . 00240 . 00122 . 00000 with 111INTOTH dependent . 02006 . 00508 . 00000 Uncortalaty Coefficient : 
with INDCPCNO dagandont . 02006 . 00504 . 00000 symmetric . 00483 . 00215 2 24411 . 01512 Uncertainty Coefficient : with UZNT0- dependent . 
01131 OOS02 2.24411 
. 
01512 
, y... M. . 01715 . 00494 J. 43065 . 00000 with ROMPS dependent 00301 00137 2 24411 01S 12 
With UZMT07% dependent . 02066 . 00509 3.43065 . 00000 
W, th INDEPCHD d spe ndent . 01471 . 00429 3 43063 . 00000 Number of Kissing Observations 610 
ý' at H ... 1.9 observations. 263 
--------------- ------- ----------- ------- 
-------------- ------- ------ ----- ------- 
jaZNTOTR gave ever been to Turkey before' by NOTrVMS2 Notives except food 
049"" Have ever been to Turkey befox*9 by VISICO02 Grouped Itaglasue Muck- of Valid observation. - 
2,423 
Numbof of "lid oboorvation. . 2,444 
C3ki: s - 
--------- - 
!! 
------- - 
V&I- 
---------- 
DF 
---- 
mignific co 
------------ 
I Volue or dignificonce 
---- ........... ---- ------------ P. -Soft 
319.95310 7 . 00000 
Ll. k. liboad Ratio 306.43925 7 . 00000 
Pearson 47.20406 00000 Linear-by-Limmiur 30.96846 1 . 00000 
Likeltheed Notts, 38.43239 
: 
00000 A.. "i to 
Llmar-by-L hear . 04395 1 . 60052 Association .. it- 4.487 
calls With Updated Frequ-mV <5-1 16 ( 6.3%) 
Man- lp,, t*l r-quency - 2.747 
C-11- with Zýp. mt. d r-q-ny <S-a of 14 ( 14 . 31) 
Appro-te 
statistic V. Iwd AM Val/Aszo significance 
Approml to -------------------- --------- -------- -------- ------------ statistio Value ASZI V. I/AMIO Significance 
.................... --------- -------- ........ ............ Phi . 
36282 
. 
00000 
Phi Cracow -aV . 
39202 
' 
. 13002 . 00000 C. 
Maq.. 
"Y Coefficient . 
34106 
. 
00000 
C'amer .V . 13092 . 00000 ContAnPonay, Coefficient 
. 13760 . 00000 
Lambda 
Lambda : 
syvautl. . 06143 . 01119 2.37 162 . 01771 
. Y-t to . 00270 . 00301 . 09017 * 3 o 
W1 th RZZWTOTR dependent 06 843 0 1 31 96 , : ' ' , 0 
it" 3 dependent ttwMTR 0 ... 6 . 0,2" . 01117 . 
:: 
O 
: dqmdMt th W oK rVgS 2 . 03410 0 2138 1 . 56 : 
&th V 2 dependent I S Zc o o 
: 
00000 . 00000 
ocoda- & - . ,I To. : k 
z Goodban & K ý k al Tam : dependent .1 TR 
th ILLENTO . 13164 . 0111, ., o,, oo 
ý t h FRWTOTR dependent 01930 . 00470 . 00000 
with UMM42 depausdant 2 0 371 .. 01.0 0000. :, 
, . 
P 
, ISIC002 dependent 
: 
00 1 25 0 00 70 . 00531 
Uncertai ty Coefficient : u 
Uncertainty Coo trl. l. nt : symams ic . 01011 1! ", :.,: O: s -1 0 0 0 0 0 
. Y-. t, la . 00611 . 00277 2.01454 . 00000 
with BZZNTOTR dope -t , 111 2 . 0 , 37 710 . 0 0, 1 0 . 
: ith 899NTOIR dependent . 01: 51 :7 . 005 2-: 14 4 : 00000 With 
W(YTrVRJ2 dependent . 03900 . 00422 9 11055 00000 
, V th ICO02 depend. t 1 .0 .1 3 0 4 14 00000 Mmd- of Kissing Ob. orvatice.: 274 
Number at 141-1.9 Cft-rw*tI-.. 251 
---------------- ------- ----- ------ ------ 
UZNT(YTR Me" ever been to Ttirkey beforev by NOCO02 *l&ssxfjQ&t4oa of the 
RUNTOTP Have ever been to Turkey before? by HOLTYV2 Type of holiday A their numl~ of People 
combine "on. 
Number of valid observations - 2,441 
Number of "lid observations 0 2,027 
DY sigificen 
...... 
Ch&-Snar. 
..... 
V. I- 
..... 
Dr 
---- 
strifican" 
......... 
--------- -- -- ------ ---- ------------ 
------- . ..... 
Powursom 7 1.4 .2 'so T 1* 1- 1 ...... 17 00 : 20' hood Rustle, 
:: : 
5 - . 
L1. 1.1 In*" Ptl* 3.:,. Io : 17 00. 71 
=-by-Li 
5: 35008 1 . 02037 
. 2472 1 . 40510 Association Association 
Kiiii., oc ampacted Frequenoy - . 
742 
Frequency - . 164 , calls W th upected rrexp"Wicy < S-2 of 12 1 16 7%) C. 11 th Cape oted Frequency -C 6- 17 of 36 1 47. 201 
Apprcý. t. 
statist&* 
.................... 
Val" 
......... - 
ASKI 
------- 
Val/km9o 
-------- 
App-i:: t. 
Bignifi noo 
------------ 
jltaýlmtio 
-------------------- 
V4.1- 
--------- 
AMRI V. I/ASBO 
-------- ........ 
miqnif- 
------------ 
Phi 127 3 0020 Phi 2::: 0 
C,.,. .V 
:1 :3 
37 
:0 : 
020 C 0 a 
v 01121 20 
OmtIngenay Cooffielent 
. 13664 . 00205 
gen ay Coafficient 
= 
t7 . 05116 
26880 
Lambda . Lambda : 
symmetric . 00471 . 00818 . 
57441 . 
66560 symestrid -0*00, 
ooo* 
: Ith SUNTOTR dependent . 4maol . 00047 . 63252 , 
52705 with 3"N"T dependent ... 
00. 
Ith NOLTYP2 dp ndent : . 00439 . 00991 . 44235 . 
63024 With NOODD2 dependent 00000 
o. ods.. , K-. ý. l To : good"m & Kruslial Tau : 
with MZRWTOTN dependent . 01902 . 00420 . 00207 with AXZMTOTM dw.. 
d.. t . 
00262 .2 690, 
with HOLTYP' dep. "n 1 n t . 00240 . 00121 . 00000 with 310COD2 dApndbt . 
00059 OOOSS 20309 
Uncertainty 1ficle t- UncortaLaty Coefficient ; 
. Y-trie . 00004 . 00244 8.9: 3 5: . 00671 mysiestrio 00173 3: 1.2: 
0 22 
. 
001 2721: 
: & th DtZWrOTM dependent . 0101* . 00639 5 1' 93 00671 with URNTOTR dapandmat 0172 0 2 1 - 00 
122 0 2721 
, th HOLTYPI dependent . 00500 . 00170 2,96359 
: 
00671 with NOCOD2 d-peedeat . 0.120 
022 . 
fo, 
1 26 27216 
Number of Missing Observations; 670 Number of Kissing Observations 256 
316 
11919VTOTH save Over bean to Turkey boforol by NOCOD) Classification Of INDILPZND Will you asking your m- travel arranges by NGLTYPI More observed 
number of traveller type. of holiday L their oomb 
Numb- of valid 2,012 
Number Of valid observations 2,441 
Chi-square Value Dr sigifi. -.. 
Chi-square Value Dr significance 
---- 
-------------------- ----------- .... ............ 
.................... ----------- ---- -------- 
Pearson 222.36966 9 000,10 
4.12532 
. 
10S21 Likelihood Ratio 234.14393 1 
Likelihood Ratio 6.09414 1 .10,12 
Liuamr-by-LL- 
. 
01177 1 00103 
LA"mr-by-Uns" 4.39291 . 
03609 Association 
Association 
Kinimun Supected Frequency 0.083 
KLnlaum Zxpoctod Frequency 25.693 
Appru at. 
Appro-to, statistic Value ANSI V&I/Aszo siqnifi. -. 
statistic 
........... 
Val" Asal Vl/AfiR0 Signifi 4 nom -------------------- --------- -------- ........ ------------ 
......... --------- -------- -------- ------------ 
phi 
. 
33246 00000 
phi 
.,,, o,, . 
10 21 Creams's V . 
33246 00000 
Ccam. r'. V . 05.1, 
: 
.10 
21 Co. ti. q... Y Coefficient 31549 00000 
Contingency Coefficient 
. 
05007 10521 
Lambda 
. Y- tri. 10999 . 02102 
6 01521 00000 
. Y- trio ' 0 0 0 0 0 0 * 0 ** With INDZP9WD dependent 0150S 04 3: 0 094 . 3: 733 I 5 
. itb &XZWr0TR dependent . 
0 . . . . 00 , .. o I th NolTrs d"M t = '" 16 13 ol I, to 112 8 C I0 000 
With POC003 dependent 00000 . 
00000 Good. - &Y Tau 
Goodla- A K-akl Tau With tNDZPZM dependent . 11053 01292 onooo 
With szxNMTt dope"iat . 00211 . 00205 . 10532 With 
NOLITP3 dependent '04 '01 . 0052S 110000 
., th MOC003 depe . " t . 0.0.1 ooo S., .2 l'i 2 
U .. rti. ty Coefficient : 
Uncertainty C"ffici- t: oy-* trio 05100 . 00 6 29 1: 6: 2 00000 
symmetric . 00176 . 00143 1.23243 . 10112 
with INDZPZND dAlmndmnt 08955 0 0 , 13 .1' : 0 0 0 0 0 
With BZXNTOTR dOpendont . 00260 0 0 2 11 1.23243 1 0112 
with NOLTYP3 dependent (1356, 00442 1. 12 0 0 0 . . 
with XDCOD3 dependent . go 133 
:0 
0 1 08 2 43 1.32 0 .1 712 Number of Kissing observations 693 
Number of Kissing observations . 259 
--------------- ------- ------ ----- ------- INDIPSM Will you Making V. - owvý travel -... q- by NOT MA What made you 
IN01IPZND will you making ycuý Own, travel arroagosi by VISICDD2 Grouped "I=- 
b-.. Turkey ... holiday 
Number at valid Observations - 2,402 WA%b*r of valid obourvations - 
2,363 
Chi DF 
.... 
significance 
------------ 
Chi-square 
-------------------- - 
.1 
--- 
V 
------ 
Dr 
---- 
significanc 
------------ 
244.22601 6 0 0 * 0 * sun 106 1: 
4 S c 0 00 0 
Likelihood Ratio 243.01951 0. 
:. 
, , , . Likelihood Ratio i IIS.! 2l '. 0 .0 0 
LL---bV-LL-" 29.74224 1 . 00000 
Liumax-by-Li Or 10000 . 75.3 
A ... station Association 
Minimum Impmatd, Frequency - 5.362 ULAL. - sspectd Frequency - 
1.531 
't Celle with Sxpectod Frequency 5-2 of is 1 11.1%) 
App"zi. ate ApproxAxate, I'm tim ti 
------- -------- __ 
value 
----- 
ASIS 
__ .... 
Val/AMR* 
-------- ......... 
Its ti. tic 
-------------------- 
Value 
--------- - 
ASSI 
------- 
V" /AM1o 
-------- 
Significance 
------------ 
PIA 
' 
31926 : . 00000 Phi 21150 . 00000 C. or sV 
Coating ... y Coefficient 
31926 
. 30413 
. 00000 00000 Creser IaV 21 Iso 
00000 
. Contingency C; osffici*nt 20693 . 0000 
Lambda 
. Y-, trio . 07414 . 01#84 3.63233 . 00028 
Lambda 
symmuttric ý00441 4 .0 41 10 3 
6 . 2: 7 With INDZPZKD dependent . 16413 
. 
02919 : 6 16860 : . 00000 with IXDZPXND dpod-t 012 0 6 1 
0 
3.7 .02 
:3 : 
.0 6 1 
:: 
27 
with VINICOD2 dependent 1 . 0113 093 1S 60680 . 54393 With NOTIVRS dependent 0 0 0 00 0 . 0000 Goods- & Kruskal. Tau i 
with INDURND dpandent . 201 3 012 5 8 00000 
Gx1m`m & Kraskal Tau : 
With VISICOD2 depandent 
: 
. 032 2 
:0 
3 7 04 
: 
0000" .1 th DOSPEND dependent . 
04413 . 00726 00000 
U. cortaisty Coefficient I with 
MOTIVES dependent 00,1 a 00 19 . 0000 
symmetric . 04761 . 00599 1 00000 
U... tinty Coefficient 
W ith IND PZWD ckqýdsnt z . 01626 . 00957 74 
: 
000"o my-. 
With IND PD13) dependent 3 
112115 
.3 1 00 3 
. 00317 
.'2 
5,14: 72 
5 . 14 '12 
. 00000 
1,0000 
With VISZCoD2 dopondant 6 043 00 3 4 1.94944 . 00000 With NOT= d1mipandmat 4 
:0 
01 8 0025 8 42 .77 5 . 00 000 
Weber of Histing observations: 
---------------- 
295 
------- ----- ----- ------ 
Number of Kissing observations. 314 
IWD9PXND Will you making your own, travel Arraugue by NOLTYP2 Type f holiday 
---------------- 
DORPIND Will you making your 
------------ 
oWn travel arrangum, by 
----- 
H0CQD2 cl 
------ 
assification 
of the Uatmr of people 
Rumba, of valid Ob.. -&tion. - 2,012 Vubr of valid observation. - 2,391 
Square 
------ 
Chi: 
---------- - 
Value 
---------- 
DF 
.... 
Significance 
------------ 
Chi-$ 
----------- 
= 
.... - --- 
V. 
- 
or sigifi... . 
------------ 
Peargen 23: 22SOO 17 72. 919 a 
Likelihood Ratio 
: 
7 17 .. 00 14kolihood Ratio . 40: 1, 7 00.00 I 21.41928 1 . 00073 Lismar-by-Linear 1., . 1: 099 1 . 00000 Association Association 
Minimum Upected Frequency - . 363 Minimum Rxpectod frequency - 1.532 
C-1-18 with zxpct*4 F.. "noy <6- 17 of 39 47. 2%) Calls With Rpectd. Frequency < S-2 of 12 1 16 . 7%) 
Appro. i. at Appr ximate, 
ot"istic 
..... 
Val" 
----- 
ASSI, 
---- 
Val/AJ20 
-------- 
liqificance 
............ 
Statistic 
-------------------- 
Val 
----- 
I 
--- - 
ASRl 
------- 
V. I/ASZ0 
-------- 
Signific c. 
------------ 
Phi "4: 1 '00 O 11442 00000 
-6 V Creams, 344 2 .. .,.. o V . 11 42 
0.0o. 
C-ti-gency Coefficient . 32S98 . 00000 contingency Cooffialont . 17192 
00000 
L. &JxIa : Lambda : 
symmetric . 11419 . 02098 S. 23211 . 00000 symmetric 0 33: 2 . 0075 3 :. 
35170 . 00001 
. itb IND UND dpmd.. t R . 02673 . 04359 . 64069 5159, With IWD&PZND dependent 59 1 0 14 3 0 5 .3 17 
00 00 1 
th WI. NOLTYP2 dmpecdot . 14136 . 01399 10.16713 . 00000 with NOCOD2 dqwndan t 0 0 00 0 o"0 0 0 Goodman A K-. k&l Taw : Goodman & Kruskal Tau : 
with tNDZPDM dependent 80 I ý1 : 30 12 0 coooo with INDZPZND depsndant . 03042 00679 
0 0 000 
t 1101, .Ih Ty P2 dependent 8 041 0o524 
: 
. 00000 with MOCO02 dependent 004 37 . 00 11 
0 0 000 
U. -taL sty Coof ti., L.. t t ortsinty Coefficient 
symmetric -0545 : . 00629 :.: 7: 07 . 41 0000 my" tri * 0": 17 4 0 ' ' 1 1101: 000 0 0 
With IND&PRIAD dopeadout 0, . 13 ol . Its 7a7 0 0 000 INDRRZM d". dnt witb 
: 
022 . 0 0 127 
1 27.1 000 0 0 
With HOLTYP2 dependent . 03799 . 00439 6,67007 00000 with 1MDCQD2 dq-. d- t 01492 00346 4 21 010 0 0000 
Number of kissing observations: 665 Number Of Kissing 0b.. rv. ti-. ' 300 
317 
1133"IMOS b .. totr wW Indepand by VISICool Gromped Regions AZZPINDS beentotr and Andspon4 by NOLTTIP3 More observed typo. of hel, d&y 
4 their *, so 
"--A-r -9 Valid sh-. %J.... . 2,396 
Wýb. r of valid observations n 1,009 
Chi-Sq ... DF SLq. 49L. - 
.................... ........... .... ............ Chi-sq. - 
-------------------- 
VaLue 
----------- 
by 
--- 
SLgoiri-a. 
I ' 1 
0 0 0 0 0 
- ------------ 
"I I. l 1 : 
: 
.. , . .. Pear. " 238 05340 27 
. 00000 Uno-by-Ll- 7.09718 a . 00772 Uk. lih-4 Satin 273.04646 21 . 00000 ammmmi. ti.. Usear-by-LL-ar 3.14372 1 OS301 
A. -Latlas 
K"Iewma Base tod Freq"noy - 1.199 
Cal a -1 th B-;:. t. 4 Frequency -C a4 .9 as 1 It. 4%) Klein- Rapect. 4 Frequency - 2.029 
Calls with Rap-ts4 F-jumacy -C 5- Is of 40 1 30 0%1 
Appre Lost 
statistic 
...... 
V. I- ABRI V. I/AARO 219. 
M. 
- Approximate 
.............. ......... ........ ........ ............ statistic 
-------------------- 
V. I- 
-------- 
AB91 V. I/AmZO $19. m. - 
* 0 * 
........ ........ ............ 
0 . 00 0 0 0 00 Contingency Coefficient . 33794 . 00000 Cramer- aV 20 1 .1 . 0 . Contingency Coefficient 00000 
Leon" 1 
:Y-t. t. . 01930 3.01830 . 00254 Lambda Ith 029 INDS dependent = . 00393 . 02235 3.572S4 . 0003S symmetric . 09692 0006S 10 54406 00000 . Lth 1118 2 dependent . 02131 . 01911 1.30682 . 19069 : 1tS NXINDWS dependent . 00000 . 00526 . 00000 1 00000 Good- G R-. k. 1 T.. , Ith NOLTYP3 dependent . 16099 01401 10 9290S 00000 : Ith RALMINDS depends t 06125 1 7 . 00 0 0 4)00 goods- A Kroakel T.. Ith VIIICOD2 dopeft": t : .... 
: 
... 4 9 
:0 
1 , 01, 0 with U rWD2 dependent SS 0112, oo 0 0 0 0 0 
uno: rtainty coottlelent i , th RO LTTP3 dap. nt . 10 
::: 
0. 1, 1, 1. 
Yount . to . 04757 00140 0.75739 . 00000 u ... tal. ty com", Intent with 11191CMIND dep. at a n"' 05462 0 25 0 673 .7 . 00 0 00 ry-tric 
: 00117 , O 00 0 00 
wV Is n ith ICOD2 depends t 
: 
0, 13 2 
: : 
410 '17 
: : 
3 .77 3 , ,0 00 0 with IBLZNIMDZ dependent . 0921 . 010. 
T :'ý. 
1 , .0 .0 
with MOLTYP3 dependent 04135 00475 0 79910 00000 
*.. be. of NA .... 9 ob-4 ti... : 301 
--------------- ------- ----- ------ ----- 
vub.. of Kissing Ob-sti. - 689 
SX&MIND2 Jamentote and Lodpand by VISICO0 3 Gromped Regions 2 
--------------- -------- ---- ------ ------ 
sawrMa boactstr uA LvApnd by MOLTYP4 Grouped type. of hol iday 
W-6-- -9 wells observations . 2,396 
pusher of valid ob-mati. am - 2,008 
Ch !: $ n .. * Valme DT 819"ficamem, 
------ ---- ---- - . . ------------ Chi-square 
-- - 
Value 
- -------- 
by 
--- 
sigific .0 
299.38291 Is . 00000 
---------- - ------ - - - ------------ 
Likelihood Ratio 201.65486 is . 00000 Famrsom, 
117.10024 12 . **00* Limsa-by-Li-m, 5.20633 1 . 02384 
LLk. Lib-4 Ratio I.,. .. " 12 ..... 0 Association . -&r-bV-LL-nr 1.57555 1 . 10853 
Association 
Kim, -- I. P. ted Ir-oquency - 2.597 
Call. with 2: 
9. 
ted Frequency 9S-2 of 24 q9 . 30) Kinimun 
Xxpectod Trequency - 8.442 
Approul-te Appro at. st. ti. ti. 
.................... 
Val" 
--------- 
Asal 
........ 
VWURO 
-------- 
significance 
------------ 
SIR ti. u. 
-------------------- 
Val" 
--------- - 
ASSI 
------- 
V. I/ASzO 
-------- 
significance 
------------ 
1" 35171 00000 "1 . 35136 00000 
2010 :... 00 Crann -6 V 0' " 0.000 
Contingency Coefficient . 3327: . 00000 Cc ntingenaV 
Coefficient 13151 00000 
Lambda . 
Symmetric 0 :8 8 S 01 629 a 61 . 00321 
-- : 
symestria 096 92 . 0 0 9 42 10,82905 00000 Lth DZINIMB dependent : 
: 
0 2 3 1 :0 2 2 53 3:::: 49 . 00063 with 
NIMMIMM dependent 
: 
0 0,10 0 0 0 0 0 .0 it I VISICOD dependent . 02231 . 01411 1.20892 . 19059 with 
SOLTY94 dopeadiant 16098 . 01401 10 42905 00000 & K-W ? am a Goodman & K-kal Tam 
'M, `RzmINDZ '6ýpxcd*nt . 063: 2 . 0 07 1 0000 0 with SZZNIMZ 
dpmd- t 00 ::: . 00 0 0 0 
. It. VIslCOO' dependent . 034 0 0 
: 
.46 
: 
. 0.. with NOLWP4 dependent . 6"s . 0. . 00 0 . 0 u ... t. inty CO. " iotent : vneartainty Coefficient : 
symmettie . 04707 . 00535 8.75593 . 00000 youStric . 
05142 . 00600 8160443 00000 
: Ltb REWINDS dependent 03: 1 -* ... "S 3 0000 0 with 
DMIND& dependent . 05966 . 00607 
' '0 ' ' : 0 00 00 
i VI th SICOD] dependent 0 .I .. 7. 
:: 
7.1: 3 
: 
.. 0. with NOL71rP4 dependent . 04528 . 00521 8.60 4 4 00 .0 
U.. ". at KL.. i. 9 Qb. -ti... 
... 
: 301 number of Kissing Observations 
--------------- 
: 669 
-------- ----- ------ ---- ............ 
RMANDIDS beentott A independ 
................... 
by NOLTIP2 Type of holiday & their 
..... 
Gombinations R&MIMN beentotr and indspond by WOTrV1M2 motives except food 
". -be. at Valid observations - 2,006 Number of valid observation. n 2,374 
Ch'L: S 
......... . 
7! 1. * 
..... . 
V. 
..... 
I 
..... 
by 
.... 
significance 
............ 
Chi-Squars 
-------------------- 
.1 
---- 
V. 
- -- 
by Significance 
------------ 
1 , - e 307.80000 51 * 0 c ""'*m 41 7 115 0 1 1 2 00000 
. ik*li God Ratio h 315.41744 51 
:. c. c. Likelihood Ratio .. 1 401. 2 . . 0.0.0 
Linsa-by-Li ... r 2.38503 1 . 23925 
Linear-by-Linear 13.14710 1 . 00029 
Association association 
Kinimame Rxpoatod Frequency . 061 
Kinision lxpoctd Treqaocy 1.917 
Cal 1.1 th R. Pactd Fro"nay -C I- 45 of 72 j $2. 5tj Calls with Impacted Freq wen cy <S-4 of 32 ( 12 . 5%) 
Approximate Appr-t. 
statistic 
.................... 
Val- 
......... . 
Agri 
....... 
WASNO 
........ 
signitiounce, 
............ 
statistic 
------ -------------- 
Value- 
- __ ------- 
ASZI__ 
.... 
Val/ASZO 
-------- 
slgýfic- 
------------ 
1 , 3 1152 . 00000 
Val . 41624 
0 0 0 00 
c 
h 
r's V 
:. 
. 4 0 00000 Cramer-S V 240 31 0 0. . . 
r -tinqumay Coefficient . 36: .1 
: 
00000 contingency Coefficient 28 00000 
Lambda I L&mJXLA : 
Y-t. i. . 10228 . 00861 11.13589 . 00000 
symmetric 02711 . 01305 2 
04941 04142 : 
Ith DR MINOR dependent a 1 17 0, '0 os" -45"' 2 *1' 1 
with SMINDI dependent 02 501 00 11 ' "2 0 .I ' 0 
,t It% SOL TIP2 depends" 
:'6, 
. go 4.8.2 .. 0.0. 
with NDTIVR22 dop-dont 8 02 55 11 . 21 12 46 1 .. M 
Dead- a R-W Tau , Goodman I Kruskal ? am 
with 89zmIWDN dependent . 08388 . 00069 . 00000 
with SIMINDS dependent 01,15 00", 00000 
with MOLTTF2 dependent . 04707 . 00654 . 00000 
with MOTrVRS2 dependent OUR 003., 
U-Wt. j. ty Coat ficiont unortainty Coefficient 
. Y-t, lo . 05634 . 00514 9.60804 . 00000 
sy-tric . 01,18 005 5 : III 01 I: 0 0 0 00 
Lth : Zz"IND depe at a ads 071 1 0 0 . 0 
** 0 " * with ZN'N 2 dependent " S .. 1441 .. 4 1. 6M 1 .ý . 00 . : 
. I th 'TTP2 dependent 
:0 : 
46 8 
X : 
. .4 
: 
0:: 4 
: 
00 0 0 OrM 2 dependent with L OS221 00483 10 61159 00000 
Mumd- of KLosing Observation- got Wxab., of Kissing Obsorwations 12L 
318 
31514twx b .. tots and Ln4oymnd by WOMOS elassitimatieft 09 the Number at peo, 14VIOICOD2 Oromied MoVions, by HOLTYPI Moro observed types of holiday 6 their 
comb 
WoOba. of Valid observations - 3,392 
HUmbor, of Valid observations - 2,011 
Chi-squ ... Value or Signifte- 
.................... ........... .... ............ -square Chi 
-------------------- 
V. 1- 
----------- 
or 
---- 
sig. Lfi. -ce 
------------ 
I", $* I : 
--a.. 711.1: 0 0 54 
. it ... r-my-LI 23.101: 6 . 00000 Lik. lihood Rati. 1 ,4 ....... nmer-by-Li ar 77.77942 1 00000 Association 
Ki-some Repeated ?,. q-.. V . 340 
Calls With Impacted rrequanoy -C I-4 of 24 j 16.70) at. - 
aspectsid r.. W.. w 124 
Calls with Zsp-td Fraq .. cy k5- 34 Of 10 ( 48 641 
Appronleats, 
St4tL. tiS 
.................... .... 
AM 
........ 
Val/Azzo 
........ 
Significance 
............ 
statistic 
-------------- 
Val" 
--------- . -AMZI ------ 
Val/Asgo 
-------- 
Approximate 
Significen a 
............ 
Phi . 10701 . 00000 Phi . 60,132 00000 .. -910 V .11426 . 00000 Cramer's V , , 0 0 0 0 0 Contingency Coefficient . 19414 . 00000 Contingency Coefficient 9 . 
: 
. 1 .1 1. . 
Lambda t 
1001 . 00191 symmetric . 14237 02235 10 80212 00000 it sagutma do A P-d, "* .. 302. 11003 . 00187 with VIMICOD2 dp.. d.. t . 04583 0111, 1 '1*861 . 0*171 . i tA MOCOD2 dependent = DOOOO . 00000 ith NOLTYPS dependent 22034 I'll ý1 20799 0.00. leo & K-kal Va. ý Qoo: m & Kmsk&l Tam : 
with WERNME dope t , o*oo with VISICOD2 dependent . 0,:,: 0 0S , " 00 00 0 th t 1 NOCO02 "Pa. " OM: .. o 17: with HOLTY113 dependent to 6 . ý 7 10 . 0 00 . 
Uncertainty Coefficient : uncertainty Coefficient : 
. yoomt. L. . 01844 '00368 4, 1740 o0oo 0 symmetric . 
11 10 0 11 0 0 1 73 IS 0: 1 00000 
it 299MI 3 dependent AT . 01741 . 00350 
: 
4.7740 
: 
0000( 1 with VISICOD2 dp.. I.. t 12.1 . . . . 10 1. 0 11 11 00. 00 
with MOCOD2 dependent . 01966 . 00390 4.97740 . 00000 with 
HOLTYP3 dpond-t . 10725 . 1.071, 11.1.3 00000 
Numba- of Missing 304 Number of missing obea". tic. s: 
---------------- 
$86 
------- ----- ----- ------ ----------------------- 
SZZNDMB b-tt. and Ldpond by PO=3 
----- 
CI ... ifies 
------------- 
tion of num"r of t,. 11, CVIAZCOD2 Grouped Region. 
by NOLTYP4 Grouped types of holiday 
Number Of "lid observations m 2,303 numb" of valid observations - 
2.011 
Ch"'I .. a 
.................... 
Value 
........... 
or 
---- 
Migificancei 
------------ 
Chi-square 
-------------- - 
Value 
---------- 
or 
---- 
signifi. so.. 
------------ 
* 1 1 7 
: :: 3.121 0 2: '00*0 
. k. lih-4 Asti 
:. : : 
,: 
: googg I. -Mlib-d Ratio 1 06 0 3 , 2 . 000.. 
S-Loser-by-LLme.. 7 . 00000 
Linear-by-Linsar 11 93669 1 . 00000 
A.. "I. ti.. 
Association 
Kininum, Zxpected rrequency - , $17 sti. immus, a-P-at. 4 Feequency, 13.646 t 't WIS with Sapso ed rrallouricy 5- 10 of 35 ( 28 6%) 
Approximoto Approximate 
statistic, 
............... 
Value 
......... - 
URI 
------- 
V. I/Aazo 
........ 
Sig-if'. - 
------------ 
at* tistia 
-------------------- 
Val- 
--------- - 
Asti 
------- 
V. 1/kAzo 
-------- 
Sigifi. .. 
------------ 
Phi . 19411 . 00000 Phi . 57424 - **,, oo zoomr, aV . 3,1207 . 00000 Cramer Is V I : 112 ... o. o 
OtLag-floy Coefficient . 19053 Contlagamry Coefficient 4 797 . 00000 
Lambda I Lambda : 
symmeattle . 01842 . 00 3 3.11003 . 00117 symmetri . 142: 
1 . 012 3: )4 4 10. 01( . 110000 
ith amneD dependent 3 0 3028 oo:: I, 3 11 00, . 00117 with V1810002 dependent 
043 5 5 0 1 6 . 8 21 62 , 0 00, 7 : 
ith MOC003 depndant 
: 
00000 
: 
00000 th 1 IIOLTY141 dependent 
: 
22101 .0 152 1 4sol 15 2 000 00 
Goodman & R-kal Tom , Goodmon & Kraskal Tau ; 
with MIJAINDS depend. t *, * 00 4 0 , with V, SIC002 dependent . 0822: . 0 013: 00000 
with DPOCO03 ,..: t 0: 
". 
0 
:. :. 
0 ,. 1 
: iA 'I. LTYP4 depend. t t It 32 0 ( .0 .0 
U 
.. rt. l. ty Coeffici-t uncertainty C; oefficieat 
: 
yonot. ic . 01923 . 00375 4.13413 . 00000 , yee 
trio 11367 007 14.61$03 00 00 : 
Lth RIMINDI dependent . 00344 4.03403 . 00000 
itA VISICOD2 dmpasdent . 11362 . 00755 11 
01 
1: : .0 0 0 0 0 w ith MOCODS dependent . 02010 . 00413 4.93483 . 00000 with 1101, TYP4 dspendnt . 11413 . 0078s 01 II. 1 ý 
01 , 0 . 0 
Number of missing observations : 304 
Number of Missing Observationa: 
---------------- 
606 
------- ----- ----- ------- 
................ ....... ..... ..... ...... 
V1StC0D3 Grouped Megions I by NOLTYPI Type of holiday & their combination. 
VISICOD2 Grouped M*q1M8 by WOLTT72 Type Of holiday G their 0Ou1XiA&tiOftO 
Number of valid observatima - 2,011 
Number of valid observations 0 2,011 
ChL_S,,, ae V. I- Dr at rt fi. an 
...... .... - 
Va US I 
---- --- 
or 
---- 
Ttfla at un" 
------- 
---- - .......... ------ . - --- ----- -- ----- - 
Pears 141-11111-1 o oo 0 0 
Pearson 802.17106 102 0 0 0 0 0 Likelihood Ratio 742.1... . . . 
. A., Lh-, d Ratio 71.. 15210 102 
:0 
. . 0 . Lineý-by-Unear 73.21878 1 ooooo 
Lineor-by-Li.. &r $9.11172 3. . 00000 AM-Lation 
Association 
KiDialum, Zzpacted FrequencW - . 012 
KLMImmm% I. Patd frq-. ay . 005 Cells with 2xpected Frwrleacy < 
5- 71 of lot ( 65 . 7%) 
Coils with Impacted Vrequanay <5- at of 124 1 72. 21) 
Approximate 
App. e. imate statistic value Afill v4I/Aszo sIgnificance 
Statistic Val- Asal Val/&ago Mignific - -------------------- --------- - ------- -------- ------------ 
.................... --------- - ------- ........ ------------ 
Phi . 60104 
00ooo 
1h, 6' 000 0 0 Cv- 'a V ' . 27166 .. 
"ooo 
c. assam's, V 
:.. 
7: 7 
:. 
0 0 cati agency Coofficiont Sloft . 0oooo 
contLagamey Cooffialent . 53416 . 00000 
Lambda 
Lambda 
my". trio 14461 01230 11,01503 ooooo 
"""t"Lo -1446, . 01230 11,071103 . 0000o with 
V1sICoD3 dpandoot 05113 01641 3 o53 05 0 o22 , 
i h v... "Pa.., . 051 ,I .016,1 1.05305 . 00221 
with HOLTYP2 dependent 2 196o . 01350 
9 15 11 03 0 oooo : t 
IA OL? 172 dependent . 21960 . 01350 15.17063 . 00000 
Good. " , K-. W Tau : : 
Goodman K"ll Tau : with VIIICO03 dependent 'o"', 00759 
00000 
VI 1th SXCOD2 dependent . 06361 . 00159 . 00000 
with NOLTYP2 dopsadnt 10833 . 00737 
110000 
, 
: 
&th &TTIP2 dependent . 10933 . 00735 . 00000 
uncertainty Coefficient : 
symmetric . 11000 . 00730 13 
79SIL 00000 
Unnortalaty Coefficient i 
with V1210003 dependent . 127 7 . 007 9 
5,1 "It 1 00000 
symosm tzi, . 12030 . 00739 16.92096 : : : : : with N ITTP2 dep-Oduct o . 109: 2 0 
: 
061 , 79511 . 00000 with VINICOD3 dependent .1 00 7 94 . 20 3 ' 0 0 0 . . 
with SoLrIP2 dependent 
:. 
0 7. , .:: 
:2 
1 
:. : 
00000 xissing observations. Number of 689 
Rumba. .1 Missing observations: M 
319 
VISICODJ Groupod mot... a by .,,,, a '... oboarsed 
type, 09 holiday a their a VINICODS er.., ed &WI... a by IOTM82 fttivs. exampt Iod 
*,. box .9 Valid ".. "Otion. . 2,011 M.. ". .9 valid ob.. "Otice. 
. 2,398 
Chi-sq ... 
.................... . 
Val- 
.......... 
DIP 
.... 
SigmUL. - 
............ 
Chi-Squa, xv, 
-------------------- 
Val" 
........... 
OF 
---- 
significance 
------------ 
P. v ... $84.60026 49 . 00000 
Peaseen 494.02700 is . 00000 
Likelihood Ratio 594.00609 as . 00000 Likelihood 1katie 
374.11091 is 0000 
Lino. v-by-Li.... 76.00341 1 . 00000 Lkno-by-3.1-a. 
4.17201 1 
A.. "Lotion A.. -L. 
Uos 
ft tad Me&- R. P. "snow . 208 
Kleinman axpected Froquency, . 310 
t IthJ: n C. is .& POO .4F.. q.. -V I . 22 .9 so 4 36 , 70ý 
Calls with 2xpectod rrequenay <9- 11 of 48 ( 22 at) 
Opp" inato App-Loot. 
st. ti. ti. 
.................... 
Value 
......... 
Amal 
........ 
V. I/AsxG 
........ 
significance, 
............ 
statistic 
.................... 
Val 
......... 
&Mal 
-------- 
V. I/ASRO 
-------- 
819.01. - . 
------------ 
phi 0000 0 Phi 00*0* 
C- -aV .9 
: 
... . .. -a.. V : . 0.0 
Contingency Coefficient . 50395 . 00000 
Contingency Coefficient 41400 . 00000 
so" ý Loode" : 
. Y-t to * * * Y-t. 
i. 4 :0 01 a 1 1 1.11,1 1 *0007 
it V191 3 do,.. " t h-n 0 1 
:.. 
. 7 . 3 dependent h VISICO0 : 1: 1 . ' 2 ' .0 . 1 : . 1, 1, . 0.00 
1. 
: 
dopendn t it no T1 ..: 0 .0 1350 15: 17013 . 
00000 2 1 1, M0TrVRM 4%wrA*. t . 
111 7 1 ý 01 33 1 99123 . 04540 :s 
.=..,. .I'.. : 
00000 
condos. & Rrm. k. l To ! 
with V, 81COO , dependent A12111 *011: -*' * 0 ' , nth VtOIC003 4" ndwnt . 08915 . 0*7111 . with NDTMAS dependent .. ", 9 . 036 . . 0 . I HOLTIP3 dependent . 10047 . 1.711 . 
00000 
tn as rt. inty Coefficient . t'. Wa, t.,. 1y Coefficient I symnotsim ' 0 ' 2 :' : . 0*000 
. Y-t. 'a . 11174 . 00732 ... 
0.0 
ith V181C003 dependent 
:. "34 0 : 
7 0S 2: 1 A. 0000 
with V121COD3 dependent 0 M 1 1 0.1 7 ' 1.7 *, 000 : 
: 
Ath NOTIV302 dependent . 04806 . 00SOI 9.29646 . 00000 
With MOLT213 dependent 
: 
1 0 70. .0 1. .. 0. 
Mumbee of Kissing CbmacVAtionot 290 
of Kissing ob-mationot 484 
-------------- ------- ------- ----- ------ 
................ ..... ....... ..... ...... 
VISICOD4 only thsWe regions With undecided and as by NDTrVRM2 Notives exempt 
VINICODS Grouped mogione 2 by BOLTIP4 Gromped typos of holiday food 
mub.. of Valid b.. "Oti... . 11,347 
ShOmb- of Valid oboogwationa a 2,011 
chi 0 mift9l. an 
chi a . Val- 
........ 
of 
--- 
mi finance T- 
------- 
...... - 
...... . .. 
rmeo : 28.0877 3 00 0 0 0 : Likelihood Ratio 7.7. : 
L k. 11hood Ratio 7 1 71 : : 5 0 , . . 'imar-by -or -Li 4: 76192 1 
02010 
lies-by-t4me.. .:. 0 , ,. . 00000 Association 
A.. "Lation 
Kin""' aspect*4 frequency 1.831 
KLAimmos, Zxpected frequeocy 1.241 . 11. with axpo. t. 4 7cqueavy, 5-7 of 40 ( 17. 5%) 
Cello with axpente4 Frequency < S-3 of 30 10 . 00) 
Appr almato 
Appso. immato statistic Val" Asal V. I/AA10 sirift ano. 
statiotto V. I- "as Val/AMZO sivaitionmWo 
...... 
-------------------- --------- ........ -------- -- -------- 
.................... ......... ........ ........ ...... 
phi 1 'S4 4 
0 * `0 
Phi 00 * * V . 107, 
: 0 0 0.0 : 
C....... 1 
:. 
7 1 000. 
: 
0 act Contingency Cooffici . 38364 
00000 
Contingency Cooff iont . 48785 . 00000 
Lambd. 
Lemma" i we"t *y *: 12 7 . 1120 1 1 1121, 
2 . *0*1 
sy-tria 14 2 . 01211 1"" 9 : . 00000 itb VMCOD4 dependent W 
:. 
2. 0 0 0945 .. 0" . 000 , 0 
th VI ICO03 daiýwwhent I 
: 
. 81 04 1.. 7.8 2 . 60016 vrith HDTrVM 3 da" "t , 0 1.85224 . 
09399 : 
t NOLTTP4 dependent . 21960 . 013so 15: 17093 . 
00000 
: ý 
goodwan 6 Fzu. &I fvu 
Qoodý A Kru. kal Tau I Ith VISIC004 dependent 34 1 0 DO .0 00 
h VZOICOD3 dependent L 08211 007 3 . 00000 
Mh 
mOT2VZSa dependent 
: 
0223 23 00347 0 00. : t 
Ih AOLTIP4 dependent 
: 
1,141 
: 
0.74. . 00000 t ft Us.. sinty Coo iolost I 
: : 
Unce't. i. ty Coefficient a symmustri . 0455 
000 0 
sy-t. i . 11144 . 00790 :.:, 
: 31 00 0 0 0 Ltb VINICOD4 dependent . 04680 3 ' 
With VISICOD3 dependent . 11112 . 00711 . 14- 
31 0, , 0. 
: 
. 
: 
ith MTM42 dependent . 04271 . 00417 8 
8 .7M 0 . 00000 
with NOLTT? 4 dependent . 1111. . 00773 14.... 
31 . 00000 
Mumboa, of Missing Obsezvotions: 330 
ww. ba. of Missing Observatioast 609 
-------------- ------- ------- ----- ------- 
................ ..... ....... ...... ...... 
VjSiCM2 Grouped Mogions by NOC09)2 classification of the humbox Of PaoFlo 
VISICOD2 Or.. pd P. 9i.. S by MMM92 N-ti-O O-o"t good 
W, wk. r of Vaud b.. "atimmai - 2,411 
vu. b. v of valid ob.. ". tionto . 2,309 
Chi-aqua" V. I- Or significance 
chi a 'to Value Dy 
si fiammo 
__! 
f 
------- 
-------------------- ----------- ---- ------------ 
------- ----------- .... 
Pearson 01 136.24: 30 ý 
*oo,, 
1 116* 27 12 1 .0 10 12 
00000 Likelihood Ratio 8 so 9 140. 0 3 
00. "'. 
. tie 1... . .2 
: 
. 0.0. Linear-by-Lina r , 1133 , .3 
9900 
LL"or-by-Liftear 80845 
: 
1 . 00907 Association 
ho. ociati.. 
Kinimm Upon ted requenoy - . 026 
wiftia"' a-pa td rroquon-Y . 150 
Cello With Upect*4 Preq - cy <5- is at 42 ( 35 . 7%) 
Calls with R=Qted Frequency 4 6- 21 of 56 4 37. 601 
Appr. Leat. 
App". 1mat. statistic Val- A221 V. l/k2zO 
.... 
mirifi. - 
-- -------- 
statistic V. We ! kill Val, " 0 I mignificano .................... --------- -------- 
.... 
.................... .... .... ........ -- ...... ------------ 
Phi . 21741 . 
00000 
Ik '4 " 
8 0,0 0 0 ' v c, -,,, A0.. 
00.0 
00000 
. 1-g-8 V IT 40 
: 
. .0 . cly Coefficient Contlegon . 23100 
Contingency Coefficient 
: 
42450 . 00000 
Lgaawia I 
t is O * 12 * 42 0 1 1 ::: 21 10:: 
01 
Lee". . 
a ey"'t 1 . 00001 
: 
ith V' ZCODI dependent 
:. 
ý . 71 . 1 0 , l1 0 01 
1COD2 dependent With VU .0 11 09 . 
00000 With dependent "OC, 102 . 00000 ý00000 
2 dependent . ith M01 . 03731 . 01835 1.09721 . 
04380 & R-k. l Tom : 01000 = 
Rru. 'I Tom, I goockain & : Ltb VISICOD2 
dependent . 01593 . 0026: 
, Lth V SIC00 2 dependent . 04212 . 0031, . 000,10 
1 th 110COD2 dependent a1 0 17 . 0017 : 
itb NDTMS2 dopeAdent D. 161 00000 ., a. ity Coefficient t 32143 6 00000 
Unnott. inty Coattlei. nt I yommatzLe 
Ltb VIOZOOD2 dependent 
. 02141 
. 1.. 
6 : 
. 
0.0"'. , 
:. 327: 3 . 00.. 
: Y-tric . 05204 . 00539 ........ 000* :0 : h NOCOD2 depadoet 
: 
02196 . 00446 . 
321 3 00000 
itb VISICOD2 dependent 0: 2 0 0 5 , 1 1 . . 0. , 
it 
O Ith WTIW22 dependent $a . 1 . .ý 1 .41 . 00000 p,. ", 09 Missing Observations: 280 
au. b- at Kissing Ob. orvational Off 
320 
vtslcooa grewpOd "tons by k*0=3 Cl ... at O. Ob., at NOLTY12 ? YP* Of holiday 6 their anabiftations by "OTrVZS2 motives .... pt food 
W-"g of valid Observations . 2,417 wubc or valid aboarwati- - 1,997 
Chi-sq ... 
.................... 
Value 
........... 
or 
.... 
biqift- 
............ 
Chi-Sqw- 
.................... 
Value 
----------- 
Dr 
.... 
sLq. AfL. -.. 
............ 
1 1 1 1 0 0 0 "'M ' 778,7729: 1 : 0 0 0 0 0 
1 1. . 1: 
L. 
.. 
:. 
. 0 
oo 
od, Like. 11 .11 : 1 1 . . 0 0 . 
Llne. r-by-LA 8 1 1 2.67181 . 10214 
Ll---by-LL-" it, 1 757 1 00000 
ass-1: . - Association 
Matesso ampo tod Fro"ney - . 974 
Kiniam gxpentod rrommady - . 008 : 
Coll. with a posted froquenar 49 1-6 of to 12 1,40) .. lls with Expectod Frequency <I- to3 or 144 (7 1.5%1 
Appro inat Appro at. 
ot. ti. tio 
.................... 
V. 1- 
......... 
Amal 
........ 
V. I/Ammo 
........ 
219. 
M. 
- 
............ 
st, tiatla 
.................... 
V. I - 
......... 
AS. I 
-------- 
V&I/AAzo 
........ 
SiqnLfi. -. 
------------ 
In, 0 0 0 hi P .. ' 00 0 0 0 
V 
: 
. 0. 
: 
c r-. C. aV 13.1. l . 0 . 0 
Contingemay CooffJoiant 
: 
22271 . 00000 
Cnti&gm-, y Gomffi. i. nt 52968 00000 
Wanda L. Obd. 
- 2 21 . 416502 sy- 
trio 19939 01425 12 9997S 00000 
"Pon... 0:.: 
:: 
, 1 . 06501 
with HOLTYP2 dependent 10*11 01's, 11 I'll, 00001, 
.1 th MOCODS 4. . 00000 
: 
00000 with NOTMES2 dependent 111.01 M 11 I'll, 0.11.1. 
Goodson, A 1:: Oood. - I Kru. kal Taw : 
Lth V, atco 2 dependent 0 . 01493 
0 * * 0 * with NOL PS 4. poodent TV 0: 1 1 1 0 01 3: : 
Ith W0C0DJ dpndst . to a 12 
02': : 
020 
:. 
o. o 
:. 
. . . . with WOTIVZ42 depe 't 0 1 . . 0 , 7 
u--- tainty coaftioinst Uncestitinty Coaffiaient 
symem. " . 02194 . 0017 " " ' 
-y- is tv ' 11606 . 00 1 7 0 1 5. 3: 2 : 000 00 
ith VISZC002 dep-dent * 1 1 7 1 
: 
.. 0 . with 
depend. t NOL '"2 I . 11338 . 00 714 
1 
5 3 " 1 2 : 1 00 ( 00 : : 
ith POCOD3 dependent 
: 
2 1 1 1 M7. ... Is . 00000 
tu 2 wi NDTrVS8 dependent . 11687 . 00 12 15 10206 00000 
W--b-9 of Itim. tal Ob.. ". ti .., 210 
shador of Missing Gbaoxwetloon 
--------------- 
: 100 
-------- ----- ----- ------- ........................................ 
VIBIC003 Grouped Regions 2 by 100CODS slassifinatina of the aunbor of people 
MoL7rP3 no" observed types of holiday A their 0 by WOTM22 Notive. except 
food 
Num". at valid Obs-tion. . 2,417 Wýobar of Valid Ob.. "atio- . 1,997 
Val mignitionnae 
............ 
chi: sq. 
--------- ---------- 
Value 
----------- 
DY 
---- 
$Lg"fic 
------------ 
ISI. #1617 2 0 0 0 0 0 
- 739.05059 63 00000 Likelihood Ratio 135.24993 
:. 
0 0 . 0 =, ibood Ratio 72 3.1 8357 6 3 - **ooo I, Lon-by-LIL".. . 10804 a . 74226 Li---by-LL-- . , 4,0 954 1 ....... Association 
AssoaLati" 
Kininsom I. P. t-d rr-q--ov - = . 05% KinisIM Z. P-td lrr*'P-'Y goo Calls wL tb . ted froquancy <a- 10 of 36 ( 27.01) Calls with zs; paotod fropeocri 6- 37 of so ( 46.3%) 
Appromi'mate Appmalmate 
Statistio 
.................... 
Val" 
......... 
Real 
-------- 
Val/Also 
........ 
Sigifloams. 
............ 
statistic 
-------------------- 
Val- 
--------- - 
Asti 
------- 
V. I/Asto 
-------- 
Sig-ific- 
------------ 
PU : ' ' ' " 0 0 0 0 0 , . 60871 . 00000 Cromer's V . o . . 
: 
.0 , . 0. C .V . 21007 - "00 Contingency Coefficient . 32750 . 00000 Coutingonay Coofficiant . 11.16 
&a. bdo 
atI 0120 :0 04 :0 :2 : o: , oI symmetric . 19711 . 01 29 12.: 2 31: . 000 0 h VI lCoD3 dependent a :t t . 1.71 . 0. . 1 . , , with NOLTIP3 dependent 0 .2 13 
: 
I 0 8 9 0 0 000 
, ., 11 "0=2 -end", . 00000 . 00000 with WDT1VXS2 depend. t .1 8: 42 
1 : 
01 5: 9 10.13 6: 4 
: 
00000 
Good 4 Lew... fee , goodwasi a Kru"AL Too ! 
: itk VS SICOD 3 dependent 0 , :" , 00.. 00000 with NOLTYP3 dependent 10005 007 39 `00 0 0 
ith WOC002 depOndont 
: 
. 0 . : 0.17. 
:. 
00.0 , with NOTIVIS dependent 
: 
0920 0 , 1 
: 
00 77 .. 00 00 un.. rtai- ty cooffigi-t I Unnextainty coaffininot : 
't. . 02264 . 00347 4.09830 . 00000 symmetric . 11144 . 00747 14.7727: . 00000 
with V181OW3 dependent ' 031., * 0 :::, - : . 00000 with MOLTYPJ dependent . 11 0 00 750 - 1, . 7727 . 00000 
with mocon depoodent 
:. 
217 7 
: 
.. 4, 30 . . 00000 with NoTmag dependent 
:: 
. 11, . 00754 1" . 77278 . 00000 
mimber of ki-ing Observations: 
--- - 
280 
------- ----- ------ ------ 
Number of Missing Cb. arVations: 700 
-- --------- --- 
VISICWJ Qcepod Rogions 2 by WOCW3 Cl&-- ifi--tL" Of Au-"s Of tea-11-9 
----------------------- 
KOLTTY4 Gromped type. of holiday by NDTM2 
----- 
2 blotlw 
---------- 
s -pt food 
Shmabor of valid Observations 2,417 W-bc of valid b. ý. tlms - 1,197 
Chl : 8, a, 
......... . 7: . .0... 
- 
Vnloo 
---------- 
DIr 
.... 
$I Ati sons, 
.. 
n 
........ 
CM-2 
----------- 
= 
---- - 
Val 
---------- 
Dr 
---- 
significance 
------------ 
..... 1113.17170 1 - **, ** --a- 2 ' 4 2 " -' 0 * 0 
k- Ratio , d I J. 7 I1 12, 
: 
1 Likelihood Ratio 
:5 :. 
35 
:2 : 
1: . . 0, . 0 
UA:. . 
hby 
Ljn*4r I. 0 6403 1 
: 
30209 Linear-by-Li-or 82.61705 1 . 00000 
As. ocisti.. A. ooci a tion 
UL&Jaman Sap-Ld rcoqu*mW - 2.014 Mini. = R. Pactod r1equnay - . 917 
Celle with axpected rrequency < I-3 of 24 1 12. 6%) Wls with tzpactd rr. "Any < 5-7 of 40 1 17 . 5%) 
Approximate Approziesto 
a to' Lett 
.................... 
Val" 
--------- - 
ASSI 
------- 
Val/Asso 
-------- 
migaLficaumm 
............ 
statistic 
-------------------- 
Val- 
--------- - 
kstl 
------- 
Val/Aszo 
-------- 
siqlficanca 
------------ 
1h, 
1 S S 9 1 
00 0 0 0 c h1mc Is V I I 1 :1 01.1 . 1. . C.. U. 7 .. V C-tficient . 220: S . 60000 contingencty Coufficimt 48048 00000 
L.. bd. i L-axis ; 
Y-Lgio . 00820 . 00442 1.84521 . 09501 symmetric . 
18876 . 01421 12.41217 
00000 : 
Ith, VISM003 dependent . 0127, . 0068S 1.04521 . 04501 with K0LTTP4 
dependent . 20633 . 01651 It 
:: 0 :2 . 000. 
wt th POCO03 depends. t 00000 . 00000 with )MM 
2 dependent l . 26135 . 01332 lo: 
2 1 3 110000 
oo*d*" 6 K-Ikll ftU I Goodman & Krua T&M : 
Ith VZSZC*03 dependent 41 1 210 0 00 0 with NoLTYP4 dependent . 10319 . 00761 -**o 
' 0 : 
1, it MCC003 d*POAdn 
:: 
01.7 
: :.. 
0: with NDTrvzs2 dependent . 88523 . 0071S .. 
0o . 0 
usen't. inty coort intent I Umoortainty cMafficl-t 
nymma t, is . 02129 . 00370 6.49973 . 00000 mysmotric . 
10675 . 00144 14.24254 .: 
ooo o 
itk V181COD3 dependent 0,14 00304 73 00 00 0 with NOLTYP4 dependent . 00194 
4 2 : O o co 
t 
: 
Ith mocool dpm4en 
:0 : 
212 : 0 0471 
::::: 
73 , 
: 
00,00 with lWrVIS2 dependent . 10143 . 00706 
1.. 11 2 1 o. o.. 
W. ". at Missing ObS. "atiam.: 210 Iftibar of Kissing Ob-"-tl*-. 700 
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HOLITY2 Typo of holiday & their membi"Uns, by NOCWZ classitioatim, of MOLTYP) No" observed types of holiday 4 their 0 by POOOD3 Cl ... kfi.. ti.. 
the number of people at .. bar of 
Number of Valid observations a 1,013 Numb" of valid observations - 1,013 
Chi-sq. ". 
.................... 
Value 
----------- 
DF 
---- 
significance 
------------ 
Chi-square 
-------------------- - 
Val" 
---------- 
or 
---- 
Siq. 4fi- 
............ 
Fessao. 160.98052 Is . 00000 Pearson 104.00904 27 00000 
tAk. 1i Ratio es 00004 Likelihood Ratio 107.91299 27 0 0 0 00 
L4 by- haer 0 30", 
: 
tAnear-by-Un. " . 37684 1 , 1. . 
A-I. tios A.. -L. tL- 
ILL U&S" RX" tod Frequency - . 001 Minimum 19mp-tod Frequency - 1.354 
Celle With R=tod Irrequenay <S- 82 of 108 75.91) Calls with zapmot*d rrequemy "5- Is of 40 14 0 0%) 
Approximate Approximate 
t, tLatic 
.................... 
Val- 
......... 
ASSI 
........ 
V. I/AszO 
-------- 
significance 
------------ 
statistic 
-------------------- 
Val- 
..... ... - 
ABRI 
------- 
VaI/AJXO 
-------- 
mignifto 
............ 
1h, w - . 22731 0 00 
'. V C. - -. r -a V C r 13 . 
00 
COAtiogenay Coefficient . 26721 . 00000 Contingency Coefficient 00000 
send. 
my- t I I -0 ,:: 0 0078S $8029 . 00000 symmetric 1 0 0 1 , 2 2 00 01 0 
TYP2 dependent Wl t h O L .. , at 74 0 5012, 00001 with HOLTY93 dependent . . . 10 
:.: :: 
1.01 00 
' .1 W1 , POCOD2 d.,,., Ant 
: 
00548 . 00657 . 1321 , 
: 
40S 30 With PDC003 t . 00000 . 00000 coach" 9 Krusk. 1 Tau Good. - 9 Pru. kal, Tau 
With HOLTYP2 dparAent 01207 00281 With HOLTYP3 depend- 012 5 : 211 00 000 1 ,0 
101 NOCO02 dq-ad-t 
:0 
2 19 3 
:0 
I 040 With MOCOD3 
:. 
11 7 2 0000 . 0 
t" artainty Coefficient : Uncertainty Coefficient : 
symmet. . . 02777 . 00427 - 3:::? . 00004 symmetric . 02129 . 00372 5.66026 . 00000 
with NOLTYP2 dependent 02 S4 1 00334 37 04 00 0 with NOLTY93 dependent 01 62: 00286 S.:: 0 2: . 00000 
w ith NOCOD2 t 909 
: 
03 
: 
00601 6: 3.07 
:.. 
On. with MOCOD3 odent 30 
: 
07 
: 
00533 , 1 5 2 0 000c 
Number of Kissing Qbasxýationm : 684 
-- 
number of Kissing Observations: 684 
----------------------- 
NOLTIP2 Type of holiday A their combination@ 
-------------- 
by POCM3 Classificatics, of 
----------------------- 
NOLTIP4 OM4ý4 tYP-9 Of holiday by MOOOD2 
---------------- 
CI&@-Lfl: &t1on of the number 
-. bar at trawaner of P-. Pl 
Number of --lid -bo-tion. - 2,013 number of valid observations - 2,013 
Chi 
----------- .... 
Val 
-------- 
_- of at ft son, 
--!!! --a 
Chi: 97! arvt 
--------- - ------- - 
.1 
---------- 
V DY 
---- 
U9.1fi. an 
------------ 
1, eass, 17: 7: 725 51 : 0000 46379 :: 20 : : :: 
Likoli bd Ratio 13 
:62 
:3 51 
:. 
0000 Li lihood ptatio k. 0 
: 
13 31 20 0 0 0 
Lima" Li a- -by " 4.05 3 1 . 0, 3,3 LL"ar-by-Linsar . 04794 . 82665 A. scalati. a A. onaiaticift 
Klein X-pectd rrequncy - . 034 UL-Inum tq-td Frequency - . 101 C-110 with Z. P-td Feqmboy C5.49 of 12 1 64.1%) Cells with axpectod Freqmmay It A-7 of 30 1 23.3%) 
AM"at's. to Approximate 
ftat stio 
.......... .......... 
Value 
--------- 
JLMzI 
-------- 
V&I/ASZO 
-------- 
Bigni" 
----- 
Statistic 
--------------- 
Val" 
--------- - 
Asti 
------- 
V&I/AS3O 
-------- 
Significance 
------------ 
9hi 2 
. ramer V Cr We V me 
:1 
LO 02 .... 
Contingency Coefficient . 21066 . 00000 co . tinq.. cy Coefficient . 20181 . 00000 
lambda 
By- trio 7 82 : 00 : 00 . 00 go 
Lambda : 
r/amotria S , 0 7 00 1.50: 2S 0 0 0 0, With NOITYPt dependent , 0 . 0 0 2 : .0 0.01 r dependent With NOLTY 4 4 
2 : 
. 4. , 7. 
:. 
1 0 2 , .0 
. 
.I 0. 00 NOCOV, With t . 00540 . 00GS7 83219 . 40530 With NOOOD2 t . 00000 . 00000 goods" A Fý. kl Too : 4100daft & Kruskal Tau 
111 MOLTY12 dopeaden th 217 :0 ""0 :0 0 : 00000 with NoLTTPj dependent 013 7 002 9 . 00000 
With NOCOD3 dq, >amds. t . 2.72 . . . 00000 With YDCMX t 
: : 
07 0 
: 
001 
: 
.. 0.. UncertaL. ty Coefficient : to*a`tALmty Coefficient 
symmetric : 0 2 655 00425 : :: 11: 43 . 00000 my-trio 01#44 0374 0 . :: 2 . 0 0000 
with HOLTY 2 dpeadent p 0 2 0 1 4 4 0 032 It : , : *0 0 00 with *OLTrP4 dependent 
: 
0 51 11 
:0 
0 31 0 
:: 
2 
: 
0 0 000 
With POCM) t . 03891 . 00123 6.113 3 0 0. 0 . t with Mows .0 357 2 . 00414 4.89682 . 00000 
Number of Kissing Observations: 
---------------- 
644 
------- ---- ------ ------ 
Number of Kissing Observations: 694 
-- 
MOL7rPI No- observed types of holiday & their a by M00002 elassificatim 
---------------- 
NOLTTP4 GrouVed typs. of holid 
------- 
ay by NOODDI 
----- 
Classifi 
----- 
cation of a 
---- 
mber of 
of the number of POVIS traveller 
Push- of valid observations - 2,013 Number of valid observations a 9,013 
Chi: $ 
---- ......... .. 
Valm 
........ 
or_ 
--- 
significance 
------------ 
Chi-$ ass, 
----------- 
n 
------- -- 
Val" 
--------- 
Dr 
---- 
519mric .0 
------------ 
ftor" 98$42 112 45 * , 0 * :* . -a- 2 0 13 * 0 ", , * Likelihood fttio 7: It 125411 . 0 0 0 . 1 Like ih--d Ratio 
90 ; 
.: 6 .: . 12 . 0 . . o 
Limmer-by-L. Lamar 1.21966 1 . 26143 Unear-by-Liamor 2.13017 1 . 14431 
A-mociation, Association 
Minimum 19mpectod yrequeacy, . 025 Kinimm Impacted frequency 5.631 Calls with B-Pctd frequency < 5- 34 of do 1S i. 71) 
Appraiat 
Awroxia. te 
statistic V&I- AARI Val/ASSO sjqifj- a st, tiati. 
.................... 
Val" 
......... - 
AZZI 
------- 
Vml/AMZO 
-------- 
Significance 
------------ -------------------- -- . 
------- . ...... -------- ------------ 
Phi 236 2 * * 0 * Phi .19 
11 , 0.00000.0. 
C ramorlo V 
: 
. 1 5: 05 0 
". 
. 
: 
. aV C'emor 
1 . 
'I 
: 
00000 
Contingency Coefficient 
. 
23053 . 
00000 Contingsbay 
Coefficient . 1957 
bd La-W- : a: Lam 
symmetric . 
03523 
. 
00764 4.60925 : 00001 
my- tri 
With MOLTTF4 
d-p--dmt 
a 
00 'J! 'I 
2 
53 4 
. 
00761 
,0 
070 
S2:: 2 
2 52 
0000001 
0 01 
with XOLTYPJ dependent . 04945 . 01074 
430925 0000 1 
with MOCOD3 deqandoot . 
60000 . 00000 with MOCOD2 dmpandent 
Goodman S KruskAI Tau i 
. 
00000 
. 
00000 
Good. - A Fizuskal Tau : 00000 
with ROMPS dq-adut 307 0 1 002.1 *o, * with N01,704 
dop-ad"t . 01130 . 0021, 00.00 
with NOC002 dep-dont 
: 
0 1 242 : 00311 
:.. 
00. with HOODD3 dependent . 
00911 . 0.211 . 
Uncertainty Coefficient : Lpoartalaty, Coefficient ! ' ' 
symmetric . 02265 . 00176 6.94252 . 00000 
symostrLe : 0177: . 003 74 
:. 723: 3 
721 3 
00000 
00 0 00 
with NOLTYIP3 dependent 01771 . 00297 4252 . 0000 0 
with HOLTTP4 doPend"t 0 142 02 0 30 4 72363 00000 
t Ith MDODD2 "pandem 
: 
03140 0051 6 2 
:1 
52 
: : 
00000 with POOM3 dependent . 
02346 . 00494 . 
Number of Missing Observations: 684 Number of Kissing 
Cbservations: 664 
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NOTM22 Nativee oncept go" by WOQOD2 GI ... iti-tion of the Number of People AMDJACON Any anneents on the &4 yen 
have seen? by INDBPXND Will you asking 
your travel arrWw" 
Shmebas of Volt# obsewatione a 2,455 
Number of valid aboarvation. a 196 
Chi-sq ... V. I- Dr SAW"91- 
.................... ........... .... ............ Chi-square 
-------------------- - 
Value 
---------- 
of 
---- 
significance 
--- -------- 
P ...... 211.69832 36 . 00000 
I k. IL Asti. h " 35 0 0 0 0 0 "-. an 1 0171 1 323 1 1 
LI-r 
ey 
Linaer 1 
: 
0 0 0 0 0 Lik. lib-d Ratio .., 9.1 1 . 1 11, 
.. --by-Linwaz 3.66701 1 . 1461 
A. -Latle. 
axpoeted Frequenay '039 
Celle With lapeated Freq .. ay 4S. Is .9 40 4 37.6%) Kininua Upect. 4 lPrq-ny - 1.43 4 t Calls w th Rmpectd Frequency <5-3 of I( 37.6%) 
App", i-to 
statiatte Val" alas V. I/JLMNQ SLgn0l. - AM-L.. t. 
............... ......... ........ 
ftatL. tiý 
-------------------- 
V. I. 
......... 
Asti VýI/AAZO 
........ -------- 
XignLfL. - 
............ 
Phi T, 31 6 
. 13142 
: hL 1 11 27 25323 
Conting. -Y C-feLai.. t . 29193 . 00000 
r-r-a V . 717 25323 
CODUnq. noy CoaffLaLent 14570 . 25321 
Laninda 
. Y-t. t. . 02438 . 00020 2.03451 . 00334 
"`= 
-L 0 0 * * ý00000 with NOTM92 dependent . 03049 . 01155 2.40296 **12: : 
" 
dependent with '0 M ' . 0 ." .o 0 -* 0 0 0 .1 th NOC002 dependent . 01083 . 00631 1.70662 .. I With r MZPM dpendo 
: 
00000 .0 ,. 0 . 0 0-damus & Rw.. L T- I 
: 
sonde- & Krm. kal Tau : 
With NDTXW42 dependent *0 117 0 ' . 00000 Ltjý MZDIACOM dopeadma . 01358 011, .0 ' With "OOOD, deponds"t 
: 
, 1 04 
:. 
.4 2. . 00000 With DCDZVM dep.. "at . 02li9 2: 15 ý ".. t. inty Conflisi"t ! uac. rti ty Coeffidient : 
, Y- t =" . 01054 . 00378 9.10423 . 00000 my-. 
Z: 
ia . 01517 1417 1.0914 0 . 2327: with 2 dependýt : It . 01: 82 . 00300 1.10623 . 00000 with WIDIACOM dpadn t 01263 
: 
01181 1.017 . 2321 
with . . 12 dependent a2 so 4 . 0040 a. 10,23 . 00000 With IXD1PZXD dependent . 01890 . 01773 1.06768 . 2321$ 
Number of Kissing Obe. -ations. 242 
.. 
lumber of Kissing Obxýatine: 2500 
............... 
MOTM52 Motives -pt good 
....................... 
by WOOM3 Cla-itteation of amm"t of too",, " 
--------------------------------------- 
MDIACOU Any comments on the ad you have smon? by IMMIME beeatotr and 
indepand 
3homb. 9 Of Valid 2,455 
thumber of valid observations 104 
chi = * Value Dy sigwifican- 
------ -- 
= 
.... ........... .... ............ Chi-square 
--------------- - -- 
V. I--- 
-------- 
of 
---- 
sig. 1fi. 
------------ 
1*,, *- 111.41639 21 . 00000 
- -- 
Likelihood Ratio 102.01099 21 0 0 * 0 1 1 0 ' ' 20503 
It-. -by-Lineax 12.12164 1 
: 
. . . , kalihood Ratio 1 1. 7 1 951 17415 
As. coi. ti.. Liamu, r-by-Lioo" 1,09073 1 29631 
ki- Expected irroquany - 1.574 
Call& With &. Posted Irv"usnay ca-a of 32 ( 18 . 
06) Kininum tmpectd rcq. ". y - 332 
Colin with Impacted Irrequenay < 5-a of 16 ( 50.0%) 
Approxi-te 
$t, ti. ti Val" kall V. I/A220 significamee Approximi. t. 
.................... ......... . ....... -------- -- -------- statistic 
-------------------- 
V. I--- 
------- - 
Uzi Val/Asto 
------- -------- 
Siq. Lfic- 
------------ 
Phi 2 6 4 24 * * 0 0 
C Grower. aV 
:1 
, 2 5 0 . 0 . Phi . 2531: 
20: 03 
C. 6ti. goopy Coefficient . 25547 . 00000 
crasý -a V . 1, , 4 
2001 
Contiagen. y Cooffici-t . 2458S . 20803 
lambda 
. yummetria, . 02438 . 00820 2.93456 . 00334 
Lambda 
1 th MDTM52 dependent "9 0 30 013,55 3 $02 11 0 92 sym. tric = . 0 071 9 . 01239 . 57786 .5 : 
t Ih NOCO03 depam'dont 
: 
01 0 3 
:0 
31 11: 701:: 
: 
6 , 0 6: with Acou dpad. -t 0 0 0 . 00 * 00000 , 
: : 
0-4ý & Kru. "al Tau I 
: :: 
with SXWAINDZ dependent . 01314 . 02264 . 67 166 
S 33 
Lth NOTMI 2 dependent . 005 2 .0 70 j ,O ., O( 
goodaM, S PUM-kal Tau : : 
ith POCODS dependent . 01689 . 00 11 
" 
' . 000 0 
with KEDIACON dependent 02472 : '01511 
12702 
: 
Uncertainty Coefficient I with 
SMrXDX dopendleat 0 2052 . 
01175 242 32 
symmetric . 
01630 OOJSI 4.50799 . 00000 
V"-ti ty Cýfftai-t : M 
ith MDT1VXS2 dpondem, t 0 1 00223 40 1 0000 SYMO O . 
03374 
. 
01707 1.94265 . 
1747S 
t ith 1K)COD3 4, qmul" 
: 
0 22 2 
: 
4 a go 0 , 
:: 
4: 
:, 
7 00000 
: with KZDIACOM dipand"t : 037: 0 . 010 :a1.942: 
5 415 : 11 
t with RMrNDX dapendsm, 030 0 !, 05 111.942 , 17 ?S 
Number of Kissing Observations, 342 
....................... ..... .... ...... 
3hob" of Kissing Observation.: 2509 
XBOXACON Any ocommento on the ad you how GaWAT by IUNTM law ýz beoO 
--------------------------------- 
NEDIACON Any ocauments on the ad you have soon? by VISICOD4 Onl 
------- 
y three req.... 
to Tuskey before? 
with ndwc idd and -b 
Utwoher of valid observations a 195 Number of valid observation. - 190 
...... 
Chi: @ to 
---- - ... . ... --- 
Val". 
- ..... 
Dy. at ific-ce 
.......... 
Chl-Sqar. 
-------------------- - 
Val" 
---------- 
Dr 
---- 
siqufio-. 
------------ 
# ..... a 1 1711 ' 76 , 1 12 969, , 
Lik. lihood Ratio 1 71. 1 2 : Ratio 1 .3 
:: 
1 0 3: 12 5042 
: 
5 
livo-by-Lios. c . 03683 1 .9 
711 Limar-by-Liamer 1.55331 1 . 2126S 
as. -Lotion Association 
xLetemom Rp-t. 4 r"qu. "Y . IIIS4 Kininun UP"ted Frequency - 316 
Coils with Upooted rzwponay <a-3 of 04 37. 51) Calls With ZWatd Yro"ay < 5- It of 20 ( 55 0%) 
Approxi"t. Awr.. ý. to 
st. ti. tie 
..... ......... 
Val- 
......... .. 
Asti 
...... 
Val/A210 
........ 
significance 
............ 
statistic 
-------------------- 
Val- 
--------- - 
Asti VaI/AsxO 
------- -------- 
Signifi- 6 
------------ 
Phi . 21141 Phi . 20321 
7: 1 :, 
C W-.. s V . 21161 Craw. r. 0 V 13 .174 
. .71 
C .. y Cooffiat-t . 14922 . 21161 C. 0tingesicy coefficient . 19916 
79691 
Lambda ý Lambda : 
symoostri 90 0 0 02020 . 44 744 . 65456 symmietrl . 00000 . 
00000 
Lth x0: 400M dependent . 0: 
: 
with URDIACM depend. t : 0.0.. 0.0. : 
Ith 193111"" dependent . 02222 . 04914 . 44744 . 65456 
t with V1410004 dq.. d. . 00000 . 00000 
Goodman 6 Rruskal Tau t G-d"A & Xruk-I Tau I 
with MIDIACON dependent . 00229 00302 . 72252 with 
MXOIACOM dwWod"t . 013 :7 11122: 
t with 32"W"Y"t depeswism, . 02277 
: 
024,3 . 21970 with 
VISIOD04 dopoodest 01 19 
: 
0, 00 
va-rtainty Cooffial. at , uncertainty Cooffi. i-t : 
Symmost . 01330 . 01450 . 01004 . 29339 0-. 
tric . 02! jI% 1014 
2.2: 291 0 5 42S : 
dependent with MZD . 01061 . 01160 . 91004 19339 with 
VIDL400M dependent a0 3 65 2 
: 0130g2,1 3, ' .5 425 
with URNTOTo dependent . 01766 . 01935 . 91004 
. 
. 29330 With 
VISICO04 dependent . 02131 
2829 
. 00$21 
2.2 1 58425 
Number at Kissing Observation.: 2502 In.. bor of Kissing Obe-tions 2507 
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MILDIACoK &ny oweact, we the ad yen have seem? by NOLTTPA Grouped types of WDIACON Any mommonts on the ad you he" asse? by MOTIF Nedia Type. 
hol iday 
Numes. .9 valid boomotleop - 192 
P. mber of &lid abo., vations - 141 
Chi: 4q ... Val- Dr 419.1ti. - 
Chi-square 
.................... 
V. I- 
----------- 
or 
.... 
signiftean. - 
............ 
.... -- ------ -- - ............ 
1* 1 .1 1 1 1 P. -sca 6.63679 it INX, 
: 
2 
: 
1 
1. : 
.o 
Likelihood Ratio 0.8510 : 1.1--by-LI-2 2: 112332 . 23594 Uns-by-Limear ., is, A.. "Latia. Association 
Ki. 1- "-to& Frequency - 026 Kiminum axpacted Frequency . 369 Celia with axpoctod freqWsmay C S- 20 at 28 4 11.40) Calls with Impacted frequency 45- 12 of 20 40.0%) 
Appro to Ap ... lost. p L 
statistic 
.................... 
Val- 
......... 
Amal 
........ 
VLl/kmzo 
-------- 
519=1- 
............ 
statisti 
-------------------- 
Vol- 
--------- 
Amml 
........ 
Val/ABXO 
-------- 
si ti-cm l 
............ 
Phi - 0 
'ha . 2: 121 ::: 
C, -. r Is V I 2: 1. 
:: 
.:: Cc w.... , .3 
Contingency Coefficient . 21202 . 96066 
Contingency Coefficient . 11072 64 92 3 
. obda 
symmetric . 00000 . 00000 symostrie . 
00631 . 01000 S7705 . 34336 
With 
=1ACON 
dependent . 00000 . 00000 with PROXACON dopeadest . 00000 . 00000 
With NOLTYP4 dependent . 00000 . 00000 With OULDITPI dependent . 01047 . 01978 . 67189 . 56336 Goods" A Krm. kal Tau t Meadows A R-kal Tau . 
With MLDIACON dependent I' ' Ltk M2014com dependent , o"4 : 01 7: 1 ' 4 
WI th NOLTfP4 dpodamt . o osit 
:: 
131. 
: 
it% =DTTPI dpwAat 4. 
: 
. 3 
:. 
I . 3: 
'J. -tsinty coefficient : Uncertainty Cooffisions I 
rymawt. ic . 0269) . 01095 2.36789 . 11560 Y-t. 1 0 : :: 01 $46 3 a ::: l 2 0 
with KZDIACOU dlndent 338 1 0 013 3 2 :7 :: 715 0 : ith URDIACON depodeat I 
: 
0 4 3 a 
: 
0202L 
: 
3 a3 '7 
:: 
0 
:: 
2 
with dependent NOLTYP4 
: 
02230 
: 
9 00 33 2: 3 7 
:7 
15 0 . itb KZDTTPI del-AwAt . 03392 . 01402 7 2.3496 . 52960 
U-sber of Kissing observations: 
------- 
A556 
---- ------ 
Numbs, 09 Kissing Obse-tideal 2506 
---------------------- 
KLDIACOM Any comments on the ad yen haw seen? by NDTrVRM2 MOUVa. v-pt 
................ 
jjgDTjjp Media "a by SIXNTOTR 
................. 
Maw ever been to turkey bet ... I 
..... 
food 
U. ". .9 Valid b.. zVotien. -2 10 Number of valid observations , 100 
Chi Valw* or Biqniti 
or a 
---- . 
Val" 
.......... 
or 
---- 
significance 
............ 
= 
.. --------- - ---- - ----- .. - - ------- ---- 
Fears 34 14 217 ' 1 *0 
'o 7 . 331: 3 
Likelihood Ratio 132 30 27: 
: 
1 Likelihood Ratie 
I 2 . 32 7 
Limear by-Li ar 1.27938 1 . 25790 
Limmar-by-Line" 1.90139 1 . 16792 
Association Association 
Minimum Mxpected frequency . 053 
Kiftiý a-postod Frequency . 431 
C-110 with Sqctd Frequency C 3- it or 29 ($ 7.0%) Celia with xxpeated rrequemay <I-9 at 
is 4 $6.311 
Am"Zim to Approximate 
sta ti I tic 
.................... 
Val" 
--------- 
AMZI 
........ 
Val/has* 
-------- 
significance 
............ 
statistic 
-------------------- 
2alue 
....... . 
Asti 
....... 
Val/Amso 
-------- 
Significance 
------------ 
Phi 4 1 7 0 02 phi . 1: 12: 33 1: 
C =wrl aV 
: 
2 , .. 22 :0 . -cle V Cc 1 1 2 3 . 33 3 1 
ating"ay Coefficient . "o 120 
1 
. 00410 Contingency Coefficient 8 , 6 
:17 
. 33 163 
-hd. : labd. I 
symmetric = . 02051 . 02145 . 94302 syment. i 0 0 00 4 2" DI 00000 
With IACON dependent . 01 587 :77 0S 41 7 2 7 With MILDTIVI dependent 
: 
. . 0 . 0 00. 
: 
with NoTrW22 dependent . 02273 
: 
01 73 1: 3 4904 . 17765 with ORROTOM 'aps dt . 00000 . 04147 . 00000 1. Goodman & KreaW Tan : Goadman 6 R-h. 1 Man , 
With KZDIACON dependent 1:! :* : . 11172 with HIMP1 depend" 1 . 00404 35133 NOT with TVZS2 &qtwimat .. . .7 . 09952 with MZZNTM depend" 1 . 02290 3a 
:344 
U-tai, ty Coefficient ty Caottioisat I vace""a 
yen. : 6 3: : 01: 80 1.: 7708 
' 
. 47655 1 02210 D 1 , 1 D 3 2: 7 'a with URDIACON dependent 0 0 0 0 2 20 2 * 170: D7653 : 
= 
MZDTTF1 dopeOd"t 
: 
03.6 1 3 . 00809 0 I 1. 
:: 
0 3 7 . 23 with NOTrVZS2 dependent . 04310 . 01475 2.9770 07111 with UBUTOTR d"pea4mat . 04033 . 02136 1.86010 . 23257 
Number of Missing Observationat 2507 
.. 
Walbz at Kissing observations 1 2470 
...... ............................... 
mmzhcom Any comments on tim ad you how sean? by NOCOD3 Classification of ------------------------ 
;,; 
TIP, media type. 
'by 'IMAPI'UM _WJ'LI1 
yen mmAing'your tr-1- 
---- 
-angew 
. u. b. r of traveller 
U. mber of valid obwerv. U. no 213 
PuW- of valid ob.. "ations - 197 
Chi-aquars Val- of sig. 19i.. 
Chl: Square VLIUS or significance 
------------ 
------------------ --- -------- ---- ------------ 
--------- ---------- -- --------- ---- Massa" 6.73604 7 11210 
pears n 10.24813 9 . 03240 Likelihood Ratio 
9.112168 7 1 .. I 
Likelihood Ratio 20.00304 1 . 017119 Lism. r-by-Un... . 
37445 1 $4059 
Unear-by-Unear . 04062 1 
8 4027 Association 
Association 
KinlassR axpe t64 Frequency : 
Kift'lum Upectod Frequency . 221 
gctod 
Frequency -C 51 of Cells With B to 1 $0.00) 
C-110 with 2spented Frequency < 5-8 of is 1 50.0%) 
hpp -zeat. 
App"zi&Ato St&tL. tio V. Iww mat V. I/ANZO Sigifi- . 
statistic 
.................... 
Val" 
-- 
ANSI Val/AMRO 
------- 
significance 
............ 
.................... . ........ . ....... -------- ------------ 
------- - ------- - 
Phi . 303 
27210 
hi 30115 , 03 2 : 0 Is V Cramer . 202: 3 
2721 o 
Cramer -4 v . 1167. : 0 3 2 0 contingency Coafficiest . 19630 
27210 
Contingency C; oefficlent . 29117 032,10 
b Lsobda i da : Lam 
symeatri 0148 5 . 01 6 64 1 1.00236 .37 syseetri. 1 
with KLD.. . 0sadent 
. 00000 
. 00000 
. 00000 
00000 
ith MID PI dependent : SP 
:0 
0 a 00 0 0 0 0 ,0 
With MOOOCJ dependent . 00000 
. 
. 00000 
XND dpodest Lth IND . 04110 . 04024 1.00239 .37 
Good. - & Kruskal Tau : godamn & ft.. 
kal Tom : 
with XLDIACOK dependent 043*4 023 31 217 0 0 Jib =0 pt dependent 11 
(10284 0 0 34 3 : 
t with POCOD3 djcdon 
: 
02215 : 7 0 3.1 2 375 
: 
11 D dependent 
: 
ith IND lp'n 
: 
04102 
:0 
1 , , 1 7 2 
LIboartainty Coefficient iaient ý Useartainty C" 
: 
'Y'tris . 05410 . 01842 2.80312 . 01719 my-t. 
L = . 02273 . 0113 : 
1.96293 9949 . 
ith MSDIACOK depend- Wt 0 Ols 0 019 0 5 2 03 2 1 I PI dependent with . 01663 . 0063 ':: 
2 :3 2 14 :: : ý 
with NOCOD3 dalmadent 
: 
0: 1119 : 017 75 2:: 03 12 
T 
. 011 
with XMZPZND depondwat . 03589 . 01134 
J. 2 3 4 1 
Number of Kissing Observations: ISOO Wwbor of Kissing Ob.. M. U. s., 2444 
324 
NILDTIF Neus Types by sanNivan boostote WA Indeps" worry, N"j, Type. by NDT1VR82 Native. ... . pt 1-4 
Nusbar .( VALLA ob.. ". U. n. . 213 shod- of Valid 113 
Chl-sq ... 
.................... . 
V. I- 
.......... 
of 
.... 
significance 
............ 
ChA-bq ... 
.................... . 
Val.. 
.......... 
or 
.... 
siv. 19i. - 
------------ 
as 1: 2 21 
a 2 
:2 
LL-. C-WY-L, U.. r . 62391 . 42940 Lins. v-by-Linsar . 06409 
Amawmi. ti. ft Association 
Kinisams Rep.. td Frequency Kininame Repeated frequency 030 
C. 1 18 with Rapected rrequenay 4t Z 23 of 12 4 72. 0%) Calls with axpactod Frequency -C I. 42 of am 75 . 0%) 
Approximate ApproxLmt 
at tiotis 
.................... 
V. I- 
......... . 
Jost 
....... 
Val/&Mao 
........ 
significance 
............ 
statistle 
.................... 
V. I- 
--------- - 
A281 
------- 
V. I/AJZO 
........ 
:e 
vivifi- 
------- 
Phi 
. 31479 . 43620 Phi 'S . ' ' Craws -8 V : . 19299 . 43931 Cx-V-. V 
:N : 
%I 
: 
2: 1: 
COM, ti 
ýndy 
Coeffleient 
. 30195 . 43429 Costing .. y Coefficient . 34630 
: 
92648 
Lambda , 
wywoet. ig 01000 01971 . 43309 . 52970 Yamostri. 0 $31 . 
$1227 
With NKMFI depadest 00000 0 0000 with NRDTIFI dimp-dant o., 
:. 
.. O O O 
with R&SWINDS depondent . 02205 . 03293 . 
93305 . 52670 With NDTIVS42 dependent .. 3ios 
: 
. . . 
oZ 
Goodemus 6 R-kal Too I 6-dess, A R-hal Va. I 
wit NZDTIPI dprAmat b : 1227 , 3": Ltb MILDTIPS depoWent 0 o 
'It b URNINDS dpon"nt 
: 
33. @ 
:. 
3's 
: 
ith NOTIV823 dspandsit 0 . 
:" :1 
U-.. t. i"ty Coefficient t Uncertainty C-ffiai-t I 
symme.. . 03940 . 01434 : '4311 my-trio 
0 4 * :: 2 " , 3-5 :: ' 4 : 
: Ltb KLDTTIPI dog-nd-1, . 012913 4 4 33& 
: 
44 ith MULDTYPI 1 dependent 
: 
. . , o I s T 
: 
7 1 
ith BXRNrml depvuleat . 04355 . 01 61 0 2.61454 . 443,4 With WTM22 dependsat . 04321 
: 
01276 3 1847 . 80746 
Number of Missing observations, 
... 
2414 
. ... 
Number of Kissing Obserwatim. 1 2414 
. ... .. . .. .................... 
W&DTTP MedL& Typos by VISICO104 Only thros, 
..... 
legions wi 
...... .. 
th undecided mod So 
................ 
NWTTF Neelia Types by WOCOO 
.. . .. ... 
Clamaifloation of number of travs1 
...... 
ler 
Number of Valid oba-U. n. - 216 Ntmemer of valid observations . 223 
a .1 V 
--- 
- 
-- .... 
Mignificano 
------------ 
a Chi qua- 
- --------- 
:2 
---------- 
1 
--- 
V 
-------- 
or 
---- 
Signift Sam. 
------------ 
Mass... 30.80509 2: 3 2::: ft.,.. 1 1 9: 11: at 
Likelihood Ratio 29.12283 . 
:3 
7 Lik. libo" Ratio ý , 2 32 a 1 ' , : LL-e-by, -LL S, . 31583 1 . 37413 Li-C-by-Li".. 30053 1 383 3 Association A.. "Lation 
Kiftlemso Repeated rvv-. y - . 121 KiaLoun Repeated ft-qu-AY - Ott Celia with Ispected ftqueacy < A. to of 40 1 12.5%) cells With Zpeeitmd Frequency 4 6- 92 of 32 ( 48. 6%) 
Appromi-to App-i-t. 
atat! stid. 
.... .... ..... 
V. I" 
......... 
2all 
...... 
V. I/Asa* 
........ 
significance 
............ 
statistio, 
.................... 
V. I- 
........ .. 
"at 
...... 
Val/Asao 
-------- 
siqnifican 
------------ 
Phi 17 1 5 1 32500 phi . 2: 173 . 58631 C---1. V 
:. 
. . . : 
: 
32580 Cr som CIS V .1 $44 . 58931 Contingency Coeffialont .3 401 . 32580 Contingency Coefficient . 20008 . 58431 
Lambda : Lamb" a 
Symostsi : 01 3: 2 1 2004 :4 : 15 :3 6 symootri 0 0 0 0 0 0 0 0 00 
with WD27PI dpmuseat 27 , 0 24 1 13730 a, 1 ý Ltb 34RDfrp dopes". 1, t 
: 
0 0 . . . 
: 
0 . 0 0. 
With VZOICOD4 Moto . 01,003 1.00233 . 31618 
: 
ith 1000003 4. P. W"t . 00000 . 00000 O"a, A Kruskel Tau I Goodson A Remakal Tau I 
With NZD7TPI dprA. Ut 02 1 :2 0110, 07197 with NRMPI 4. po-dwat 0 , , , : 21 57 
. ith VXOTCOD4 depeemsent 
: 
.. 1 
:. 
0 
: 
94135 with 110=3 depon"at 
: 
. 2 6 1. 
: 
, 
Uncertainty CooffieLent I 
: 
uncertainty CootfieLost I 
symmetris . 05200 . 01 88 3.14451 . 31659 symmetric . 03971 . 01336 J.:: 4 07 It WZDTIPI dependent : b 06031 01530 3 1:: 51 765D 3 With NZDTTPI d. P-140ut 034 30 . 01154 0 2.4 7 . 4441 Ith v1stCoD4 dpndect 
: 
05, H ,7 ol a 
: 
311 
: 
37459 with MOCO03 "poedant . 04714 . 01605 s. ss4o7 4 4 410 
number of Kissing Observationat 2482 Number at Kissing ObserVation.: 2414 
....................................... 
MaDrIF Iss"a Types by NOLTTP4 GraMped types Of holiday 
of valid Ob.. "ation. - 154 
chi-sqýo Val" of Sigitio-ce, 
P.. X.. a 41.3SO02 as . 00613 
Lik. lihood Ratio 49.58190 is . 00719 
Li-*&E-by-Line. c 4.39204 1 . 01146 
A.. "i. ti.. 
M. 1moss I. Pected r.. r-., y . 077 Calls with gxpeat*4 frequencry <6- 29 of 40 ( 12-50) 
stati. tLa Val" 
phi . 59994 C. -C-8 v 47 
cantiftv. mv 
2': 
57 
Lawb" t 
. Yý ts is . 04924 
lith HXDTTPI dph". t . 00000 
. 1th IIOLTTP4 dp&%"Rt . 01996 
Q-d. - a P.. k. 1 T.. t 
ýAth MWTT; l d. P*44"t . 03607 
ýJth IOLTTP4 dpad-t . 08987 
V. -, t. i. ty C- ffici-t 
ýYýtvie Mo$ 
with NKDTIPI dpn". t 
: 
1101. ) 
ýith NOLTIF4 d"nd"t . 10996 
ww"r of luasing ob. 6-tionst SS41 
App". i-ts 
mat V. I/Amzo gigifio"" 
........ -------- ............ 
. 00973 
. 00973 
. 00913 
. 01632 2.90381 . 00369 
. 00000 
. 02930 2.90307 . 0030 
. 01101 . 03900 
. 01574 . 00139 
. 02240 4.61S64 . 00719 
. 02132 CS1564 . 00719 
. 02403 4.51564 . 00119 
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11 11 A 11, NI 1 )0. 
VARIABLES NIGNIFICANC Y(4N1FlCANCF Rt ý01 TS E RESUL TS 
Bold pairings u0n ifo I W[ A H'; ()N I AM140A (. I-j)MANk IMUMUN (HIItHII)N, ' llf"IrIAIIINI 
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I, f( OND 
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independent 
(MotiveQ & NOCOO) 
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43.8 3,52 13. AY 
0 Ilf" -10 x 
30 x 
667 
0 300:: 21 1 cio: 
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0W ý77 0 O(YW 
10 
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c Vi%ico(13 Anaiol[a & Black Sea 
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(Beeninde & Holtyp4) 
007 (3,19 1 024684 , 
0061 ill x 
02,1585 024684 037403 x 
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000000 000005 1,700:: 3 
000000 000000 20 
0.00005 000000 15,0 yes 
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001339 &31623 0.00053 20 x 
027395 003332 450 
0,22259 048697 0 125: 20 x 
030622 0.24380 040340 20 x 
1 00000 0.61422 1000 
000003 000478 1 782:: 4 
000002 0.01268 000000 20 
0 15208 0,00001 20,0 yes 
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034950 57 1 
8C V-cod'i Anatolia& Waclý ', fia 0 75033 040913 0032 26 x 31 
& 071589 0 14370 023527 28 x 
1 00000 075494 929 
8d Vl%lcod3 Combination 000000 0 16498 0287 17 x 505 
(Motive%2 & NOcOd3) 000216 049200 001154 32 x 
005689 000000 53 1 
8e VisiccicI3 undecided 000141 005827 0041 22 x 197: 
(MotiveQ & NOcod3) 001318 034469 006505 3ý x 238 1.88 
0023')l : 000013 68 8 
. 316 11 Aw'041 m4rma(s O, gwm 
1 
0,0* 14 Jx I 
I V(Wnil W) V iIt 4Pl' 
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jIndepend & Visicod3) 000005 005771 000006 12 
000000 00 Yes 
10a Beentotr. No 000000 000346 4,184:: 1 1959: 
(Independ & Visicod3l 000000 000060 000000 12 V 2396: ý 88 E 
19056) 000000 83 yes 301 11 1 
12 ...... .. 0 Of "; (u 02f 14, '0 0937 x 441' 
(Iridept-nd & MotiveQ) 004419 026420 006470 16 
016246 12,5 
12a Beentotr. No 000000 004309 6 282: 0 1934: 
jindepend & Motives; 2J 000000 004309 000000 16 2376: 881 
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Vl8tCOD3 Grouped RWI... by NoTrwas mti-m except food VISICOD3 Grouped Regions by NOTM92 Notives .... pt food 
Controlling for.. Controlling for. 
NZININDS lmmnt*tg and Indapand Value aI prov. and ind. ORMUDS beentotm, AM indspand Value a4 mov and pack 
Number of valid obssýatloas - 131 Number of valid obm-AtImS a 1,250 
Chi-square 
.................... 
Valum 
........... 
Dr 
---- 
significance 
............ 
Chi-s'pare 
.................... 
Value 
........... 
DF 
.... 
significance 
------------ 
Pearson 54.61958 is . 01207 
Pearson 261.41313 35 00000 
Likeliho" Ratio $3.06004 33 . 02577 
Likelihood Ratio 162.13923 35 00000 
Linsar-by-Lin. " I. S3660 1 . 17302 
Linear-by-Linear . 30799 1 31992 
Association Anscaiation 
Kinism 2xpoctod rr*qu ... y- . 052 
Minimum Rxpected Frequency - 014 
Calls With Sweated Frequency <5- 33 of 41 1 12 9%) Coils With Sqctd rrequ. ncy <5- 21 of 41 ( 43 It) 
Approxi-to Appro-t. 
statistic 
-------------------- 
Value 
--------- 
JuIll 
........ 
V. 1/AMRO 
-------- 
significance statistic 
------------ 
-------------------- 
Value 
......... 
Mal V. I/ASSQ 
-------- -------- 
$Lqufl ..... 
------------ 
phi 
. 49464 . 01207 
Phi :4 0000 0 
C. "'t-8 V . 22121 207 *1 
, -"* V .02 .... 0 0 
Contingency Coefficient . 44337 
:. 
1 '01 contingency Coefficient . 42044 . 00000 
Lambda % 
sysm. trio . 03435 0185s 1.81274 $987 0 
symmetric : 05332 . 01417 3.61012 . 00023 
With '=COD3 depandast . 05169 
. 
. 02612 2.01754 . 
with VISIOOD3 dependent 04, *4 . 01509 3.04901 . 00230 
With MOTrVR22 dependent . 00895 . 02643 . 3331l .1 
with NDTIVIS2 dependent 
sonde" & Kroakel Tau : 
. 05754 . 01815 3.09901 00201 
Goodman & K-. k. 1 ? aw ? with VISICOD3 dependent . 04320 . 00161 . 00000 with V1210003 dependent . 04776 . 01456 . 01722 with NDTrVILS2 dependent . 02827 . 00541 . 00000 : ith NOTMS2 dependent . 03233 . 01302 . 03106 Uncertainty Coefficient : U.. rtainty Coefficient : symmetric . 05341 . 00792 6 61078 00000 ayes trio s;; . 07581 . 01661 4.35280 . 02577 with VISICOD3 dependent . 05155 00856 6 61072 00000 . ith 210003 dependent . 07595 . 01490 4.35280 . 02577 with NOTIVIS2 dependent . 04082 00740 4 41076 00000 with NOTIVXS2 dependent . 07567 . 01653 4.35280 . 02517 
Musbar of Kissing observations i 352 
VISICOD3 grouped Regions by NOTM42 Motives except food 
--------------- -------- ---------- ------- 
C"t"lliag fM VISICOD3 G .. Fod Regices by NOL7"4 arcpd types of holiday 
IN"INDS beents, 
ir 
and Indapend Value aI prow. and pack. controlling for. 
Dx=l= be-totr and indpood Value -I prow. and Led. 
Number of valid observations - 202 
Number of valid observations 167 
2t= Voice Dr significance 
...... ...... ----------- .... ............ Chl-squ 6 
-------------------- 
V. I- 
----------- 
DY 
---- 
Siq,, tflc no 
------------ 
Pearson 35.17054 30 . 21338 Likelihood Ratio 39.20201 30 . 12125 V. -Sns 
66.50097 20 00000 
Linear-by-Linaar 
. 00014 1 . 99072 LikelibAw)d 
Ratio 67.24586 20 00000 
association Liesar-by-Linear 3.40702 1 . 06402 
Association 
Kinial Expected frequency - . 198 Calls with 9xpected Frequency 4C 5- 32 of 42 ( 16. 2%) minimum lxpctd T-1-ft-Y - . 216 
Calls with gap- t*d frequency <I- 20 of 30 ( 49.7%) 
Appro. 1mate 
statistic Val" ABZI Val/ASZO significance Appro-to, 
-------------------- --------- ........ ........ ------------ 
Statistic 
-------------------- 
value 
--------- - 
MXI V&I/AsZO 
------- -------- 
significa-0 
------------ 
phi 42084 
Crammm. aV 
: 
18622 63142 . 00000 
Contingency Coefficient . 39791 . 21539 
Crawar, aV 3 1571 . 00000 
CAHItingeOGY Coefficient . 53390 . 00000 
Lambda a 
symmetric 00 0 ý 10 70 a0 0 0 0 1,01 *00 Lambda : 
with VISICOD3 dependent 
: 
00 0 00 023 33 
: 
1) 0 0 00 1 00 0 " . 14479 . 05273 
2.63156 . 00850 
with NoTrVzA2 dependent . 00000 
: 
01835 . 00000 1: 000 . . 
TOOD3 dopodkent with VIA 26 4 :1 @ as, 2 39 07 2 , 
, 
4: .0 722 1 
good. " A Kruskal Tan 3 with 
NOLTrP4 dependent 150 44 723 13 . 0657 2 .0 3258 
.1 VI ICDD3 dependent th S . 03810 . 01424 15 
Good. " & Kru. k. 1 Tau : 
4 with VI 1000) dpeadent . 07837 . 02269 . 
00000 
NO . Itb TrVZ82 dependent . 02 33 . 01025 with NOLTYP4 dependent . 10056 . 02096 
00000 
Uncertainty Coefficient : uncertainty Coefficient : 
symmetric . 06403 . 01533 4.01219 . 12123 symmetric . 13701 . 0253S 3.13319 
00000 
with V18 1COO dIma t 3 d " 67 5 0: : 0 1:: : 121: 1 123 2 : with VISICOD) dependent . 13235 . 02470 5.13319 . 00000 . adan t it NOTIVRA 2 . p wh 02 46 2 0 
:04 
2 01 . 121 5 12 2 1 with NOLTYP4 dependent . 13526 . 02611 5.13319 . 00000 
--------- 
vl; lcýý3- arup. 4 amocas by 
--------- 
NDTrVZS2 Idti-A O. C. Pt 
-I 
food ------------- VISICOD3 Grouped Region. by 
-------------- 
NOLTYP4 GýQup. 4 type. of holiday 
Controlling for.. controlling f V.. 
&MIMS bsýtotx and Andpood V&Lum aI saw and And. X3JXrWZ beantotr and indepond Value 2 prom. and pack. 
Number of valid observation# - 662 Number of valid observations - 190 
Chi-$ 
----- 
Val" 
----- 
DY Significance 
............ 
Chi-Squ a 
------- 
Value of Significance 
--------- 
Ps". a 227.60774 35 . 00000 Pearson 33.52500 20 00003 
Likelihood Ratio 181.14617 35 . 00000 Likelihood Ratio 35.69582 20 00001 
Li-. 1-by-Lia. " 13.46641 1 . 00024 Linear-by-Lift. - 3.217BO 1 
07294 
A .. ciation Association 
HAUL. " xxp. td Prq_Wqf . . 041 Ki---- Bp-td Frequency - . 
300 
Calls "i th 3:;: ctod Fro " nay < 27 of 46 ( 56.3%) Calls with Zxpatod Frequency -C 5- 21 of 30 1 70.0%) 
Approximate Apprtai.. t* 
Statistic 
.................... 
Value 
--------- . 
AZZI 
....... 
Val/MZO significance 
------- 
statistic 
-------------------- 
Val" 
......... - 
Mal Val/Asso 
------- -------- 
Big-Ifi-an - 
------------ 
Phi 646 3 8 .0 0 0 0 0 
PILL .* * %, 
Cr We V " 
: 
2 4227 0 0 . . .0 
Crssýls V 0 00 
Con 
Zgenay 
Coefficient 
. 50586 . 00000 
Contingency Coefficient 
: 
50757 00003 
Lambda : 
symmetric 1 63SI 03 05# 3.11132 . 00000 
Lambda : 
yZe"t"lo . 07979 . 02459 
3 08911 . 00201 
With VISICOD3 dependent 
:1 
9 3 4 13 
:0 
4 3 3 '121 04 *** , ,0 
with VI ZOOD3 dependent 6 0 00 0 0 '0 0 0 0 0 
With NDTIVES2 dependent . 1310: .0 3451 3.39512 .0 . . 
With NOLTTP4 dependent .1 3 199 .0 4 2 9 6 
3-01,11 . 00201 
Good. - & Kru. kal Tau : Gooheaft G Kruskal TAU I 
with VISICOD3 dependent . 08773 . 01464 110000 
with VISICOD3 4 spe dst . 0416S . 02062 
00031 
With NOTrVZS2 dependent . 06320 . 01233 
. 
0.000 with NOLTYP4 dependent . 09219 02239 
00001 
Uncertainty Coefficient : uncertainty Coefficient 
trio .0 2 6 332 01 '17 411 0 0' 0 0 
'Y-tri 0 :0 5 4 :: 43: 2 0 '0 
000 0 3 
With ICOD3 dependent V I * 0: ý12 
: 
* , 
3 013 
: 
77471 0. 0 00 
ICOD3 dopandst - th VI a . 11 4 3 96 
44 3 
.0 23 
0 . 00 3 
NO T jvZA2 4. podant With 
: 
01023 
: . 
. 012 5 
. '. , ,, 71 . 00000 
. LTYP4 dependent with NO 024SO 4.69432 00003 
329 
VISICODI aromped Rogiess by NOLTTP4 Grouped type. of holiday VIOICOD3 Grouped Region. by WOCOD3 Cl ... ifi-ti.. at uab., or 
Controlling to#. . Cýmntxelllnq far. 
UZNINDB beentots A" Indopend Value a3 new &M lad. WMINDS beentotr and imdopend Value -I prow and pack 
She". at Valid observations . 949 Pumber of valid observations a 20) 
ChL-sq ... 
.................... 
Val- 
........... 
DIP 
---- 
SL9.1ftoewon, Chi-xr- 
------------ -------------------- 
V. I- 
----------- 
DY 
.... 
Significance 
------------ 
Pa... - 180.96724 20 . 00000 poar- 31 83226 is 00079 Lkk. lkb. " Ratio 191.93494 to * "I" Ratio 21.93701 is 01439 
Ltmoms-by-L -as 42.41279 
: 
, I---by-Ll:. - 19151 
association A-L ties 
Ki-sam, I. p.. td Frequency - . 320 MI. L. - axpect. 4 rrq. -. y - its Call. Lth A. Posted P.. q-.. y 45- 11 of 30 4 34.11%) Calls with Rmpected Frequency <5- 14 of 24 ( 66 711 
Appro. imate Approwm. t. 
Statistic 
.................... 
V. I- 
--------- 
"at V. I/ASBO 
-------- ........ 
Significance statistic 
------------ -------------------- 
Val- 
--------- 
Asti V. I/AMZO 
-------- -------- 
Siqlfi. -- 
------------ 
phi 
. 57396 . 00000 
Phi . 39509 . 00679 C_., .v . 28609 . 00000 
Cromer Is V 12: 1 1 ` 
Coatievemay Coefficient . 49780 . 00000 
Contingencil Coefficient 
: 
. I. .7 
Leah" 
-tale y 11471 33 to 3 9S 00014 
I --bd- : 
Y-ti* X ;; 41121 . 027:: . 4716 .: 3717 
1th V, .,,... at 
: 
1 
:1 
31 
:: :: 
3 
: 
711 O 13 
: 
00 021 h SlCW3 dependent : , 0 94 71 2 3717 
,t Ih NOLTI 4 depe act 1 22: 122 . 04361 2.42902 .. 1,, 3 
with POCOD3 dpadmot 0 000 0 
: 
. : 
al Good- 6 K- k= Goeftax G alcohol Tau : 
: 
1 h VISICOD3 depondent . 10392 . 01507 00 0 00 
with VISICOD3 dependent .0 .. l 0002) : t 
Ih SOLTIP4 dependent . 12418 . 01670 . 00 . .0 
with 1000003 timpe. 1mot 02073 
U. rt. 1-ty Coatfiainat 1 
Uncertainty Coefficient : I 
y. e. t. . 13892 01465 0.65200 00G. 
=* 062 20 1 : 07 
with VI "coo, depsed'est .1 2.. 
. 
13200 0 " .0 
0 
on 
... I dependent . 1 : 
TIP 4 dependent M. .1 
:: 
.2.... 
:. 
1 14 . 000. With 
WOCOD3 dkWwAmt 
--------------- 
. 09410 
------- 
. 0227S 2.9 093 
----------- 
01639 
------- --------------- ------- ----------- ------- - 
VISICOD3 Grouped Regicas by 3000003 Class ification of nuabor of tz-11or VZS1CODJ Grouped Magion, by MOLTYP4 Grouped type. .9 holiday C.. trollinq to... 
Controlling get.. 
BzMrMX k. -. tt, and id. Wad Value -3 and too BRAMMI beentot, and Insimpand Value a4 now mid pack. 
Number of valid observations $66 
Push" .9 valid oba. m. tions, - 1,106 
Cbi-4quar. V. I- of Sigifi. 
----- 
Val" 
........... 
Dr 
---- 
mignigi -- 
------------ 
-------------------- ----------- ---- ------------ 
44.11027 is 0001, 
345.87236 20 . 00000 Liklihocd Ratio 42 . 
91 452 15 1.11.1 4 
Likelihood Ratio 324.00522 . 11 
. 00000 Limar-by-U ar a. 03314 1 15381 LL"ar-by-Liname 31.01765 1 
. 00000 Association 
Association 
&ism arpected rrequancy - . 
608 
Malmems Upeated Frequency - . 125 Calls with topect. 4 Frequency <5-9 of 24 ( 37.3%) 
Celle with Zxpected rrequenny C27 .9 30 1 23.30) 
Approximate 
Appro. inat. statistic Val" ASSI V&1/AS2O Signific co 
Statistio 
............... 
Val- 
--------- 
Asti VIER's 
-------- --- 
!! LitL ases 
- -------- 
-------------------- --------- -------- -------- ------------ 
phi 0001, 
phi 5 5: 2 0 0, , 0 0 Cron- IV 0.0 " 
Crame. -O V 
:. 
7 . 
: 
.. . 0 . C-tLavuy Coefficient . 
24: 21 
: 
000 it 
Cactingency Coefficient . 49108 . 00000 
Lomb. i. ffywmotýi. 02S2 097 3 S.: 5: 7 0 . 
00 3 
yment. is : . 00164 . 02171 7 a 00 
i 1 0 0 With VINICOD3 4mpan4act 
: : 
017 1 . 
:5 
: 
a 0129 .7 
:: 
00 3 
1th VI XCOD3 dependent BIC . 01163 
6: 
4: . 0112 3 1:: 02 
: 
303 3 9 with MOCO03 bive d .. 00 
with IFOLTTP4 dependent . 25064 . 0197.7.40046 . 00000 Goodson & KM$k&l 
:: 
ftodeas & gru. kal tam v with VISICOD3 dpamalem . 019 
: 1th V, a XCOD3 "pendent 07430 -6,00, . 00000 with WOCOD 
I dependent . 01507 . 00530 0... 
ittl NOLTTP4 dependent All., . 00000 VVA-rt&iAtY 
Coefficient : 
Uncertainty Coefficient t Gyned trio . 02703 . 00004 3254: 00016 
symnsattle . 10820 . 01072 9.25612 . 00000 with 
VISICOD3 dp.. 1. ot . 02241 . 00612 1 3254 . 000 16 
ith VISICOD3 dependent 1** : *1 * 7 :,::: ` 0: , with MOCOD3 dopemkot 0 3405 01 006 3.32545 00016 : 
Ith NOLTYP4 dependent 
: 
1071 : . 
: 
.10 13 
:. 
0 00 
".. be. at Kissing observations. 713 
VISICODS Grouped Regions by WOCOD3 Classification of number of traveller 
.- .......... . ....... ........... ..... controlling to .. ; 
vi;, 3 romped P"I-s by NoCOD$ Cl ... it io. ties, of Gusher of t rawallor SMIMDZ beentatr and Ladepnd Value -4 new and pack. 
Cast 
=11L. 
9 few.. so 
BLINrNDZ boontote and Ammispand Value 01 prow. a" Ind. Numb" of valid observations a 1,259 
Gunther of Valid aboorvatioem - 231 
--------- ------- - ---------- .... 
fignifi. 
------------ 
a - , I" a Dr Signin ance n 
-- ----- .. 
2!:. 
......... .. ............ *", *a 
44.61676 is -0,00, .. Likolibooil Ratio 48 64934 1S 0., 
1 . 31 72 
Unear-by-Unear 1.99631 1 15813 
Ratio 20. 
: 
1 
:I 
is 4 Association 
Li.. Ac-by-U 1 :1 . 04300 1 13973 Mii. - Upected Fmquanýy - . 100 A. &-1 t4aG Call. with Bpctd Frequency <3-6 of 24 ( 23.0%) 
KL'i- R. p"td Frequency . 597 Cello with 3xpectod Frequeacy, C 5.13 .9 24 4 $4 201 . Approximate 
I to tiatio Val" Asti VaI/Aszo Signitiam a 
Appzvolmote 
-------------------- --------- -------- -------- ------------ 
...... 
a to tL at Val" "at Val/Asa* significance Phi . 19242 . 
00004 
--------- ........ Cr or's v . 11110 . 
0.00, 
contingency Coefficient . 10896 . 
00004 phi '1 3 It 472 
Creams's V :. 1171 
Coati-a-may Coefficient . 2.2 . 3141, Lambda 
, Y-trio * 0 n0 - *,, *o* Lambda VISIC with VI ZOOD3 dopencient : ., .o . . 0.00. Y-t. 16 . 01747 01412 1.07170 28399 with WOOM3 dp-Aamt . 00000 . 00000 : 
Ith VISIC003 dependent . 02703 
. 
02494 1.07170 
. 
. 28384 
o-dam S Kx-kal Tau : 
with VISIC003 dependent . 01021 . 00317 
00000 
.1 th WOCOD3 dependent. 00000 : 00000 ith WOCW3 dspand-at . 01228 . 00381 
. 000, 
Goodamul 4 R-. k. 1 Tam ý U-:, talety Coefficient : 
: 1th VISICOD3 dep-d- t . 01 677 00806 . 
11098 symmetric . 
01710 00441 ],:: 370 00( )02 
t ith MOCOD3 dopeadft 0 . 
02 of : 00936 . 63621 with VINICOD3 dependent . 01445 
a 
.03913 
370 ,) . 
00 02 
L, -. tailty Coaftioinst I with POCOD) dq-. Wt . 02122 00370 
3 61 370 00 002 
. yanst. . 03426 . 01230 2.71427 . 19943 : Lth VIMICOD3 dpond-t :4 ) 2803 - 0, 06,2.71 427 1 3 Musber of Kissing observations; 330 
t Ith N00003 depa".. 0 4 218 0 5 .I16a . 
71127 
: ::: 
3 1 
330 
WDT1VR42 Notives &now% a. " by INX)WJ claselfteatt" of humbes .9 %-116. NOTrVZX2 Motive. except food by "0=3 Cl assificati on of ovmbar of traveller 
cont.. Iliov e. g.. C-trolli. 9 far. 
azmrmm b"ntotff an& Lad"O" Val" 01 PC". and Led. UJIMMINDE bomcit. tv 6" Andep.. d Value -4 mov and peck 
W.. "x .9 Valid ob. sevatleam - 234 Number of valid absorvatLons o 1,232 
Chi-sq. ... 
.................... 
Val" 
........... 
Dr 
.... 
sigalficancei 
............ 
chl-square, 
-------------------- 
V. I_ 
----------- 
Dr 
.... 
Niqmilflcan.. 
............ 
Pa.. - 44.16113 at . 00132 
Pearson 69.2948S at 00000 
LAk. lihned Ratio 37.41460 at . 41399 
Likelihood Ratio 40.56899 21 0011, 
Lina-by-LL at 1.94491 1 . 14314 
Unwar-by-L. Les- . 19192 1 17ýll 
A. -I. ti.. Amooci. ti.. 
Ki. 1mams Repeated Fcq-., i . 197 
Kii. - 9". td F.. q-., y - . 201 
Call@ with Z. P- ted ft. ".. V -C I- 84 of 32 1 19.00) 
call@ with amp"ted Fro"nov <1 12 of 32 1 37 . 5%) 
Approal, mat. Approuloate 
Statlatle 
.................... 
Voice 
--------- 
AA44 V. I/ABBO 
-------- ........ 
aLf. 1fteamme 
stou. tic 
-------------------- 
------------ 
Val" 
--------- 
Axel 
-------- 
VWASAO 
-------- 
SLg"fi- 
------------ 
Pki . 44411 00122 
PILL : 11171 
cc-.. @ V 
. Crammer's V 
cactingsway Coefficient 
.... 
. 22759 00000 Ceoungemov 
Lombd. 
Lambda 
y-trie . 00478 . 00405 1.11735 . 23904 . Y-t. i . 02092 1234 1.44330 0 . 10051 with NDTIVRM2 dependent 5 02 0 1 01 4 ' 'M 01 S 7 : 1th NDTrVRA2 dependent 000"', : 0 Oto 0 Ith NOCOD3 ftpadmit W :. cast 3 : 63 : 00 75 : 4: 2 $5 410 ih YOCOD3 dependent. : 04930 . 02941 1.64239 . 10051 Goodman & Kmakal Tam : 
Goodmani A Kru. k 1 U. with varrvKS2 dependent . 00300 . 00158 . 17028 8; Itb NOWTV2 "" t 'd- 2" '0 , 0 1 0 50 02509 with =)OD3 dspond.. t . 01050 . 00462 colic : 
dependent I th 00000, . 3 3 
: 
. . , 2 
:0 
'lot I U... rtainty Coefficient 
...... ty coatti. imat my-trio . 01321 . 00439 2,91091 . 00434 
. Y-txi 2 3 ' ' ' with DWIV222 dmpand-t : 10 0 ' : 0 03 : 0 0: 7 2 :: 3, 0 0 : 
2 dependent with MOIMS ...... 
: "".:. : : 
O I 
a:: 
with WOODD3 dependent .1 73 07 1 005 2 05 2 . 7 
: 
0 2 . 0 0 34 
with WOCODS t . 07071 . 09461 3.15926 . 013ps 
--------------- ------- ----------- ------- 
vumbý of Kis. imq aboe"ation. : 337 
NDTXV392 Untivas excapt tend by 1900OD3 Clao. ificatAosi of Rumbee 09 tzavellor 
--------------- -------- ----- ----- -------- 
Controlling to... SIMMIND2 b0ontott and ind"ad by MOTM22 NDti"& 010-Pt to" 
BRANINDE I. -ttr and Ldopmcd Value m, 2 prow. " pool,. controlling for.. VISTCOD3 Gro%gmd Angious Val "-I Werwata, 
Dhe". of "lid b.. -tiow. - #of Number of Valid obs-ation- 31S 
...... 
Chi-aqý ....... 
---------- ---- 
V. Ive 
..... 
DY at at 
-a- -- -- -- 
Chi-squar 
-------------------- 
Value 
----------- 
Dr 
---- 
§i9, Uf1. _ 
------------ 
P.. a- 12.81080 is :7 4133 Pmr. o. 43.60405 21 . 00263 LU. 11head Ratio 11.01263 0 31 bood Lik. 11. "ti. 43,43120 21 277 0 0 LL-r-by-Linsax . 60449 1 Li"AS-W-UNO&Z 3.34641 1 
:. 
. 1735 
A-iatioft hasoalatice, 
Hi't"" axpeoted Frequency . 194 Kininum, MxpeoUd FrocrumanY . 057 Cells with aspects& Ireqoavy Ca- 20 of 28 71.40) Calls with Rigpected Froquency <5- 17 of 32 ( 53. 1%) 
Approxi-to Approxi.. t. 
statistic 
-------------------- 
Val" 
--- - ---- 
JISRI V. L/Asso MigUL9164009 
------ 
statistic 
-------------------- 
V&I- 
--------- . 
AXZI 
....... 
V&I/ASZO 
-------- 
siquific 
------------ 
hi P 2 S:: 3 71 11 1 11 - 37206 . 00243 . . -s-6 V 
:. 
, . 
:7 
. 1 , C ramor. aV 
: 
I'll, . 002 3 Couting"ay Coofficient . 25064 74133 Contingency Coefficient . 14.7. . 00213 
L. mbda I Ludda : 
my-tri 0 0 00 0 0 0 0 1.00000 my-tric . 0802: 0315: 2.1 07:: . 006" 
ith N"rV2-2 dependent 
: 
- -. 0. 
01"1 00 
. . . 0. 
: 
01.7 1.00000 with DRENINDS dpood"t 9 112 
: 
S 061 . 1 73S * 7 . 012 1 : 
ith INXMS t . 00000 . 00000 with a1DTrVRS2 depOOd-at 
: 
06077 . 02729 40014 2 . 01217 
Goodoeum a Prask. 1 lam , goods" A K-W Taw ; 
Ith NOTIVRA2 dependent 5 0105 018 . 76294 with SKE01=3 
dependent 05139 . 01687 -0, * 
I'A WOC003 dependent 
:0 
@Ol 
:: 
1 30 . 50747 with WMIV182 
dependent 
: 
11317 a Ol I'l . 0. o. O 
.. ". tr Coefficient I 
: : 
Uncertainty Coefficient : 
symont. .0 364 82 2.53021 . 01 . 60563 symmetric . 
05033 . 01401 3 
53841 00217 
it NOTM22 dpendma t h 02 4 8 a5 2 1 * 3 0 0 63 with 
ZZININDS depood"t . 06046 '(11494 3.: 3: 41 . 00277 
t 
: 
ith WOOW3 dependen 
: 
05 2 0: 
: :: 
4 3: 2 
R. : 
1 
:: 
0: 63 with NOTTV222 dependent 
---------------- 
.I 013 1 
------- 
.0 201 I 
----- 
3.3 41 
------ 
. 00217 
------ --------------- 
HDTTV382 Ktiva. maeopt food 
------------------------- 
by POCOD3 C1 ... Lfteati. of .,. be, of ARAWINDR být*tr and indopend by NDTrVZ22 Notlws except 
food 
C_ 11 control ins for.. 1 , 
mA todopend Val" a3 U: N beente "w wA Led. 
G.. %qd Mqi. a. Value -2 As"- VISIOOD 3 
Musber of valid obarveCion. . 660 
3hudoer of valid obasu, atiome - 1,041 
CU-5, "a Val" Of lignifican a chi aluo 
------ 
of 
---- 
signifie" - 
------------ ------ 
----- 
r 
--- - ------ - ... ------------ 
Pearson 2SO. 12955 21 00000 
105.79143 at 0a 000 : Ratio Likeli 229.86374 at 0000. 
Likelih-d Ratio 84.60391 21 0 10 
!:::! 
Linear by-Lizauý . 02059 
asset 
Limmar-by-Limmar 16.08063 . 00002 Xasociatlon 
Association 
Winjans' lxpect*d rroquency - . 155 Kiftlý B. P-td . 290 Calls with Repeated rrequemy <5- it of 32 ( 34.41) 
C. Ila with Expooted Froq une cy <I. IS of 32 1 44.9%) 
Approxisate 
Amraw'-to statistic Val" ASIA V&l/ASZO fignific-ow 
statiatio 
.................... 
Val" ASU Val/AMR* at clean . 
.... 
t .................... --------- - ------- -------- ------------ 
--------- -------- -------- _. ... 
Phi `0 0 * 0 
Phi 979 3 czaner's V 2 " . 0. 0 
C. - C-6 V 2 7: 
: 
22 7 : . 43727 . 
00000 
Cootinse-cy 0-officlact . 36 1s . 00000 
Lambda mynnotric . 012 * 0099 
6 01 3 :8 . 0`0 
symmostri 64 )41 3027 1. 3 9 0 . 0 23 with 
1kZZX1XD9 depends t 
:: 
03 0132: 2 2 2.8 1 : 0. 
Lth NDTrV182 dpoodmot 
::, 
5 1 1 
:, 
2 
:: :0 
, 13A4 0 
: :0 
with NOTrVRM2 dp.. d.: t 07: 61 . 0140S 
5.2387 00000 : 
Lth WOOOD3 dependent . 0203 . . 02414 
1: 
60,44 
: 
1LO113 Goods" 4 Kru. kal Tam : 
go. dwan 6 K-. k. 1 Tam , with URNIND& dependent . 005$7 01003 
00000 
lth MTM22 dependent : 27 1: 00607 . 00000 : 
Ltb UDTrV9S2 ckiperAnot 0,3 ,9 00 13 . 0.. : 
ith MOC003 dependent 2 
: : 
.. . 00000 ,. 
rt&inty Coefficient 
Unaw. tainty C"feWmat : 
: 
my-etric . 06451 . 01024 
00 : ::: 00000 
symmme tri . 06 94 4-1 0 .0 0 00 0 with 
SOMMINDS depondant .1 05 17 ,01a1 : . 
00 000 00 
ith NDTTVX22 dp.. dmat -04147 ." . 000 
:: 
92 C. .0 . . with NOTZVR22 dp.. d.. t .03 703 0S j 0 
8.00496 . 00000 : 
ith NOC003 t . 09754 -01440 4.58903 . 00000 
331 
RUMDOB boant. te and Ld., end *V HOWTV393 native. ... "t food SZXMIWM basototr and Lodspand by WITMISS NotAve. except food Controlling for.. contralliag for.. 
VISICOD) Grouped Ragiong Val" 03 Maditor reacts VISICOD3 Grouped Rooions Value a4 Undecided 
".. bar .9 Valid 252 Number at valid observations 
190 
Chi-eq ... 
-------------------- 
V. I.. 
........... 
of 
.... 
signiti -- 
............ ------ 
Ch, _.,!! _* Val of signiti. an 
.......... . 
Pa... - 07.32012 is 
10.2 1 0 0 1 a , 
Lik Iib-d Rt L 11-011, 1 8 O 00 LL . 11hood Ratio h 31. . 1 15. ' . , 
n:. . 
: 
LA r-by-Line 1 O. 
l. 
. U oar-by-Umeaz 01664 1 . 09198 
A ... elation 
A.. -L. ti. n 
Kiftlem tap-td re. "noy - . 032 Kinison Repeated r-quenaw - . 688 Calls with ltzpated Frequency <6- 23 of 32 ( 11 . 9t) Call. L%b I. Peatod Frequency C5- 14 of 20 ( 50.00) 
Appro at. 
AM"'Imate statistic V. I- AAZl V. I/"go &Lgnificanz, 
statistic 
.................... 
Val- 
......... 
"ZI 
-------- 
Val/ASNO SAgma.. --- -------------------- --------- -------- -------- ------------ 
,U ': ' 
phi 0 0 0 0 0 Cramer-s V 
:M 
O 3 
C. amer'. V : . . . . . Contingency Coefficient . 37203 01803 C.. tL. q. _Y Coefficient . 30906 . 00000 
Lambda 
I --bd- 
symmetric " *' ' 1" ... -: . 6"', 
. Yaostrie . 12132 . 03963 2.90054 00393 with azzxDan dependent o . . 00 2318 000. 1, . 00.0 
wit UK INDS dependent hM 0 91 :0 035411 1 3: 201 
:1 
63 2 With IVTrVxs2 depowlent . 00133 
: 03603 21925 82124 
. ith WOT7VZM2 dependent 
: 
1 Is 6 
:0 
5717 
:5 
a43 . 01"'1 an & Kru. kal Tau 
Q_= A R". k. L Tam i with DMINDE dependent 7 ': D' . 020 :2 .1 965 : 
L t 83 NrWD2 dependent 440 '02"1 2 00 0 ,0 wit 
NoTrVZS2 dependent a 4 22 oo. 0 131 : 
t 
b 
,z i NDTM22 dependent 
14 : 
08297 . 0173 3 
"0 : 
4 0 Do U. cert inty Coefficient 
uncertai ty Coefficient I symmetric 
0: 20 : 71: 0' - :0 : 171 
sy - .4 . 1436 2193 0 2315 00000 
with UZNINDZ dApOnds nt 0 . 22 : * 
0 ý I 7 
. Ltb REWIND dependent 2 "1 
: 
1 
: 
02 32 
:: 
2 6: il 0 
:0 
000 w Ith W0TrVZS2 dapands. t . 032 6 1 a 1 13 3 52534 . 081 71 
dependent with NOTM83 
---------------- 
: 
12326 
------- 
. 01: 10 
----- 
st ca 
------ 
. 00000 
------ 
Number of Kissing Observations: 
- 
)S2 
99=1109 boontatz and indepe" by N0TrVIM2 WDtives ox"Pt tend ---------------- 
------- ----- ----- -------- 
am. . SZMIMZ beentot, and jadepead by *OLTfP4 Grouped types of holiday VIMZC003 Grouped "is- V. I- -4 Anatolia & black So. Controlling for. . 
VISZOOD3 arouped "ines Value -I Marmar& Number .9 valid ob. orvacion. . 30 
Number of valid observations - 230 
. : hi 8r - Val- or UgMaiti. scam 
...... - ------ ---- ------------ 
-- 
.1 
--- ------ 
V we or 
.... 
u9nifl. a 
------------ 
Pa... " 07 771 
------------------- 
'i 1 he 'hood Ratio . .1 1 901 9 ftaxacs 19.53134 12 . 0764t 
a. 11417 1 . 09344 Likelihood Ratio IS. S 920 , 12 . 22SIS Association Licoar-by-Lins" 6.06506 1 . 02440 
Association 
Kialmon, BXpected froquomer 
. 100 
Calls with 3ap"td Frequency C 5- 26 of 28 1100 . 0%) Kinimus, Bxpsoted Frequency 
061 
Calls with xxpa. t-d Frequency , 5.14 of 20 1 70. 0%) 
Approximate 
statistic Val" all Val/Asno significance Approximate 
.................... 
2 
-------- ------ ........ -------- statistic 
-------- 
Val" 
......... - 
Anti 
------- 
Val/Asto 
-------- 
sigific 
------------ 
Phi 4 6 77107 
------------ 
C oor, aV 
: 
3: 4 
:: 
07 
: 
771 phi 0 z 
ati. q. -Y Coaffioicat . 65479 1 77117 -0 V Crowe 
4 :2 : 7 : 
Contingency Coefficient . 21 77 07 6 9 
Lambda 
symmetric . 10911 . 04466 1.14834 . 03161 
Lambda 
symmetric . 02&39 . 02 071 1.15 0 . 
246 6 
: ith UMINDI dependent 
ith WDTrVI9A2 dependent. 
: 
02 0000000 0 
: 
0000044 00 0 
2.14834 . 03169 with SIMTHDR depandon .0 31 2S 0 , .2 64 
: 
1 is 0: 
: 
246 4 
Good- 6 R`w. kal Tau , with 
NOLTrP4 dependent . 
00000 
. 
00000 
with U Adam z W xN D9 "_ t 15337 . 03 5 9 
0 170 60 Goodman 
& Kra. kal Tau : 
: : wit BRIOUND2 dependent b 01892 008,9 37403 82 dependent with ND T rV 3 0,0" 7 02 7 3 6 0 3,4. 
w ith, NOLTYP4 dependent . 
02346 
. 
02142 . 
04313 
Uncertainty CoeftiaLost I 
Un - thlaty Coefficient : 
symoste is . 
10614 
. 
04776 34377 3: . 6olis ryseetric . 
04029 
. 
01923 2.0157: . 
22 3: S 
with U134DIDI doperAso , , 1 177 with B&MIM2 depondmat 0 0 ' - O'S' 
,0S 7 2 5 23 
WTrwaa depend.. with a 
................ 
A72 1 
....... 
5 
..... 
., . , 77 
...... 
11 
...... 
with NOLrrP4 dependent 
: 
. 17 4 S 
.. 2471. 1,74 
..... 
: 
225IS 
....... 
URNTMI bassitats and Ladepnd by NDTZVZS2 Ubtiven except 9-4 
....................... 
azzunmG beentote and LndwpwW by NOLTYP4 
...... 
Grouped typos of holiday 
90c.. Cont-111 Controlling for. . 1 
VISICOD3 ouped Regimes 2 Value a6 Combination vISICOD3 group" Roqioah, Value a2 Aegem 
Number of valid observations a 499 Number of valid absorwatLons w #12 
ChL: S=.. 
......... . ...... . 
Value.. 
........ -Dr- 
sinifi. &A - 
.......... ------ 
ChL: Squ 0 
--- ---------- - 
value 
---------- 
Dr. 
--- 
Sigmno cc 
------------ 
W. . -a 91.93153 21 *0 "'m 
130.16503 12 0 0 00 0 
Likelihood Ratio 96.03022 21 0 0 Likelihood MUG 12S. 62216 12 . 0 0. 0 0 
Lina-by-Line's 9.14211 1 . 00291 Linear-by-Li. ar . 
25006 1 . 61016 
Association Association 
Minimum arrested frequancy . 282 
Minimum RApectd Frequency - 1.700 
Call. with Aspected FrequarM C I. 14 of 32 4 43. 001 calls with 
axpacted Frequency C 53 of 20 ( 15. 0%ý 
Approximate 
statistic 
.................... 
V. I" 
......... . 
Asti 
....... 
Val/ASRO 
Appro imiste 
sig"; Laa" 
----- 
statistic 
-------------- 
Val- 
......... - 
Asti 
------- 
V&I/Mzo 
-------- 
signific no 
------------ 
37 0 0 0 phi . 43053 :0 0 0 0 0 Cram". aV 
:: 
2 
: 
21 0 0 . Ccomer-a V . 24857 . 0 . . . Contingency Coefficient . 35412 . 
00000 
C'Atiagmecy Coefficient . 39644 . 00000 
Lambda : 
Lambda ! 
symmetric . 06600 0155, 
1 01 587 
symmetric . 07335 . 02593 2.11476 . 00659 With SZMXMDI dependent 0 . 0000 - 00.0 ith Uxuz)4D depend- M t : 11111 0403: I 6 2 6 11 I 00 :0 'itb MOLTY dependent ... 1 . 0211. 
1 06... 
NOT t b r"Aa depend" 03873 
: 
0336 30 3 1: 1 03 
: 
25 46 
'4 
Goodman & Kruskal Tau 
Goodman 6 K". kal Tau t with RRIMME dependent . 07841 . 01440 
00000 
WLZXrMg dp-Aen t 1 t, , ... 01 "' 2 Do"" 0 * with MOLTYP4 dmpmAmOt . 06270 . 01122 t 
: 
1 . " P l " " 'V l 
:. 
0 . , 0 0 mcortainty Coefficient : 
"I I. i -t I .... 
21st 
Y e n-tric . 05936 '01044 
: : 1 7:: 'co 000 
symost is 07240 013 01 5.1 1: 2: 1 00 000 ith USUM dependent a 0 01211 . 1 7 00000 
1th SMrMD2 dependent 
:0 
317 : 1 
:05 
4 s2 2 * 
: 
1 00 00 with MOLTYP4 dependent 
: 
.. 0 . 00923 
5.67185 : 
ith WTrVMM2 dependent .0 375 . 0124: 6 46251 . 00000 
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MAXIMA bommatet. and indepmug by @*Lrtpd orsup" types of holiday SEXHIMM beentotr and ind"nd by HOLTYP4 Grampad types of holiday Controlling far.. Controlling for.. 
VISIODDS a ... Pad Regime. Vol- .3N. "t.. - ne - VI21COD3 Grouped Regions Value -4 Undecided 
Y-b.. at -lid b. -tisaa . 224 Pmb- of valid cbr-tic.. - 156 
Chi-sq. &.. 
-------------------- 
Value 
........... 
or 
---- 
significance Chi-aqua,, m 
------------ -------------------- 
Value 
........... 
of 
---- 
819nifi. an.. 
------------ 
P .... ft 28.75922 12 . 00424 
pearoon 29 84506 12 00295 
Likelihood Ratio 25.21739 12 . 01339 
LLk. 11).. d Ratio 20 31201 it 003S4 
Li_-by-LLc.. r . 72451 1 . 39402 
Li-ar-by-Li-" 9 13028 1 00948 
M. -tati" Association 
Kinimmom Zxpa. td frq-cy . 416 
Nial. - axpontd frq .. of . 125 
Celle With Zýp.. td rrq-MT <5-9 of 20 ( 45.01) Calls With Ipwtod Frequency <S- 12 of 20 ( 60.0%) 
App". 1-t Approalstato 
Etati. tio 
------------------- 
Voice 
......... 
A1131 
-------- 
V. I/Agno 
........ 
sioniflo-1 
statistic 
-------------------- 
------------ 
val.. 
--------- 
Asti 
-------- 
VaI/Amzo 
-------- 
significance 
------------ 
PAL . 35831 00428 
Phi 
- C. -... V . 20617 
. 
00429 
Cc-r aV . 21213 
ft. ti. ".. Y Cceffioi.. t . 33731 
. 
. 00429 
Contingency Coefficient 40074 
. 00295 
Lo. bd. y-tric 03039 02376 2.34922 01878 
: y_tzIG a 331 : 02313 1 0617 1 5: 67 with RX3XrMx dopeadmot 0 0 * 000 * 00 co 0 ith samnsDa dependent : 1124 6 
: 
02431 
:0 
1 0224 2 
: 
31 3 With NOLTTP4 dependent 21 084 03490 2 34992 01619 
ith SOLTYP4 dependent a . 038 4, 7 . 0,45 .0 14 00 . 21395 Goodmiam, A K-. k. 1 To. : Goodý 6 11-1k, l few : With DEMME dependent 0168) 0311 000-IS 
with DZZNDID dependent A 05,90 . 02 'o 63 With NOLTTP4 dAV-dent OS446 
: 
. 0147 00.71 1. . 1th 10 21 M dependent 
: 
M. 
00 
2 . 0133 Uncertainty Coefficient Uncertainty Coefficient : sy-tric 0817, 02: 09 30 12 001 4 
. Y-tri = . 04669 . 01209 2.53754 . 01339 with AzZNrM 
depend. t : 3 : .. 3 41 3.1.: 1 2: 
: 
oo 3 
With DIDE dependent . 05397 . 02107 2.63754 . 013311 
1 th NOLTTP4 t d".. 6- . 015 7 . 021111 30 9125 ý0035: 
. Ltk MOLTTP4 dependent . 04112 . 01591 2.53754 . 01339 
-------------- --------- ---- ------ ------- 
P.. b- of Ki.. Lg observations : 715 
BZMD'Dg boadt0tv and 144OPMA by MOLTtP4 GconVed types of holiday 
--------------- -------- ---- ------ --------- 
Controlling for. . RREynR)Z 
bmantýtr and Ldep.. d by MOC003 Cl ... ifi.. tt.. of WAA-. of t-11-1 
VISIC003 Grouped Regime Value ,4 Anatolia A Black Sam, Controlling for. . 
VISICOD3 Gropd Region. V-1- -I Marmar- 
MuNimt of valid oboozvationo a 24 
N%Uber of valid observations . 314 
------ 
Chi-sq .. 0.... 
---------- ---- 
of Sig. 4fi. an.. 
------------ 
Chi-Swar, o 
-------------------- - 
V". ' 
---------- 
Df 
---- 
SignIfic 
------------ 
kaer 0. IS. 35515 12 . 22259 Pmmaom 14.24335 1 . 1138 1 Likelihood Am= 13. 0142 9 1 2 . 30622 Likelihood Ratio 14 317 1 3 , 359 1 . 56237 unmar-by-LLO-ex aseaciatice, Asoci. tim 
Kiaixammý tap.. td Frruwy - . 125 Mini-- Smpect-d Fr-qu--7 - . 911 Cella with Z. P-td Iftqu.. " <I- 20 of 20 4100.00) calls with axpected Frequency <5-5 or Is 1 31 . 34) 
Appro. imote Approl. -to 
statistic 
-------------------- 
Value 
--------- 
ARE% 
-------- 
Val/ASRG sigitic- 
------ 
statistic 
-------------------- 
Val" 
------- - 
AazI__ 
----- 
Val/Asso 
-------- 
ligulficance 
------------ 
Phi 7: 1: 7 2225 9 Phi . 212 32 . 113: 6 
CV-8-0 V 
: 
ý 1 : : , 2225 cromag`. 0 V 5 . 122 8 . 113 6 
Contia"noy Coefficient . 2493 . 22259 Contingency Coefficient . 
20769 . 11396 
Lamb" I L. Wld. : 
. Y-tgio 11111 15221 . 65514 . 48607 
syýtric . 02201 . 05420 . 41614 97131 
with UMDIDI dependent 
: 
21429 :1 751 L 1 5 5 4 . 2 4 3 0 
With Rx=DM2 dpeadmat 03371 . 01 9 6S . 41614 67731 
With NOLTTP4 dapeadon t . 1,0000 1a042 
: 
00 0 0 0 0 , ,0 0 1.0 with WOO003 dependent . 00000 0 0 0 00 
ft. dmmý a Kruskal Tau I Good. - 6 K. "kal Tau : 
IM ith ZKDMI dependent 1171 07,1 2 0'40 . 
0' th ARMIMM dependent . 01: 62 . 01 03 9 02: 1 8 : 
ith IOLTTP4 dpead"t 
: '. 
89L 
: 
06 
: 
1122 NOCOD3 dependent with 0 1 .IS 0 . 01 .11 
1 .. 4 
Usem. taLaty CooffiGiout I certainty Coefficient 
my-trio 07889 2.40150 30 2 2 my- tria -= . 
02224 01171 1.94513 .1 0 :,: 
ith JUMNIMI depend" t 
: 
22 13. 0 62 2*, 18150 
: 
a 0 3 
XMS dependent with . 02 00E *0 
1 0 2 : 1,9 . ,1 
ith NOLTTF4 dpmdoet . 21077 . 073 34 3.48150 . 30622 
with HOOOD3 dependent 
---------------- 
02682 
------- 
0 1 3 4 
----- 
1.14 13 
----- 
10,14 
--------- ----------------------- 
XMDIXMZ bessitar, and indpnd by NOLTIP4 
----------------- 
4mnp. 4 type. of holiday RMINDZ bttr And Jwjapmd by NocoD3 classifica tion of number of traveller Controlling tot.. Controllinq for.. VISICO03 Oranwed Owgion. Value -5 combination vjsjCoD3 arcVd magi. n. Val.. -2 Aq. - 
Buenas of Valid ho. rvati.. 8 - 434 pumber of valid observations - 1,065 
Chi: Squ re 
......... .......... 
Valuo 
... ...... 
of 
---- 
Bigniticance 
------------ 
Chl: Nquare 
--------- ---------- -- 
Val" 
--------- 
or 
---- 
Siquafic" 
------------ 
"-co 41.929#4 is . 00003 Pearson 29.15097 `0 .. likelihood Ratio 43.07241 13 . 00002 Likelihood Ratio 20 7011 , 0.073 Lin .... by-Limar . 63327 1 . 42416 Limem, -by-Umar 10 2910: 1 . 
00134 
A-aciatiou Association 
Kind- Expected frequency - 1,712 Kinium Impacted frequenw - 2.6so 
Call. with Spomtd rmequnoy C5-4 of to ( 20. 00) Calls with aspected Frequency < 5-2 of is ( 12. 5%) 
Appro8i-te Appr.. ý. t. 
statistic 
.................... 
Val" 
--------- - 
&SRI 
------- 
Val/ABBO significance 
- 
I tu. uG 
-------------------- 
Value 
--------- - 
ABEL 
------- 
V. I/Azzo 
-------- 
S. qifiomn- 
------------ 
0 '0 0 0 3 
F t I: S 01 10 1, 
V 7 04 0 00 03 Cr or I* V 1. 0 
0 . 0 1 : 
Contingency Coefficient . 25620 . 00003 
contingency Coefficient 1632) 000 1 
1_dsda , 
. yommitria . 08023 . 02721 2. 21 5 
Lambda ; 
Y-. tic = 00140 . 00129 19245 
: .. 
dependent Ltb RAINME LISO, 0', 0 4 2 
: 
6 
: 
2 . 92 . 1, 
with rMS dspeadaut 00251 01341 . 1924S 03 : 
t Ath MOLIT94 dp-Aan 
: 
OS036 : 034 ,1 S 4, I. 223 15201 
With MOCOD3 dependent 00 . 000 0 0000 
oo. dmý 6 Rem. k. 1 Tau 1 . GoodoM 
4 Fý. W TAU : 
BE depoodent ith Rolm 0 2 0' 2 2 01,43 00000 
with RZXNIND9 dependent .0 1 316 0 05 38 "000 
i. OLTTP 4 dependent 
:..: 
ý 7 :. 0.4, . 00001 
With MCOD3 dependent , 0 0 67 0 a3S oolo. 
Us rtainty Coefficient : . uncertainty 
Coefficient : 
my-t. i. . 03831 . 01003 1 48906 00002 
my-trio 01307 . 00513 
2.70741 00073 
' 
with SEEKDOR depon4am 1 :: 4 4 '01 a : 
. 
3*::: 0 : 
. 
'00 002 with 
uzmrmDs dpeadot 
Ith NOCW3 dependent 
01 1387 
014 7 
00, - 
001.1 
0 
1 7.7-1 
21 "1 000 73 
O. C. 73 
with BOLTIP4 t depend- 3411 . 009 7 3.0 . 00002 
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ASSUME beentat, &" Ladepend by WOCODJ CI ... ifiestion, of MuMber of travalleARKNIMM b*aAtOtC WWA IndWend by WOCOD3 ClagaifiCAUDD of number of traveller 
CoatmOlliffils' for. . 
Controlling for.. 
VISICOD3 grouped Regimes Value a3 loaditerroma" VISICODS GrO%WOd Regimes 
Val" -6 Undecided 
Mass. of Valid observations s, 260 Number of valid absemat. Lon. - 
109 
Chi-square 
.................... - 
Val" 
---------- 
of 
---- 
significance 
............ 
Chi-Sq- 
-------------------- . 
Val" 
.......... 
Dr 
.... 
liqUtic".. 
............ 
11* 3 , 0 0 P, -, *, 
10 0 1 15 , 1 34018 
"::!: 
" 
Ratio 
": 
. 
:. 
.. Like Lbood Ratio 1 , . 1. 1 . .32 12 
U.... -by-LA a . 09691 
... --by-Ummar . 87753 1 54 
a .... Lation 
Association 
Ki. imse, tape Ind froquenay - 1.609 
Kin'sum lLjqmcted fraquency . 264 
Call. with B=td frequency C 5-4 .9 it 37.1%) 
Calls with lxpýtcd grq.. bay ýC 5-I of is 4 $6. 3%) 
App"'Lisat 
App". 1-to 
statistic Val" Anal VWASRO significant. statisti 
-------------------- 
Value 
--------- 
ASIA 
-------- 
V. 1/hazo 
-------- 
siqiftesma. 
............ ----------------- --------- -------- -------- 
------------ 
P 
'h ,L : 3 0: 39 : ",:: 
ý 
C. V 14 1 
amor-O V C . 3 . 7 : 00 3 Contingency Comffiaimat 
: 22447 . 34618 atingemay Coaftiolont . 292 4 . 00366 
Lambda ý 
Lambda , 
symmetric . **ooo - *,,, oo : Y-t. t. : 00 515 01: 42 . . 3334 0 with SZZW1NDZ dop-doot Moo - a . it sazmxms dponde 1 ' h . 0a0 30 5 0 21 , 0 1 334 7 t with MOCODJ dp-d- . 00000 00000 
wit . t. MOC003 depands . 000 00 00000 Good. - & K-. kll Two : 
M. &I tam : ndsm, w th la", NDZ d" I, I . 01071 1349: 
with SZENIM dependent 02 as : )1322 .4 0,16 4 I : 1 with MOCOD] dope 1 rA_ . 1.10 .. 0 . 91 3 
with MOCO03 dependent 
: 
01 3, 0 07 a3 3 6 120 Ime"tainty Coefficient 1 
: : 
Vote., tainty Coefficient I symmi. ttio 01 32 3 . 0135 2.41486 . 2362 
, y-tcio , 7: 24 3 . 00323 with ORKNINDS dependent 34 03 
:0 
. 01342 2.41404 .2 13 ,I 
it 1,911MMS dependent : . 1.1.7 .7 1 . 4 ; 2 0 323 ' 0 with WDCOD3 dependent . 034 2 .013H 2. at 48 a . 221.1 
, ".. "at wit h NOCOD3 
: 
04724 654 . 01 2.: 76 243 0323 0 
)!. be, of missing ob.. "aticam: 339 
82"rWDS beentotr And Indep-A by MOC003 Classification of alembal of tre-Ile; 
Controlling far.. HOT Mx2 Native. except food by WOCOD3 Cl ... ification of number of tra"ller 
VISICOD3 Grouped Real... Value -4 Anatolia G *lack So& controlling for . 
VISICOD3 Grouped PA00"s Val" wI Marmara 
1hamber at valid observations - 30 
Wn'bar of valid observation. . 323 
Ch a V. I_ or si!!! fi come, 
...... ...... .... --- ---- . .... .... Ch" "n' -------- !! ------- - 
Val- 
---------- 
0 signific am, 
------------ 
F .... a 9.176449 
' 
: 3: I: l 
--- 
4 1 7 21 ' * '0 Likelihood Ratio 11 12 1111 : . , . -a- , 
: :, 
0 21 , , , . L, -&-by-Liamne Cal Io 1 . 75074 '4k-libood Ratio 00355 9.50137 1 . 
Association 
Minimum% esp. test Frequamay . 100 
Cells with &:;: ated Frequency < 5- 13 .9 16 ( 01.30) ULUjac, gnpeated Frequency . 
053 
CI , Jim w th Xpeated Fre"WT < 3 is of 
32 ( 66. 3t) 
Appsellimat. Appr. -. 
Its ti. tt 
-------------------- 
value 
--------- 
Axel 
-------- 
V&I/ASZO u9nifican" 
IQ 
-------------------- 
Val" 
--------- 
ASSI 
-------- 
VAI/AX2O 
-------- 
aLgific-c* 
------------ 
Phi ' ;0 : 3:::: 92 4 3 
1 
: 
. .. 3 : 3 
. 2 , 
: :25 
Contingency Coefficient . 415s . 39949 
aV Craear 
ContLageacy Coafftalsat . 36533 . 
00040 
Lambda 
ffy-tric . 11111 . 01316 1.38380 . 16642 
Lambda 
rjamiatzl. . 03268 . 02306 1.390 
90 . 1642: 
: ith RUNINOR dependent . 15000 . 10309 1.30380 . 16642 ith NoTrVZ42 dependent W 0230 4 . 02843 
, 04 . 8 1 2 . 42 1 ad" ith WOCOD3 do" 1 . 00000 . 00000 dependent with MOCOD3 , 
:0 
561 . 03131 3 , 
90 1.0 4 1 6 21 
. k. 1 Goodman, & A" Tau 
2 ,2 Goodman & Krunkal Tam ith "UrND depend" : Z t : 11171 1 5212 :0 : 
: 
with moTrvzs2 dependent . 02147 . 006 1 -0001, Jth MOCO03 dependen l 1 9 "2 0 0 26 
with NOCOD3 dependent 0 $701 0: 22 . 
00000 
U. Cottai y Coefficient ; n r 
44016 1 25393 UD"rt&i ty Coefficient : . Ymme t i. isles : oSs44 . . rJameme . 05139 set . 01 
3.18003 . 0055: jtk AMDID dependent ' : 14410 . 0870 . 4016 :3 : .2 2 dependent with UoTrV9 * . 039112 - 01221 
3 3.1:: 0 : 
t d. peaden ith MOCO03 
------------ 
. 24630 
------- 
. 01911 
----- 
9.44019 
-- 
1 3 3 
ckn-adent with NoCoo3 . 07323 . 02217 
0 313 
--- 
1.0 58 
-------- ---- 
azzurND3 beentots, ad Ladep. ad by WOCOD3 
---------------------- 
Classification .9 number of t'&-11*. NoTrVX42 Notivom oncept food by NOCOD3 Cl 
------- 
assification of number of traveller 
Cont "'lliaa for.. Controlling for.. 
... CO03 Grouped Regions Val" aI Combination VISICOD3 Gro%qed "Inas Val" -2 A*ommm, 
Number at Valid bas-aticas - $00 Number of Valid cb. &rV&tLcuO - 1,063 
Chi , a- 
......... 
: 8M. 
-- 
Value 
--------- 
of 
.... 
signific-cm, 
............ 
Chi: Squarmi 
......... .......... - 
Value 
---------- 
Dr 
---- 
siqnifican 
------------ 
to come 13.03193 16117 pe"On 19.44121 21 . 
54242 
- lihood Ratio Lik 13.1141 : 
:1 
1'44 Likelihood Ratio 20.97744 21 . 
479 19 
:a 
Lin r-by-Lincia, . 0001 1 . 
99057 Libear-by-Lins- 10 . 352 1 . 
55292 
... ce-t-, Association 
NUOisams, Ba3. ctd frequency - 2.924 Kinimum, Sapsat-d rrewaftaY 
calls with 8xpeetod frequ-MW < 5-4 of is ( 25-00) Coals with expected Yroqueacy < 5 11 of 32 ( 34. 40 
epproximate App"Ainsts 
It'"MUG 
............. ...... 
Val" 
--------- 
ASSI 
........ 
V. I/&ago 
........ 
at tft. asmw 
-.! ....... . .................. 
statistic Value 
--------- 
Agal 
-------- 
V. I/ABZO 
........ 
aiqýifia 
------------ 
Pht 4 2 117 phi 3 .1 
:: 2 :2 
C Inner's V 03 
: 
1: 117 Cramer -a V . 'o . 
2 2 
C. Ati. q., ay Coefficient . 16030 . 16117 Contingency Coefficient . 13466 
4 542 2 
Lambda : 
yammotgio . 01214 . 01103 1.09239 . 27466 
Lambda : 
symmetric . 00382 0 : 32 0 
1.3427: . 1723: : 
Jth 329MINDO dependent 01 9 08 0173 2 1.09239 . 21449 with MDTM82 dependent . 0061, 
2 a . 03 
134 21 . 1793 
with MOCODS depend- 1 
: 
0 0 00 0 
: 
0 0000 with NOCOD3 dw-dent ... 00 . 00000 
Good- A Kru. kal few S good. - & Kru. k&I Tam : 
With azzArmDa dependent . 01113 . 00656 . 03414 t th NDT1V%S2 
4"MI"Ot 003S3 . 00212 
104 39 
with MOCOD3 dependent . 7S . 1 . 25414 with POCOD3 dependent 
: 
00520 0 254 . 73 505 
Unco. t. i. ty Coaft icient , 
:: : ::: : 
uncertainty Coefficient : 
'Yeemstria 27 a 1.84649 44 .1 yan. tria . 
007112 . 00321 
2 45666 
SERNMI dependent with 01,44 00620 1.84,69 
: 
14 with 
;;; 
rvzs2 dependent "0 62 0255 0 2 45611 . 17 7. 
with wocOD3 dependent 
: 
01432 : 007-10 2.84169 
: 
15444 with NOOOD3 kq.. d.. t 0106: . 00432 
2.0666 472 Is 
334 
NOTM42 mats". except food by WOCOD3 CI ... AfteattOft of number of tZvalle, MoTM@2 Native* exempt food by WOCOD) Classification of number of traveller 
Controlling fez.. Controlling tar . 
VZslCoc3 group" value .3 Hadit ... Scomm VISICOD3 grouped Reglafto Value 06 Undecided 
Number at Valid observations . 260 Number at Valid observations - 191 
Chi-square 
.................... . 
V. I- 
.......... 
of 
.... 
significance 
............ 
Clit-sq-0 
-------------------- - 
V. I- 
---------- 
Dir 
---- 
significance 
------------ 
IP ...... 17.10205 is . 61604 
roars" 45.41411 21 00141 
Likelihood Patio 19.93245 is . 35974 
Likelihood Puti. 17.91761 21 . 01319 
3.04191 . 04999 
Limear-by-Limonr 3.94197 1 . 04900 
Association k-lation 
minimano assented Frequency . 250 
KI-Imun Rpectod frq-cy - . 041 
Call$ with expected Frequency < I- 14 at 38 4 17.11) 
Calls With tnwtd Wrequmy 4 1- 22 of 32 1 $0 . 8%) 
Approximate Approubato 
stati. tis 
.................... 
Val" 
--------- 
&ARI 
-------- 
Val/kAZO 
-------- 
significance 
............ 
statistic 
-------------------- 
Value 
--------- - 
Asal 
------- 
Val/Aslo 
-------- 
significance 
------------ 
Phi ' ' . 00141 Phi . 25648 . 514", Cramer', V 1 7 .. 00 1 1 
C. -... V . 14204 04 :5 1 : Contingency coefficient 43394 
: 
.11 
Contingency Coefficient . 24644 . 1 0. 
Lambda , my- trio - . 04965 . 02460 1.19363 05927 
. Y-t. i . 051: 3, 24 49 0 2 67: :3 47 :: 1 with 
=MS2 
dependent , 03,50 '0 3 :: 94494 .. 6, dependent With NOTM-2 079 2 . 
: 
0377 , a: 37 
: 
147 With MOCOD3 dependent . 09621 . 036 2 26500 02351 
.I th MOCODS dependent 
: 
00000 . 00000 an & R-. knI ?. a : 
ooo&ý G K-kal Tam I With NOTIVS82 depends t . 02211 . 00906 
Ith NOTIV2,12 dependent 02: 8: 0092 1 . 04425 With MOCO03 dpad.: t . 09031 All. . 0.1, : 
ith MOCIM`3 
:0 
3 
: 
0136 - 4050 Uncertainty Coefficient : 
. -. t. Inty Coefficient 1 
: : : 
my"stri, 07161 02 0 11 " 3 ' 1 1: 2 : '0131: 
-r-t I* .0 942 . 0111 2.62222 3974 with NDTIV332 dependent 
:0 
20 : : 3 , 01 :4 3 . 4 2 3 01 1 3 
. I., 
;; 
TrVRS3 dependent A245: 00932 222 -: 2 3 5: 7: with NOCOD) dependent .1 71 . 02 38 3.4,28 3 1 311 .0 
with NOCO03 A. Pood". 0 172 
: 
01,9 S. 2222 5 
: 
37 
................ ..... ....... ...... ....... 
Number of Missing Obwervations: Hf 
NDTM22 Motives "Dept food by MOC003 classification at number of travails. 
---------------- ------- ----- ----- ------- 
Controlling Co... NOLTTP 4 Grouped types of holiday by WOOM3 Classifi cation of number of traveller 
VISICODS O. O. Pd PaqL.. Valum -4 ju-t. Lia a Blank a.. controlling for.. 
V... COD3 grouped Regioz- Value -I K--4 
Number .9 -ILA b.. zvati- 31 
Number of valid observations 229 
.. Val- by itionese 
...... .... - --- - ----- 
tr 
- -------- 
------ 
Chi= 
---- - 
Value 
---------- 
of 
.... 
8 wAfi. - 
-I ---------- 
P -.. a 13.67014 to 75033 : 02072 1 2 
Likelihood Ratio 14.20107 to 72509 ftersoft 
hood Ratto Likell 
. 
1.173 1 0 
1 
12 
Ll, maoz-by-L im" . 01940 1 . 99211 . Lizotr-by-Linew 9430 1 . 49201 . societies association 
KL. ipsom Repeated IP.. qWncy - . 032 Minimum aspected Trequeswy - . 033 calls with am-td rrqueacy < a- as of 28 4 92 . 90) Cells with Rpootd Frequency < 5- 14 of 20 ( 70 . 0%) 
Approftimate App-La. to 
a to, i. tio Val- Asa& Val/AsZO significance 
------ tisti 
----- 
at& Val" A231 Val/Azzo significan 
Phi : 6: 4 0 : " 7" :" - . 11 Ol C, amor-O T 3 3 3 ,. 3 C. Oute's V 
: 
off. 
Contingency Coefficient . 55319 . 75033 Contingency Coefficient . 11031 . 
99668 
Lambda I 1-b'" 1 
symostri : 0 0 00 0 1 '17 0 
of 
:0 2 
l 40913 
sy". tzic .0 00 0 0 . 00 0 0 0 
Lth MDTrVRs2 depend" 11 , . . , , . 7407 
: 
1 . 1i 1 1,13 70 With HOLTY. 4 dependent 0. , 0.. . 00 0 .. : 
itb NOCOD3 dependent . 00000 . 26571 . 00000 1.00.00 with NOCW3 dependent . 00000 . 00000 
Good. " a Xzu. kal Tau I soodman & Krunkal Tau : 
Ito WTMS2 dependent . 121*1 '14 02 52 
7 23 
with NOLTrP4 dependent . 00373 . 00650 .:: 
200 : 
ith NOCOD3 t ,0 .11a 0071 
:ý :7 
5 4,4 with NOC003 dependent 0052 1 005 1 1 
Uncertainty Coatti. inct &iAty Coefficient uwO 
symostrio 10: 51 0613 2 2.:: 267 lisle 
:;: 
trio an . 01220 0057 0 
1.39737 
Lth morrvan dependent 8 
: 
24 s 
:0 
539 7 2.247 . 11509 with NOLTYP4 dependent . 01 382 . 00966 
1.30737 : 
ith POOW3 . 30541 2.49247 . 11599 
.. 
W1. th YOCOD) dependent 0 0 .1 12 . 00771 
1.38737 
.... 
. 90064 
......... ..... I........... 
nDTrvzs2 motives exempt food by POCOD3 
............. 
Classification of number 
..... 
of travall. 8 
....................... 
NOLTYP4 Grouged types of holiday by NOCOD3 
...... 
Cl ... ifi.. tL. c of number of traveller 
controlling tag.. controlling for.. 
V%s: COD3 Grouped PAgion. Val. * -5 Combination VjglcoDI grouped PAgions Val" a2 Aoq. mn 
Number of valid observations - $05 Number of Valid obas"AticuS - 900 
21. 
-= - 
C L: 8 
---- 
Vt- 
---- .... 
DY 
---- 
$I ifican" 
--n -------- 
Chi-square---- 
---------------- . 
Val.. 
.......... 
Dy 
---- 
lignifican 0 
------------ 
Pearson 70.04611 31 . 00000 Pearson 
23.7820: 12 . 02177 
0140 7 
,., L kelLbead Satio, 44.26570 at 21 6 00 Likelihood Ratio 24 000 ': 
12 . 
3 057 3 
W. &S-by-Line- 1.05302 1 3 . 
: 
, 3118 Limear-by-Li or 3. 1307 1 . 
AA4oci&ti" Association 
Ki. jeass axp-t*4 frequency . 207 Minimum 
lxpoýctad Frequency . 771 
Cells with expected wrequenny < 5- 17 of 32 j S3 . 1%) 
Calls With gpactod Frequency < 5-5 of 20 ( 25 . 0%) 
Approxim, to 
statistic 
.................... 
Value 
--------- 
Asal 
-------- 
V. I/osso 
........ 
Approximate 
significance 
------------ 
atotletic 
-------------------- 
Val" 
--------- - 
ASIA 
------- 
V. I/AslO 
-------- 
sigolfic - 
------------ 
Phi 372S4 . 00000 
Phi .1 : 18 1 . 002177 2117 C Zamer's V Sol I 000"0 : -a V Cromer Contingency Cýoafficient .03 . , .13 974 02 1 71 ati. q. -i Coefficient . 34510 00000 
Lambda , Lambda : 
symmustric . 00130 . 01147 
12039 20416 
symostsi 490 : 0 2 7 '*176 1: 3 31, :* 4*' '2: depend with HOLTYP4 not 0 .0 20 9 01136 . 
12039 . 90418 
h M*Trn 2 depend- : it a 1 11 712 a7 : 2 4 2 $ 71 3 2 2 4 0. 4" t with NOCOD 3 e 0 0 0 00 0 0000 
ith NOC003 dep-woct . 04000 0 2 4 9 0 1.90417 . 03680 Ton 
d 
awdoan a Krumkal *. ad- A R"A. 1 lam I with KOLTTP4 dependent . 00 1 . 00401 
0":: 
a ith WTM "random t : lose :0 00 : :: 2 :* ' ' ' with MOCOD3 dependent 
: 
.: 4 . 0" 4 0. 
ith Nocool dependen 0441. 00 . 0 0 .o o Uncertainty coefficient 
uncertainty Coefficient s symmutric . 01268 . 00400 
: 311: g . 014: 1 
. Y-t. i 0": : * ' *Ill! ' : ': ' :0 ,: * 0, ith HOLTY24 d. PwA.. t w " . 01 
03 95 '0 . 
2 311 , 014 1 
: Lth movM82 dependent . , . 
:. 
: . 7 . 
: 
.. . with NDCODI dependent 
:. : 
01 00614 2,311 6 . 01481 
Lth NOCOOS dependent . 04789 . 01 80 3.19160 . 00216 
335 
IOLM4 Grouped types of holiday by WocoQ3 classification at amnibe. at t-13"TIP4 grouped types of holiday by NOCODJ CI ... LfLoation of amber of traveller 
Controlling fee.. controlling for.. 
VISIC003 ftouped Regions Value a3 Mediterranean VIAICOD3 Grouped Regions value -6 Undecided 
Numbs. of -. IL4 observation. - 223 Number of valid observations - 140 
Chi-square Value or significance Chi-square Value Df signIfi-c. 
-------------------- ----------- .... ------------ -------------------- ----------- ---- ------------ 
P ...... 25.20507 is . 01300 
Pearson 28.79163 12 
. 00423 
Likelihood Ratio 22.66707 22 
. 03069 
LAXliboad Ratio 27.76267 12 
. 00603 
Lime-by-Linear . 05131 1 . 02069 
Limear-by-Liumar . 30431 1 . 63530 
Association Association 
Maimems Zpmat. 4 Frequency - . 
311 Kiniam axpectod Frequency - . 
242 
Calls with B. P.. td frequenr <I- 10 of 20 ( $0.00) 
Calls with Zmpscte4 Frequency <5- 11 of 20 ( 65.0%) 
Appre. 1-to 
App"XiMats 
statistic V. 1- AMMI V. I/Asso sigeifie - 
----- 
statistic Value AB&I VWASZO Signifianac 
.................... --------- ........ -------- ............ 
--------------- --------- -------- -------- ------------ 
Phi. . 33470 . 
01388 
Phi . 
1424422 
. 00423 
C. -. 1. V 
Cramer-S V. 4 02 . 00423 
Contingency coettiaimat 
. 19324 . 013 Contingency 'ne't'n'.., . 39051 . 00423 . 31739 . 012:: 
Lambda Lambda 
my-t. . 00620 . 01180 . 31195 S6330 Nymmost. i. . 02381 . 02344 2.00223 . 31623 with NOLTYP4 dependent . 01010 . 01741 57195 . 56330 with BOLTIP4 dependent . 03708 . 03715 1.00223 . 31423 with HOCOD3 dependent . 00000 . 00000 with NOCO03 dependent . 00000 . 00000 Good. " & Yýtkl ?-: 
Goodman a Fýskal Tau t with xoLryP4 6.1.44"t . 03311 . 01261 . 03026 with IOLTTP4 dependent . 02729 . 01126 . 01764 with WOODD3 dependent . 03023 . 02150 . 02059 with NOCOD3 dpudant . 02404 . 01171 . 18410 Uncertainty Coefficient : 
Uncertainty Coefficient gym týi . 07460 . 02203 3.22143 . 00602 
40 0a0,0 83 3 2. ey-tri 4243 . 01: 13 2.5012: 
33 
. 030:: with NOL; YP4 dependent 3113 006 
With MOLTIP11 dependent 
: 003127 
.01 .162. St a. 03 0 with NOCOW dap-lact 
: 
0: 833 
'. 
012811 3'22143 . 006033 
with NOC003 dependent . 05111 . 01997 2.50203 . 03069 
number of Kissing ob. -Ations: 117 
-----------: 
------------------------------------------ 
NOLVIN 4-xped types of holiday by WOOOD3 Classification of number of tzm, wjrAvxpZM Will you saiLinq your awc, travel srýrangmn by VISICO03 Grouped Regions 
rest .I ling 9 ... cont"IlIng for.. 
VIMICODJ grouped Regions Value a4 Anatolia slaox sea ggzNToTn m&ve ever been to Turkey before? Value .I ye. 
Numbs. at valid db. -ti- . 24 Wub.. of valid observations 437 
Val- of Siglfiessami chi-square al" DY Bigifi- 
------- ----------- .... ------------ -------------------- ---- 
V 
------- ---- ------------ 
P ... son 4.05195 8 95241 Pearson 21.91002 
kelfbood Ratio 
-0000.0,0,: 
Lik lihood Ratio 3.19401 9 
:7- 17.10015 .0 
Lin: '-by-Un. az I 
"': 
Linsax-by-Li . 92989 1 . 36231 
AAsociation 
. 00000 "... 00. Association 
Kinimema Rxpoctod rrequency - . 042 
Minimum Rpect. 4 Freq-y 9.444 
Calls with Repeated frequency <9- 14 of Is ( 93.3%) 
Amroxi... t 
statistic Value Atli V&I/ASZO Significan 
APP-m -- 
----- ------------- --------- -------- -------- ------------ statistic Value Asal Val/aAgo significance 
.................... --------- -------- ------ Phi . 24169 . 00006 
cramor-a V . 24760 phi 41089 .:. 52411 . 24042 . 0.. 0 CmtLD". w Coefficient 
0000: 
Ccamer-S V 
: 
290 54 . 4ý 
comti. q.. ay Coefficient . 39006 
: 
85241 
Lambda 
ayws. t. io . 06725 0 3428 l.::,:: . 05771 Lambda . with rwDg? zm depe. A. 't ' 15122 . 73 ,117.05 771 
my-tri co with VISICOD3 dependent . 00000 00000 ith IOLTTP 4 dependent .0 
00 
. 
0.0, 
.0:. 
0000000 
a-ewas , Kruskal Tau : 
ith MOCOD3 dependent . 00000 . 00000 with INDSPIND dAP*ndant . 0613S . 0219 0000, 
Goodman & Kru kal Tau I with VISICO03 dependent . ol 56 9.00 61: 00.00 
with IOLTT; 4 dependent . 01719 . 02105 . 51979 Uncertainty Coefficient : 
with OOC003 dependent . 12721 . 07153 . 66352 my-strio . 02634 . 01050 2.69601 . 00005 
Uncertainty coaffidicat I with INDRPXND del .. ient 04552 'oll 2 'o 0 005 
sy-tri 11: 1: . 054,25 1.: 1370 . 7366 with VISICOD3 dopandaýt . 02060 . 
007: 2 2'::: 
0011 
. 000005 
with MOLTIP4 dop.. 4-t 
: 
07 6 043 10 1.1371, .73 66 
: 
with WOOOD 3 dependent .2 3711 
: 
049., 6 1.81570 . 73643 ---------------------------------------- 
......................................... IMIFZND will You asking your own travel arranges by VIOXCO03 Gropad JU. 9 --- 
controlling for.. 
NOLTIP4 ftamipsul type. of holiday by NOCOD3 Classification at number of t. &-IJL%VNTOTt save ever base to TUrk" before? Value -2 No 
Controlling few.. 
VINICOD3 GXO%qM*d Region. Val" 66 Combination Number of valid observations - 1,959 
Number of valid observations a 434 
------ 
Chts =a 
---- ---- 
V. I--- Ely 
------------ 
As a of sig"tiosaaa 
.... ----- ---- ------------ Pearson 
226.650: 
18 
. 00000 
Likelihood Ratio 224' is 5.00000 
P argon 27.22949 13 . 00714 
Limear-by-Limar MOL229 1 . 000. 
Likelihood Ratio 27.91238 12 . 00581 
Association 
Linear-by-Linear . 30747 1 . 57911 
Association ILW-um I"oted 
Wrequencr - 4.184 
Calls with Zxp-td Frequency <5-I Of 12 ( 8.3%) 
Kiftimemn R. P.. td Frequency - 2.177 
Calls IZ; Rpeated Wreq%emor <5-7 .9 20 1 35.00) Approximate 
statistic Val" Afill Val/kago significance 
-------------------- --------- -------- -------- ------------ APPxvzj"t' 
statistic Value ASMI ValAago Significance, Phi .3 10,4 . 
00000 
-------- ........ ............ :, -at 14 V . 31.14 - 
oo, *, 
IhL . 00716 
contingency Coefficient . 32202 ý. 
0000 
C --- Is V go 716 
contingency Coefficient . 24297 . 00716 Lambda : 
5 
sy, asetric . 04170 . 02259 
2.: 2372 0003,406 
ith ZNDZPXND d". Iftt 13171 035:: 3 .00 0' 31: 
3 Lee"& with VISIC003 dependent . 02,47 .0 19 
1.30 a . 19056 
symmetric . 04523 -02064 2.13240 . 63291 soodman & Kruskal Tau : ith BOLTT94 dopeadeat "5 112112 2.13240 . 03297 with TIWZPXWD dependent . 11 370 .0 411 
0 
3 
:. 0. 
"07" 
00 : 
Lth NOCOD dependent .... with VISXOODI dependent . 0313.1 . 01011, .. 
0)0.1.00 
Goodman I Am k. 1 Tau : U-setal. ty Coefficient : 
105,0 000 0: 
511 . 00720 
7 . 00000 . Ltb MOLTT; 4 "P., . 01949 . 00905 . 00065 Wycssuic .0 
with MOCOD3 dependent . 01830 . 00973 . 02119 with rMZPMM dependent 49 
117 21: 
0 . 000000 U. sartainty Cost" icient 3 with VISICOD3 dependent . 04001 OOS24 
7 121 
mysemetsio 02734 
2: 
75 
5444), 
0' 5:: 
with IOLTIP4 dependent 
ý0221* : 
000001,0 
a 55 : 
0(0ý5 Mumber of Kissing observations. 301 
. th t 
00 
L MOCOD3 depend- . 413937 . '1129: 2,7755440 . 00589 
336 
INDZPCM Will you making y- own travel as, ranque, bY HOLTYP4 grouped types INDZPZND Will you -king YOUS mum tt4val AX-gaft by IMM92 Native. except 
of holiday food 
CA. t-lli. 9 for. . controlling for- 
RZZMTA Have ever been to Turkey before? Value aI To. SRXNTOTR save ever been to Turkey before? Value -2 No 
*umber .9 valid observation. 131 Number of valid abserVationa 0 1,934 
Chi-Square, 
-------------------- 
Value 
----------- 
DY 
---- 
significance 
------------ 
Chi-square 
-------------------- 
Value 
----------- 
Dr 
---- 
Miqnitjoan.. 
------------ 
P. ". - 9.28550 4 . 05435 Pearsion 83.84900 . 00000 Likelihood Ratio 9.33131 4 . 05333 Likelihood Ratio 90.77417 7 Lic. mx-by-U NIM . 30075 1 . 58342 Linear-by-Lissar 1.43011 1 A. 0- OD A ... ciation, 
Klein= Upocted Frawfuency - 10.034 Kinistum Z"ctd rroquancy - 6.282 
Approxim to Awroxisat. 
statistic 
-------------------- 
Value 
--------- 
A591 
-------- 
Val/Asno 
-------- 
lifficam.. 
-- ------- 
statistic 
-------------------- 
Value 
--------- 
AM 
-------- 
Vl/ASZO 
-------- 
Significance 
------------ 
Phi .1 OS435 PhL 
", * :: 0 00 00 
-4 V Cramer 0", 
: 
53 C. --6 V 
: 
0 I . 0. 0 
Contingency Coefficient . 1451# . 05435 
Contingency Coefficient . 20616 
Lambda : 
wymmetri '0 0 5 0 0,3"0 2 934 0 031179 
lambda : 
symmetric . 00348 2 02226 3 0 : 0 
with INDSPRND dependent 1: 3 37 060 1 2. 1: 333 . 02901 with 
INDSPRUD dependent o.. . 01016 2,02296 1 . 0: 3 
with MOLTYP4 dependent . 05483 . 03: 56 1.351-15 . 1-11145 with 
NDTM82 dependent . 00000 000 00 
Good. - , Kru. kaL Tam : Good. - A Kruakal Tau : 
with IWDZPSMD dependent . 02803 . 01012 . 05491 With 
IMSVZMD dependent . 01131 . 00631 00000 
with HOLTY24 dependent . "Os" . 00 51S . 02052 with 
MOTrVLM2 dependent .. 1.21 . 00221 . 0000 
uncart. iisty Coefficient : Uncertainty Coefficient : 
symmetric . 01283 . 00634 1.53076 . 05333 symmetric . 
0212: . 0042: 4 07 1: 0 . 0 C00 
with INDZPM dependent 02034 . 01322 1 3 7 0 333 
with INDSPEND dependent 0 . 3 12 00.1 -2 00 4 1 0 O 0 (10 
with HOLTYP4 dependent 00 , 37 .0 0606 
:: : : 
137 
: 
11: 333 with NDTrVZS2 dependent 0 . 1106 . 00301 4.99007 . 00000 
--------------- ------- ------ ----- ------ Number of Missing observations! 
321 
rMRPZND Will You making Your own travel arrangem, by HoLTYP4 Grouped types 
of holiday --------------- ------- ----- ------ ------- 
Controlling for.. 
BZZWTOTR save Wver been to Turkey before? Value .2 No INDSP9ND Will you making your own travel arrangm by MOCOD] Cl assification 
of number of traveller 
Number of valid observations a 1,677 Controlling for.. 
BRENTOTR save ever been to Turkey bforai? Val" -I To. 
------ ---- 
Value 
----------- 
of 
---- 
significance 
----------- 
Nuinbor of Valid observations - 441 
Pearson 218.39805 4 . 00000 
Chl-Squxre Value Dr Siq-ifi- 
Likelihood Ratio 236.10179 4 -- --------------- ----------- ---- ------------ 
Limar-by-Linear 3.79524 
Association veý. it 3 
17 . 00 6 
Idkoliho-4 Ratio 1 1 . 0012 3 
-1-1-un Up"td. Frsurwwocy - 27.382 
01930 . 88893 
Association 
Kinimum Upected Frequency - 17.372 Appro-te 
0 t, tistic A321 Val/AAXO Signifi=6 
---- -------- ------- Approximate 
statistic Val'. Anil Vl/ABRO Signal. .. hi ' 00000 
----------------- -- --------- -------- -------- ------------ C r-. r'a V -0. " - 
CoM. 9. ccy Coefficient . 33245 ... '00. hi : 0017 : 
Cramer -a V 
:1 
43 .. Ol 7 
Coutingany Coefficient . 18133 . 00116 Lambda 
eyes tri. a 11645 0" 11.27726 . 00 
with INDSPROM) dependent 00 0 0 
Z: 
bd 
with HOLTYIP4 dependent 
0 
. 17993 
00 
. 01499 11.27726 c 
Lam a 
qjmmmtrio . 02696 . 05259 . 5 05 4 .: 1311 Goodman A Yýskal Tau I ith ZMXPXHD dependent w . 0432-1 . 09373 1 ,0 5: 4 1311 with rNDZVZND dependent :1 3023 : 01476 :0 
0 0 0 0 
ith NOCW3 dependent . 00000 . 00000 t with MOLTrP4 depend-D 3 3 0 43 0,1 04 . . 0 0 0 Goodman A Kruskal Tau 
Uncortai ty Coefficient t x with INDZPZND dependent . 0" 0 0 .0 -1 5 1 1 . 
001, : 
. Yma ic . 06020 . 00822 00 :. 3 :3 :* with NOCW3 dependent U4 2 . 0 0, 7, . 0.02 
with IMDXPZND dependent 110 2 *3 0 , 1317 00 3, .. 0. Uncertai ty Coefficient With XOLTrP4 dependent . 04031 . 00399 0.30083 . 00000 sy"Xic . 02233 . 01072 2.07074 00123 
Ith IMZP dependent g ND 0 25 3 1 47 02 200 7 74 . . 00 23 1 Number of Kissing Observation s: $09 
: 
lth MOCOD 3 dependent 9: . 01 1 0 , .0 42 
07074 2 00123 
---------------------------- 
. NDZPZND Will you making your own travel arranges by MOTrVXs2 Motivas except 
----------- -------------------------------------- 
INDMPNND Will you . &kiftg Your own travel arranglem bY NOC003 Classification food of number of tra"ll- 
Controlling for.. controlling for.. 
SUNTOTS Us" ever boom to Turkey before? Value aI Tom SZZVMTR a&- aver been to Turkey before? Value -2 No 
Number of valid observation. - 442 Number of valid obs arv atisex - 1,950 
------ 
Chi: S = 
---- .... 
Val-__ Dr Significance 
------------ 
Chi-Squ 
-------------------- 
V&l- 
........... 
Dy 
---- 
Signific 
-- -------- 
leazoon 13,34973 7 0 6403 Pearson . 07143 :: 3 
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